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and Majid Fattahi ¢

he present research aimed to identify and rank marketing

strategies for the development of the Iranian leather market,
using Maral Leather Company as a case study. A mixed-methods
design was employed, consisting of both quantitative and qualitative
phases. In the qualitative phase, the Delphi technique was utilized
to extract relevant criteria. Subsequently, a conceptual model
was developed and validated through a case study conducted at
Maral Leather Company. The statistical population for the
qualitative phase comprised academic and marketing experts
with experience in Iran’s leather market. Ten individuals were
selected using the snowball technique for in-depth interviews.
In the quantitative phase, the statistical population consisted of
managers, producers, and exporters within Iran’s leather market,
including Maral Leather Company. Ten individuals were purposively
sampled to respond to a questionnaire designed for the research.
Data analysis in the qualitative phase involved open, axial, and
selective coding techniques, while Friedman's test was employed
in the quantitative phase using the SPSS software package. The
results indicated that the most crucial criterion for the segmenting
strategy in developing Iran’s leather market is managers' attention
to strategic beliefs. For the targeting strategy, exploiting new and
innovative markets was identified as the most important criterion,
while for the positioning strategy, recognizing the status and ap-
propriateness of strategic resources within the industry was
deemed paramount. Furthermore, Friedman’s test revealed that
the most critical criteria for targeting, positioning, and segmenting
strategies in Iran’s leather market include the attention of the
Iranian leather industry and exporters union to appropriate
strategies, identifying the status and appropriateness of strategic
resources, and paying attention to the personality characteristics
of the target market, respectively.
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INTRODUCTION

In today’s rapidly changing business land-
scape, the need for a well-defined strategy is
paramount for companies to maintain com-
petitiveness and secure their position in their
respective industries. A strategy serves as a
blueprint for the future, distinguishing firms
from one another even when operating
within the same industry. According to Kotler
et al. (2013), marketing strategy entails the
strategic decisions made by businesses to at-
tain their marketing objectives.

Berndtand Tait (2012) further elaborate on
this definition by emphasizing that marketing
strategy aims to fully satisfy existing cus-
tomers, thereby encouraging them to engage
in positive word-of-mouth advertising about
their satisfaction with the products or serv-
ices offered. This highlights the importance
of not only acquiring customers but also en-
suring their ongoing satisfaction to foster loy-
alty and advocacy. In essence, an effective
marketing strategy aligns the company’s ob-
jectives with customer needs and market dy-
namics, enabling it to maintain relevance and
competitiveness in a dynamic business envi-
ronment.

Specialized marketing strategies encom-
pass various activities such as marketing
communications, personal sales, pricing,
product development, and distribution, par-
ticularly in commodity-oriented industries.
These strategies play a crucial role, especially
in companies that prioritize focus-based
product-market strategies. The ability to es-
tablish advantageous connections with po-
tential and existing customers hinges on the
specialized capabilities of the company in
these areas.

According to Rahimzadeh et al. (2016),
both specialized marketing capabilities and
marketing architecture are essential for
product differentiation. Marketing architec-
ture facilitates the implementation of distin-
guishing strategies by collecting market data
and developing marketing programs based
on these insights. Moreover, researchers like
Vorhies et al. (2009) suggest that companies

focusing on efficiency and cost dimensions in
their product-market strategies may require
fewer enhancements in their marketing ca-
pabilities. Conversely, companies that priori-
tize distinguishing-based strategies
necessitate a higher level of marketing capa-
bilities to effectively differentiate their prod-
ucts and appeal to target customers.

[t is incumbent upon every business to dis-
tinguish itself from competitors by leveraging
its inherent strengths to effectively meet cus-
tomer needs within a specific environmental
context. This necessitates that company own-
ers or managers possess a deep understand-
ing of marketing principles and effective
business management to make meaningful
contributions (Ciubotariu, 2013).

According to Schmid et al. (2011), man-
agers make decisions based on the sensitivity
of the firm’s position. To comprehend the in-
tricacies of detailed marketing strategies,
managers must consider situational factors
that influence strategic decisions. This under-
scores the importance of contextual aware-
ness and adaptability in formulating and
implementing marketing strategies that align
with the company’s objectives and market
conditions.

