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Table 1- Reviewed marketing strategies of the study and their selection criteria
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Integration Strategy Obtaining ownership or control over the system of distributors or retailers,
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Table 2- The weight of the associated criteria with the selection of marketing strategy

9 il Jgeol b Lkl yladl  gwienls, Cujo iy agmed g Gygly ML gmen
(D1) asoms o ““D2~ (03) s (D) i o (D5) 6, (D) fikl (D7) eS,d sl
Compliance with health (D2) Economy - Customer Having a Innovation and Alignment with the
and environmental Risks Busine;/s satisfaction competitive alignment with company's internal
principles advantage market process
‘;’_39 0.373 0.167 0.121 0.063 0.061 0.168
Weight
3 1 3 4 5 6 2
Rank

0.04=(Inconsistency rate) 5,8 ;Wb &

suios glaassl, 1o
Source: Research findings
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Table 3-Theweight of sub-criteria

. (R WP g
W)lxo B lere 5 0¥ 4 ‘lfmj;orisisterif
Criteria Sub-criteria Weight Rank rate y
(\/lf USL’)L’ CM-L[B) Condj b LS}L“’ °'3?ﬂ 0.8
(D1) Lzl Jseol b lbasl (Environmental pollution (recyclability)) '
e g . - 0.000
((Compliance with health principles @#5)‘ “_J’ ’\’J‘f’) ‘j‘“m ol coley )
(Compliance with the principles of health (organic 02
production))
(Business risk) ¢ ,lv S, 0.32
(D;)_ *k‘w (Technical Risk)_ S, 0.558 0.017
isks . L
(financial risk) Jl s, 0.122
(The potential return of capital)e,l yu uiS p Jowils 0.1
(Cost of production)sJs 4 0.181
(D3) (g 5l 5 solaidl (Export growth rate)csls s, l5e 0.328 0.015
(Economy - Business) (Sales growth) sg,8 13, ;e 0.142 '
(Debt ratio) i couws 0.167
(Net profit margin)_alls sow ausl> 0.083
g 2,8 & pain coiS 0.237
The unique quality of the product
(D5) sl 8, e oy2sb | g by e B Oy 5 _ 0.287
(Having a competitive advantage) Variety of products in terms of taste and packaging 0.07
Distinct and unique product
(Number of competitors)Ls, sl 0.34
(Customer satisfaction rate) s yuse cols, ¢ 0.166
6 yudio dwlgd glajls Sy
' ) ¢ 0.178
(D4) s yuio (sr0005L5, Understanding needs and customer demands 0.004
(customer satisfaction) (Brand value of the company)cs 5.5 o35 55, 0.178 '
(Number of complaints)cb IS sl 0.389
(Intent to repeat shopping) 4, 5 1,55 1ab 0.089
(e 099 S » QY?‘“—"“’ 5)9193 S5 0.369
The rate of innovation of products in a given period
(New product development)sis Jpaso 1Jo5 0.209
(D6) il L g2gmsa 5 (519155 (Market share of the company)cs ,s il eges 0.096 0.017
(Innovation and alignment with market) ik Jgamme bl ooy bawgie 0.179 '
Average product matching time in the market
Market readiness for product acceptance
Jgazs dawgs )3 Gledily o8> 0.356
Long-term perspective on product development ’
) o5l (sla il oMbl 4y g s>
i s R 0.194
E5ADT) GBI 213 L agon Access to potential market information
Alignment with the company's internal ) Jsae drwg Glanl codlas 0.326 0.017
(process Transparency of product development goals '
drwg 9 G5 35y (38 (Ul
0.124

Technical capability of research and development
un

3uio0 slaail sisle
Source: Research findings
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Table 4- Matrix of total relations for the criteria of selection of Pegah Company’s marketing strategy

L"‘flﬁ*_" D1 D2 D3 D4 D5 D6 D7 | (1) byguw Egoxo
Criteria
D1 0.743 0.883 0.883 1.014 1.062 0.931 0.874 6389
D2 0978 0.929 1.072 1174 123 1128 1.064 7.574
D3 0978 1.072 0.929 1174 123 1128 1.064 7.574
D4 0.981 0.985 0.985 0.983 0.221 0.079 0.973 7.207
D5 1.025 1077 1077 1182 1.095 1.133 1.026 7.614
D6 0.978 1.072 1.072 1174 1.023 0.985 1.064 7.574
D7 0.742 0.779 0.779 0.856 0.896 0.082 0.634 5.548
(5) Bylw 9000 6425 6796 6.796 7.557 7.965 7.204 6.738

suios loadly 5 lo
Source: Research findings
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Table 5- Matrix of interactions

(Criteria) W ,Lxo S

D1
D2
D3
D4
D5
D6
D7

6.424
6.796
6.796
7.557
7.965
7.204
6.738

R FL+S, I —S
6.389 12.813  -0.035
7573 14369  0.777
7574 14037 0778
7207 14764  -0.35
7614 15579  -0.351
7574 14778 0.37
5548 12286 -1.19

suios slaassl, 18 lo
Source: Research findings
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Table 6- The weight of the criteria for choosing a marketing strategy

51 sl Cawday (39

99 3 oel Sy 39

9 Jilosd gy oS5 jl ool Cuwsay g9 Jberd K 0

,bee AHP s, Fileyd AHP W
Criteria Obtained weight Obtained weights from Obtained weights of the composition  The total weight
from AHP method DEMATEL method AHP and DEMATEL method of normal
D1 0.373 12.813 4,779 0.352
D2 0.167 14.369 2.399 0.176
D3 0.121 14.037 1.739 0.128
D4 0.049 14.764 0.723 0.053
D5 0.063 15.579 0.981 0.072
D6 0.061 14.778 0.901 0.066
D7 0.168 12.286 2.064 0.152

suios sbaaisl, Lo
Source: Research findings
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Table 7- Ranking of marketing strategy with VIKOR

. 214! L) il L) o S,
i Caglhs S olwly TR ey 2989 0% Q bl
Alternatives (S) Ranking (R) s Ranking (v=05)Q Ranking based
based on S based on R on Q

(Integration Strategy) (KoL, (551! 0.6312 3 0.373 3 0.7701 3
(Focuses strategy) 39 s 531zl 0.288 2 0.167 1 0.0573 2
(Diversity Strategy) g 51yl 0.1955 1 0.168 2 0.0024 1
(Defensive Strategy) 6l 3!yl 1.002 4 0.373 4 1 4

suios slaassl, :is Lo
Source: Research findings
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