Therefore, the essence of strategy lies in
choosing to conduct activities differently
from competitors (Porter, 2000). Without a
suitable strategy, a company is unlikely to
succeed unless success occurs by chance.
Webb et al. (2011) emphasize that carefully
integrating marketing concepts with busi-
ness processes can lead to performance im-
provement. Ruhdelius (2011) asserts that
marketing can serve as a tool to empower
firms in achieving their objectives. It is a
strategic approach implemented by organi-
zations to support both organizational and
management goals in achieving profitability
and success. Dzisi and Ofosu (2014) define
marketing as a matrix of commercial activi-
ties structured to strategically promote, plan,
price, produce, and distribute goods, services,
and ideas for the satisfaction of appropriate
customers and clients. This definition high-



Identifying and Ranking Marketing Strategies... / Mahfoozi et al.

lights the strategic nature of marketing in ful-
filling customer needs and achieving organi-
zational objectives.

Owomoyela et al. (2013) view marketing
strategy as a means of delivering a unique
product that meets all customer require-
ments, offers competitive prices, employs ex-
tensive distribution channels, and supports it
with an effective promotional strategy. Ac-
cording to (Ghouri et al., 2011), implement-
ing an appropriate marketing strategy
enhances overall business activities and fur-
ther solidifies market share and the firm'’s
competitive advantage. Kotler and Keller
(2014) emphasize the connection between
marketing and marketing strategy as the “de-
velopment and maintenance of consistently
satisfying exchange relationships.” This un-
derscores the importance of fostering posi-
tive interactions with customers through
strategic marketing efforts.

Gbolagade et al. (2013) discovered that
marketing strategies significantly influence
business performance. This finding is sup-
ported by Owomoyela et al. (2013), who
agree with Gbolagade et al. (2013) by stating
that previous studies have established a prof-
itable relationship between marketing strate-
gies and business performance.

Arsalan et al. (2011) emphasize the impor-
tance of formulating marketing strategies tai-
lored to each entity, as it enables businesses
to expand their market reach. Dzisi and Ofosu
(2014) assert that marketing strategy is one
of the key effective strategies adopted by
companies to enhance performance. Van
Scheers (2011) suggests that business man-
agers should perceive and develop marketing
strategies for products and services, as the
success of their ventures depends on their
ability to cultivate a growing base of satisfied
customers. Therefore, marketing strategies
are deemed the most critical pillar and con-
tribute significantly to enhancing organiza-
tional performance (Hassan etal., 2013).

Based on the research, the leather industry
in Iran recognizes that competition and gain-
ing competitive advantages in the global

trade arena are feasible and achievable
through the implementation of coherent poli-
cies and strategies, as well as the utilization
of organizational strategic planning
(Amirosadat et al., 2019). Having a precise
understanding of the organization’s strengths
and strategic domains can greatly assist man-
agers in implementing effective measures.

Despite possessing numerous competitive
advantages and experiencing high sales rates
domestically, the Iranian leather industry has
struggled to secure a significant share in
global exports for various reasons. These in-
clude the lack of proper marketing strategies,
failure to adopt modern international trade
techniques, and shortcomings in establishing
a comprehensive customer database to iden-
tify target customers and align production
with their preferences (Motafakker Azad et
al,, 2011). Additionally, a traditional focus on
input resources such as skilled human capi-
tal, product quality, and cost reduction has di-
verted attention from other critical aspects.
Despite the vast potential of various geo-
graphical regions for leather products, inter-
national exports from Iran’s leather industry
remain negligible.

The influx of both foreign and domestic
competitors into the market has further
threatened the industry’s position, making
the retention of market share a pressing con-
cern for managers. The absence of a formu-
lated marketing strategy exacerbates these
challenges, underscoring the necessity of re-
search to identify the criteria for an effective
marketing strategy with a market develop-
ment approach and rank them accordingly.
However, there has been limited research on
marketing strategies in Iran’s leather indus-
try, and insufficient information exists re-
garding the contribution of marketing
strategy to the success or failure of leather
companies in the country.

According to Pawan and Pawan (2013),
marketing strategies play a crucial role in
supporting developed marketing plans to
meet market needs, while Van Scheers
(2011) highlights marketing skills as one of
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the most influential factors in organizational
growth and survival. The lack of marketing
expertise and appropriate strategies can sig-
nificantly impact the success of the leather in-
dustry in Iran, further emphasizing the
importance of effective marketing strategy
formulation.Therefore, this research aims to
delineate the marketing strategies of leather
companies in Iran and contribute to current
knowledge regarding the influence of mar-
keting on the performance of Iran’s leather
industry. By identifying and prioritizing the
criteria for an effective marketing strategy,
this study seeks to provide valuable insights
and recommendations to enhance the com-
petitiveness and sustainability of the Iranian
leather industry in the global market.

METHODOLOGY

The research adopted a mixed methods re-
search design to achieve its objectives, which
was implemented in two phases.

In the first phase, qualitative data were col-
lected and analyzed from an expert panel and
semi-structured interviews with academic
experts and informants in Iran’s leather mar-
ket. A total of 10 academic experts were in-
volved in this phase, selected through the
snowball technique for in-depth interviews.
The snowball technique involved initiating
interviews with individuals identified as ex-
perts, who were then asked to recommend
additional experts for participation in the re-
search. The sampling adequacy was ensured
through theoretical sampling, where in-depth
interviews continued until theoretical satu-
ration was reached. The Delphi technique
was utilized in the qualitative phase to iden-
tify appropriate criteria, following which a
conceptual model was developed.

In the second phase, quantitative data were
collected and analyzed through a survey of
managers or advisors of leather companies,
as well as managers, producers, and ex-
porters active in the leather market, includ-
ing Maral Leather Company.

This mixed methods approach facilitated a
comprehensive understanding of the status

of marketing strategy in Iran’s leather market
by integrating both qualitative and quantita-
tive perspectives. The qualitative phase al-
lowed for a deeper exploration of expert
opinions and the identification of key criteria,
while the quantitative phase provided statis-
tical data to support and validate the findings.
Overall, the research design enabled a robust
examination of marketing strategy in the
[ranian leather industry, leading to the devel-
opment of a conceptual model grounded in
both qualitative insights and quantitative ev-
idence.

In the second phase, structured interviews
were conducted with experts, including man-
agers or advisors of leather product compa-
nies, as well as managers, producers, and
exporters active in the leather market, includ-
ing Maral Leather Company. The aim was to
validate the extracted model, clarify any am-
biguities, and gather additional insights to
complement the qualitative results obtained
from the Delphi panel. Purposive sampling
was used to select 10 participants for the
questionnaire developed for this study.

To assess the status of the marketing strat-
egy in Maral Leather Company, experts were
asked to score each concept on a scale of 0 to
100. Scores between 0 and 10 indicated no
support or evidence for the statement, while
scores between 15 and 35 suggested a weak-
ness in the aspect being evaluated. Scores be-
tween 40 and 60 indicated an average or
acceptable performance, while scores be-
tween 65 and 85 indicated good perform-
ance. Scores between 90 and 100 were
considered excellent.

Data from both phases were analyzed using
a combination of qualitative and quantitative
methods. In the qualitative phase, data were
analyzed through open, axial, and selective
coding techniques. In the quantitative phase,
Friedman'’s test was employed using the SPSS
software package to analyze the ranked com-
ponents in terms of targeting, positioning,
and segmenting strategies. This mixed meth-
ods approach allowed for a comprehensive
evaluation of the marketing strategy in the
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[ranian leather industry, combining both
qualitative insights and quantitative data
analysis for a more robust understanding of
the subject matter.

RESULTS AND DISCUSSION

Based on the analysis of the interviews, Ta-
bles 1-3 present the criteria appropriate for
the segmenting, targeting, and positioning
strategies within the context of the Iranian
leather market development approach. The
expert panel’s opinion on the segmenting cat-
egory was coded into three concepts: demo-
graphic factors, psychological and behavioral
factors, and geographical concepts. The ma-
jority of the expert panel highlighted the im-

Table 1

portance of segmenting strategy criteria and
considered them to be key concepts to con-
sider when designing a market strategy. Table
1 presents the indicators related to all three
concepts. For instance, regarding psycholog-
ical and behavioral factors, the experts em-
phasized that “organizational culture based
on the active partnership of employers, work-
ers, and the market” and “the youth'’s percep-
tion of the use of leather products as
prestigious” should be taken into account in
market strategy formulation.

After interviewing the experts, the appro-
priate targeting criteria for identifying the in-
ternational target market with the Iranian
leather market development approach were

Concepts and Categories Identified for the Segmenting Strategy Criteria

Category Concept Final codes

The impact of employment status and unemployment rate on leather market

production and sales.

Lack of planning for the recruitment of the active population in the leather market.

The increasing rate of the young population and their interest in leather prod-
ucts as the target community.

Demographic
factors

The immigration of experts and the loss of specialized human resources in the
production and export fields of leather products.

Human resource management and the impact of product diversity and market
variety on overall productivity.

Extensive communication between employees and managers with partners in

the leather market.

Organizational culture characterized by an active partnership between employ-

Segmenting

Psychological and
behavioral factors

ers, workers, and the market.

The perception among youth that using leather products is prestigious.
Social class restrictions on the use of leather products, particularly clothing.
Cultural adaptability in evolving management practices.

The personality traits of the target market.

Managers’ attention to strategic beliefs

Market adjustment and stability of developed strategies

Capacity of risk-taking in international markets

Attention to innovation in the production and distribution of goods and serv-

ices.

The impact of climatic and geographical conditions on product usage and ac-
ceptance by the target community.

Geographical

of leather products.
factors

Ideological and cultural instances in customs and traditions regarding the use

Having a dynamic and efficient product transportation system

Proximity of production centers to consumption centers
Ease of access to domestic resources and raw materials
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identified, as shown in Table 2. The panel in-
dicated 25 statements or concepts grouped
into three categories: exportation, competi-
tors, and target market.

Finally, the 61 extracted codes were classi-
fied into eight concepts, three sub-categories,
and eight categories. The data analysis pro-
cedure resulted in the development of a the-
oretical model, encompassing segmentation,
targeting, and positioning strategies, which
elucidates the main phenomenon: the devel-
opment of an appropriate marketing strategy
with a developmental approach to Iran’s
leather market.

After formulating a conceptual model of
marketing strategy with a leather market de-
velopment approach, structured interviews
were conducted with experts from a specific
brand in Iran’s leather market, Maral Leather
Company, to assess the conceptual model for

Table 2

this case study. This section presents the re-
sults of the structured interviews with repre-
sentatives of Maral Leather Company within
the context of an intra-case analysis, focusing
on the categories of segmenting, targeting,
and positioning.

Regarding the segmenting strategy cate-
gory in Maral Leather Company, it was found
that class restrictions on the use of leather
products, especially clothing, emerged as the
most significant concept in the company’s
strategy.

Table 5 presents the status of Maral Leather
Company’s targeting strategy category. Set-
ting long-term and medium-term goals (88.4)
holds the highest rank in this company. Con-
versely, increasing competitiveness in the
leather industry with countries in the region
(5.5) is ranked last (Table 5).

In terms of the positioning strategy cate-

Concepts and Categories Identified for the Targeting Strategy Criteria.

Category Concept Final codes

Legal facilitation of the export platform of leather products to neighboring countries.
Facilitation of customs regulations for export to international markets

Specific subsidies to compete with neighboring leather-producing countries
Addressing legal gaps in the production and export processes of leather products.

Export profitability

Exportation

Exogenous characteristics of international markets

Exchange rate fluctuations and their impact on the export of leather products
How to be present and advertise in international markets

Features of manufacturing and trading companies in the domestic leather market
Attention of Iranian leather industry and exporters union to the appropriate strategy
Gradual and feasible shifts in the competitive resources within international markets.

How to exploit new and innovative markets

Targeting

Competitors

Setting long-term and medium-term goals

Increasing competitiveness in the leather industry with countries in the region
Improving bargaining power with customers and suppliers

Strategies for providing alternative services to competitors

Studying and analyzing the working method of current competitors

Recognizing the characteristics and goals of customers
Examining the characteristics of the target market

How to choose a target market

Targetmarket

Having the necessary capacity to invest
Setting the goal to differentiate products from competitors’ products
Setting the goal to provide special services to customers

Having a history in the leather industry
Adopting modern methods to advertise the products
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Table 3

Concepts and Categories Identified for the Positioning Strategy Criteria.

Category Concept Final codes

Determining the company’s performance based on customer feedback
Establishing a monitoring and response system for customer feedback and recom-

mendations.

Advantages

ternal and external spheres.

Positioning

The competitiveness of the manufactured products versus the global market context
Identifying the status and appropriateness of strategic resources

Recognizing and having the values demanded by the target market

Enhancing the dissemination of managerial and marketing mindset within both in-

Creating synergies in the process of international trade
Taking a high risk in decision-making
Enhancing the management and business relations and capabilities of the company.

Identifying weaknesses and threats in domestic and international markets
Enhancing the efficiency and performance of the company

Distinctions

field of marketing

Improving the quality of manufactured and exported products
Providing appropriate in-service and after-sales services
Developing an optimal recruitment protocol for employing capable forces in the

Proportionality of measures related to customer perception of the brand
Necessary potential to promote sales in domestic and international markets

gory, recognizing and having the values de-
manded by the target market (84.3) and im-
proving the management and business
relations and capabilities of the company
(4.6) are the strongest and weakest strategies
in Maral Leather Company, respectively.

Friedman's test was employed to rank the
marketing strategy with the approach of de-
veloping the Iranian leather market. Table 7
presents the results as to the significance of
Friedman’s test.

According to Table 7, the significance of
Friedman'’s test is confirmed. Since the signif-
icance level of the Friedman test for ranking
marketing strategy was 0.00, the difference is
significant, indicating that the importance of
the factors is different.

Tables 8-10 present the results of the rank-
ing of marketing strategy criteria with the ap-
proach of developing the Iranian leather
market for the segmenting, targeting, and po-
sitioning strategies. According to the results,
the criteria for segmenting strategy in Iran’s
leather market are prioritized as follows: at-
tention to the personality characteristics of

the target market, ease of access to domestic
resources and raw materials, cultural flexibil-
ity in changing management practices, orga-
nizational culture based on active
partnership of employers, workers, and the
market, managers’ attention to strategic be-
liefs, capacity of risk-taking in international
markets, market adjustment, and stability of
developed strategies, and attention to inno-
vation in the production and distribution of
commodities and services (Table 8).
According to the results in Table 9, the pri-
oritization of targeting strategy criteria in
[ran’s leather market is as follows: attention
of [ran’s leather industry and exporters union
to the appropriate strategy, having a history
in the leather industry, strategies for provid-
ing alternative services to competitors, ex-
ogenous characteristics of international
markets, having the necessary capacity to in-
vest, how to be present and advertise in in-
ternational markets, how to exploit new and
innovative markets, reducing legal gaps in the
process of production and export of leather
products, exchange rate fluctuations and
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Table 4

TheFinal Status of the Segmenting Strategy Category in Maral Leather Company.

Concepts

Description

Score

The effect of employment status and unem-
ployment rate on leather market production
and sales

Lack of planning for the recruitment of the
active population in the leather market

The growing rate of the young population
and their interest in leather products as the
target community

The immigration of experts and the loss of
specialized human resources in the fields of
production and export of leather products

Human resource management and the effect
of product multiplicity, and market diversity
on ultimate productivity

Extensive communication of employees and
managers with leather market partners

Organizational culture based on active part-
nership of employers, workers, and the mar-
ket

The youth’s perception of the use of leather
products being prestigious

Class restrictions on the use of leather prod-
ucts, especially clothing

Cultural flexibility in changing management
practices

The personality characteristics of the target
market

Managers’ attention to strategic beliefs

Market adjustment and stability of devel-
oped strategies

Capacity of risk-taking in international mar-
kets

Attention to innovation in the production
and distribution of commodities and serv-
ices

The effect of climatic and geographical con-
ditions on the use of products and the ab-
sorption of the target community

Ideological and cultural instances in customs
and traditions for the use of leather products

Having a dynamic and efficient product
transportation system

Proximity of production centers to consump-
tion centers

Ease of access to domestic resources and raw
materials

Considering the employment conditions and the decrease in the production level
of this company, it can be said that the reduction in human resources and the un-
employment of employees have had an impact on the company’s status, particu-
larly in the Iranian leather products market.

No plan has been developed for the recruitment of the active population in this
company due to unprecedented economic sanctions and the lack of raw materials
on the one hand and the challenges of modernizing and upgrading equipment on
the other.

No plan has been developed for recruiting the active population in this company
due to unprecedented economic sanctions and a lack of raw materials, as well as
challenges related to modernizing and upgrading equipment. Additionally, the
loss of the company’s economic capacity and human resource cuts have further
exacerbated the situation.

Over the past decade, numerous experts and specialists in various fields of pro-
duction and trade have immigrated from this company.

In this company, the human resources unit is very proactive, and despite the chal-
lenges ahead, it remains highly focused on productivity and achieving a favorable
final return.

In this company, there are not enough considerations for extensive communica-
tion between employees and managers, but the relationship between partners
and managers is appropriate.

In this company, there are no significant considerations for promoting the partici-
pation-oriented organizational culture.

Many managers in the company believe that leather products hold a certain social
prestige among youth in certain societies. Therefore, efforts should be made to in-
stitutionalize this belief within the target market in Iran through advertising pro-
grams.

The average price of the company’s products compared to domestic competitors
has somewhat mitigated the class restrictions on the use of leather products and
clothing in the Iranian target market.

There is no significant flexibility in changing management methods in this com-
pany and there is an unwritten insistence on traditional management methods.

In this company, the personality traits of the target market have been ignored as
an effective factor in formulating a marketing strategy.

Managers’ strategic beliefs for overcoming potential competitors follow a tradi-
tional and new logic.

Due to market fluctuations, the marketing strategies of the company do not have
proper stability and executive guarantee.

The company’s ability to take risks versus international markets is very low due
to international issues and challenges and restrictions on foreign exchange.

In this company, no attention has been paid to innovation in the production and
distribution of neglected goods and services.

Not much attention has been paid to the geographical factor and the impact of cli-
matic conditions on product usage and attracting the target community in the
marketing efforts of this company. The advertising focus is primarily on large
cities, regardless of the climatic situation.

Some company managers believe that in certain segments of [ranian society and
international markets, there is a particular aversion to using leather and leather
products due to ideological beliefs prevalent in those regions. Therefore, it is nec-
essary to cultivate a culture that encourages the use of these products, and syn-
thetic leather should be introduced as an alternative. However, at present,
synthetic leather has no place in the company’s plans.

The company does not require a dynamic and efficient product transportation
system, as it already operates through active agencies in several large cities and
metropolises, as well as online stores.

This category is not the concern of managers in this company.

Due to economic turmoil, an unprecedented increase in inflation, and the prevalence
of low-quality and cheap imported products, access to high-quality domestic re-
sources required by the company has become increasingly risky.

37.5

41.7

34.5

65.3

79.8

39.5

32.5

74.3

87.0

35.7

11.5

21.7

15.6

18.3

12.5

20.6

11.5

60.8

9.8

56.3
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Table 5
The Final Status of the Targeting Strategy Category in Maral Leather Company.

Concepts Description Score

Legal facilitation of the export platform of  Due to legal gaps for export in the Iranian market, competitiveness and related tar- 46.3
leather products to neighboring countries  geting are limited. )

Facilitation of customs regulations for exportThe company uses up-to-date mechanisms, as well as experts familiar with customs 74.6
to international markets laws, in international markets '

Specific subsidies to compete with neighbor-The company needs subsidies and bank loans with low interest rates and long inter- 34.5
ing leather-producing countries mission to be able to successfully compete with neighboring producing countries.

Reducing legal gaps in the process of pro- ~ Reducing legal gaps in the production and export process of leather products en- 69.6
duction and export of leather products hances the company’s competitiveness and targeting. )

Exogenous characteristics of international ~ The company uses up-to-date mechanisms, as well as experts familiar with the fea- 75.1
markets tures and rules of international markets. :

In this company, the profitability of exports is moderate and is more affected by for- 37.2

Export profitability eign policy fluctuations and international sanctions than domestic mechanisms.

Exchange rate fluctuations and their impact Exchange rate fluctuations, sanctions, and a sudden rise in inflation have had a sig- 51.5
on the export of leather products nificant effect on the company’s exports. )

How to be present and advertise in interna- The company has employed people familiar with the characteristics of international.73 0
tional markets markets. '

Features of manufacturing and trading com- There is a working group in the company to monitor and identify the characteris- 81.6
panies in the domestic leather market tics of manufacturing and trading companies in the domestic leather market.

Attention of Iranian leather industry and ex- The company has a good two-way relationship with the union of Exporters of 88.3
porters union to the appropriate strategy ~ leather products. )

Gradual and possible changes in the compet- The company has a working group to monitor and identify gradual and possible 73.5
itive resources of international markets changes in the competitive resources of international markets. '

The company has a working group to deal with how to exploit new and innovative 70.3

How to exploit new and innovative markets
markets.

The company has a mission statement and long-term, medium-term and shor*c-term88 4

Setting long-term and medium-term goals goals.

Increasing competitiveness in the leather in- The company does not have significant competitiveness in the leather industry with5 5
dustry with countries in the region countries in the region. '

Improving bargaining power with customers

and suppliers This category is not the concern of managers in this company. 9.3

Strategies for providing alternative services The company has plans to provide alternative services and reduce the price of

to competitors products through this. 79.1

Studying and analyzing the working method

of current competitors This category is not the concern of managers in this company. 8.6

Recognizing the characteristics and goals of The company needs powerful and serious mechanisms to recognize the character- 14.5
customers istics and goals of customers. '

Examining the characteristics of the target The company needs powerful and serious mechanisms to recognize the character- 16.6
market istics of the target market. '

The company needs powerful and serious mechanisms to recognize how to select 443

How to choose a target market the target market

The company has the necessary capacity to invest in the domestic and international 73.7

Having the necessary capacity to invest . . f
8 y capacity markets with a focus on regional countries.

Setting the goal to differentiate products The company does not have a significant strategy to target differentiating its prod- 113
from competitors’ products ucts from competitors’ products. )

Setting the goal to provide special services toThe company does not have a significant strategy to provide special services to cus- 15.2
customers tomers. ’

The managers of the company have an acceptable history and experience in the82 5

Having a history in the leather industry Jeather industry.

their impact on the export of leather prod- countries in the region.

ucts, setting the goal to differentiate products = Table 10 shows the ranking of criteria for a
from competitors’ products, and increasing positioning strategy. Identifying the status
competitiveness in the leather industry with and appropriateness of strategic resources,
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Table 6

The Final Status of the Positioning Strategy Category in Maral Leather Company.
Concepts Description Score
Determining the company’s performance The company has no significant strategy to determine the company’s 205
based on customer feedback performance based on customer opinions. ’
Settingup a monitoring "fmd responding The company intends to set up a monitoring and responding system
system for customer critiques and recom- e . 61.8

. for customer critiques and suggestions.
mendations
The competitiveness of the manufactured The company has the necessary capacity to compete in the domestic
. d : . : 72.3

products versus the global market context and international markets with a focus on regional countries.
Identifying the status and appropriateness The company has the necessary capacity to invest in the domestic 82.0
of strategic resources and international market with a focus on regional countries. ’
Recognizing and having the values de- The company has up-to-date mechanisms, as well as experts familiar 84.3

manded by the target market

Improving the transfer of managerial and
marketing mentality to internal and exter-

nal arenas foreign arenas.

Creating synergies in the process of inter-

with the values demanded by the target market.

The company does not have a significant strategy to improving the
transfer of management and marketing mentality in the domestic and

16.1

The company has a working group to monitor and identify gradual

; and possible changes in the competitive resources of international 72.5
national trade . : ) .
markets in order to create synergy in the international trade process.
Taking a high risk in decision-making The company has a high capacity for risk-taking in decision-making.  64.6
Improving the management and business There are no significant considerations in the company to improve the 46
relations and capabilities of the company  relations and managerial and commercial capabilities of the company. ™
The company has a working group to monitor and identify gradual
Identifying weaknesses and threats in do- and possible changes in the competitive resources of international 73.9
mestic and international markets markets to identify weaknesses and threats in domestic and interna- ’
tional markets.
Enhancing the efficiency and performance The company has a serious concern and long-term plan to increase 615
of the company its efficiency and performance. ’
Improving the quality of manufactured and In this company, there is a serious concern and long-term plan to im-

h 79.3
exported products prove the quality of manufactured and exported products.
Prov1d1ng-appr0pr1ate in-service and after- This category is not the concern of managers in this company. 121
sales services
Developing an optimal recruitment proto-
col for employing capable forces in the field This category is not the concern of managers in this company. 19.5
of marketing
Proportionality of measures related to cus- This category is not the concern of managers in this company. 8.0

tomer perception of the brand

The company has a working group to monitor and identify gradual and

Necessary potential to promote sales in do-possible changes in the competitive resources of international markets

mestic and international markets
markets.

72.4

to enhance its potential to promote sales in domestic and international "™

improving the quality of manufactured and
exported products, and identifying weak-
nesses and threats in domestic and interna-
tional markets are ranked first to third,
respectively.

Conclusion and policy implications
According to the results, the most impor-
tant segmenting strategy criterion influenc-

ing the development of a product market for
[ran’s leather industry, from the perspective
of interviewed experts, is managers’ atten-
tion to strategic beliefs. Following this, atten-
tion to the personality characteristics of the
target market and market adjustment and
stability of developed strategies rank second
and third, respectively. This highlights the sig-
nificance of adopting a segmenting-based
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Table 7

The Significance of Friedman’s Test.

Number of observations x2 Degrees of freedom P-value

10 43.211 7 0.000
Table 8

Ranking of Segmenting Strategy Criteria in the Iranian Leather Market.

Final indicator

Mean rank Rank

Attention to the personality characteristics of the target market

and the market
Managers’ attention to strategic beliefs
Capacity of risk-taking in international markets

Segmenting strategy

and services

Ease of access to domestic resources and raw materials
Cultural flexibility in changing management practices
Organizational culture based on active partnership of employers, workers,

Market adjustment and stability of developed strategies
Attention to innovation in the production and distribution of commodities

3.94 1t
3.93 2nd
3.89 3rd
3.87 4t
3.86 5
3.84 60
3.80 7th
3.77 8th

Table 9

Ranking of Targeting Strategy Criteria in the Iranian Leather Market.

Final indicator

Mean rank Rank

Attention of Iranian leather industry and exporters union to the appropriate

strategy
Having a history in the leather industry

Having the necessary capacity to invest

How to exploit new and innovative markets

Targeting strategy

Exchange rate fluctuations and their impact on the export of leather products
Setting the goal to differentiate products from competitors’ products
Increasing competitiveness in the leather industry with countries in the region

Strategies for providing alternative services to competitors
Exogenous characteristics of international markets

How to be present and advertise in international markets

Reducing legal gaps in the process of production and export of leather products

3.75 1t
3.74 2nd
3.73 3rd
3.71 4t
3.69 5t
3.65 6t
3.63 7t
3.52 8t
3.43 9th
3.35 10t
3.32 11t

strategy for developing the product market in
[ran’s leather industry. It suggests that mar-
keting and business experts in the Iranian
leather industry emphasize the importance
of developing and maintaining a marketing
strategy among all segmenting criteria.

For the targeting strategy, the most crucial
criteria influencing the development of the

product market in the Iranian leather indus-
try are how to exploit new and innovative
markets, increasing competitiveness in the
leather industry with regional countries, and
having the necessary capacity to invest, rank-
ing first, second, and third, respectively. This
underscores the importance of factors related
to competitiveness and the target market in
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Table 10

Ranking of Positioning Strategy Criteria in the Iranian Leather Market.

Final indicator

Mean rank Rank

Identifying the status and appropriateness of strategic resources
Improving the quality of manufactured and exported products

context
Taking a high risk in decision-making

Positioning strategy

external arenas

Developing an optimal recruitment protocol for employing capable forces in

the field of marketing

Identifying weaknesses and threats in domestic and international markets
Necessary potential to promote sales in domestic and international markets
Creating synergies in the process of international trade

The competitiveness of the manufactured products versus the global market

Improving the transfer of managerial and marketing mentality to internal and

3.87 1
3.86 2nd
3.84 3rd
3.80 4th
3.74 5th
3.73 6t
3.71 7t
3.69 8t
3.65 9th

the development of a product market for
Iran’s leather industry. Experts in marketing
and business fields in Iran’s leather industry
emphasize focusing on the target market and
competition more than other targeting crite-
ria when developing a marketing strategy.
Regarding the positioning strategy criteria
influencing the development of a product
market for Iran’s leather industry, experts
suggest that identifying the status and appro-
priateness of strategic strategies is of utmost
importance, followed by the competitiveness
of products in the global market and improv-
ing the transfer of managerial and marketing
mentality to internal and external arenas,
ranking second and third, respectively. Thus,
improving competitive advantages in the in-
ternational context plays an important role in
developing a market for Iran’s leather indus-
try. Marketing and business experts in this in-
dustry argue that the most critical
positioning criterion is to develop a strategy
based on improving and distinguishing prod-
ucts in competitive international markets.
Based on the results of Friedman's test, the
criteria of the segmenting strategy for Iran’s
leather market are ranked as follows: “atten-
tion to the personality characteristics of the
target market,” “ease of access to domestic re-
sources and raw materials,” “cultural flexibil-
ity in changing management practices,’

“organizational culture based on active part-
nership of employers, workers, and the mar-
ket,” “managers’ attention to strategic beliefs,”
“capacity of risk-taking in international mar-
kets,” “market adjustment and stability of de-
veloped strategies,” and “attention to
innovation in the production and distribution
of commodities and services,” respectively.

Similarly, the criteria of the targeting strat-
egy for Iran’s leather market are ranked as
follows: “attention of Iranian leather industry
and exporters union to appropriate strategy,”
“having a history in the leather industry,’
“strategies for providing alternative services
to competitors,” “exogenous characteristics of
international markets,” “having the necessary
capacity to invest,” “how to be present and
advertise in international markets,” “how to
exploit new and innovative markets,” “reduc-
ing legal gaps in the process of production
and export of leather products,” “exchange
rate fluctuations and its impact on the export
of leather products,” and “increasing compet-
itiveness in the leather industry with coun-
tries in the region,” respectively.

Finally, Friedman'’s test ranked the criteria
of the positioning strategy as follows: “iden-
tifying the status and appropriateness of
strategic resources,” “improving the quality
of manufactured and exported products,”
“identifying weaknesses and threats in do-
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mestic and international markets,” “neces-
sary potential to promote sales in domestic
and international markets,” “creating syner-
gies in the process of international trade,”
“the competitiveness of the manufactured
products versus the global market context,”
“taking a high risk in decision-making,” “im-
proving the transfer of managerial and mar-
keting mentality to internal and external
arenas,” and “developing an optimal recruit-
ment protocol for employing capable forces
in the field of marketing,” respectively.

Based on the results, it is recommended to
the Iranian Leather Exporters Union or the
companies in this industry to conduct free
training courses to educate leather product
marketing and development strategists. Ad-
ditionally, plans should be developed to in-
crease the awareness of leather market
managers and activists about the importance
of strategic beliefs, market adjustment, and
stability of strategies. Furthermore, officials
and policymakers should adopt macro-level
strategies to introduce the status and appro-
priateness of the Iranian leather industry’s
strategic resources at the global level.

Since the research data were collected
through interviews, the respondents’ per-
sonal opinions may have influenced them,
potentially introducing bias into the results.
Moreover, due to the Covid-19 pandemic, not
all respondents could be interviewed face-to-
face, resulting in most interviews being con-
ducted online or by telephone, which may
have imposed limitations on the accuracy of
information gathered from the participants.
[t is recommended to consider these points
in future research endeavors.
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