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Introduction

In agricultural industry, saffron is one of the most valuable products that can be produced and exported due to
its special characteristics. Iran is the largest producer of this product in the world due to its vast land and dry and
semi-arid climate. The research title "The Effect of Marketing Mix on Brand Equity" has been the focus of many
researchers in the marketing field across various industries. This particular study aims to identify the appropriate
strategies to create a competitive advantage and enhance brand equity in Iran's saffron industry through the
implementation of the marketing mix. The research examines the relationship between the elements of the
marketing mix and brand equity, with the ultimate goal of assisting companies involved in saffron production,
purchase, and sale in developing strategies to increase their brand equity. The researchers emphasize that saffron,
as a strategic product in Iran's growing economy, requires the development of effective marketing channels. Hence,
this research aims to identify the factors that influence the marketing mix on brand equity in the saffron industry.
To achieve this objective, the study measures the relationship between the marketing mix elements (product,
distribution channel, price, and promotional activities) and four dimensions of brand equity (brand awareness,
perceived quality, store image, and brand loyalty) using structural equation modeling (SEM).

Materials and Methods

The current research is applied in terms of purpose and descriptive-correlation in terms of method. The
statistical population includes people within reach who were consumers of Iranian saffron. Considering the
unlimited size of the statistical population and Morgan's table, 384 people were selected by simple random. To
collect data from the questionnaire containing 40 closed questions, 24 questions of the marketing mix scale of
Sharma and Gautam (2018), 16 questions of the standard brand equity questionnaire of Yu et al. (2000) with a 5-
point scale. Likert has been used to measure the variables of the conceptual model.

This research has investigated the relationships between variables using PLS2 software and structural equation
modeling. There is no need for the distribution to be normal compared to other existing software (Kline, 2014).
This method is a statistical model to investigate the relationship between latent variables and manifest variables.

Results and Discussion

The findings of the research indicate that the product dimension of the marketing mix has the strongest
relationship with the dependent variables of the study. Specifically, the effect of the product on perceived quality,
store image, brand loyalty, and brand awareness is positive and significant. More specifically, the effect of the

product on perceived quality is positive and significant. Similarly, the product has a positive and significant effect
on the store image. Additionally, the product dimension has a positive and significant impact on brand loyalty and
brand awareness. However, the effect of price on perceived quality is not found to be positive and significant. On
the other hand, the effect of price on the store image is positive and significant. The impact of price on brand
loyalty is not significant, and the effect of price on brand awareness is not positive and significant. Regarding the
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distribution dimension of the marketing mix, it has a positive and significant effect on perceived quality. However,
the effect of distribution on the store image is not positive and significant. Furthermore, distribution has a positive
and significant impact on brand loyalty and brand awareness. In terms of the promotion dimension of the marketing
mix, it has a positive and significant effect on perceived quality. However, the effect of promotion on the store
image is not positive and significant. Overall, these findings suggest that the product dimension of the marketing
mix plays a critical role in influencing brand equity, while the effects of price, distribution, and promotion vary in
their impact on the dependent variables of perceived quality, store image, brand loyalty, and brand awareness.
Conclusion

Centers operating in the saffron industry should prioritize the creation of high-quality products and the
establishment of brand loyalty. Additionally, they can enhance the positive perception of customers by focusing
on the desirability of after-sales services, maintaining regular communication with customers through
representatives, and ensuring that the price of their products aligns with their quality. By implementing these
strategies, companies can improve the customers' mental image of the company, leading to enhanced perceived
quality, brand awareness, and customer loyalty. This, in turn, will have a positive impact on their overall success
in the market.
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o H PN PRC ] 9 ~
e sl ole b ps P bl by 9,‘:‘:? | Wi glig,s
Variable Indicator Factor loading Comp‘?s.'te o Cronbachs Alpha
Reliability AVE
al 0.777
a2 0.821
Sy j) bS] a3 0.826
0.908 0.664 0.873
Brand awareness ad 0.833
a5 0.771
a6 0.351
pl 0.212
p2 0.631
Ceasd p3 0.782
0.862 0.558 0.800
Price p4 0.700
p5 0.775
pé 0.737
s . o
Quality 03 0884 0.885 0.661 0.828
q4 0.684
mil 0.658
m2 0.796
Uy m3 0.770
0.891 0.578 0.852
Product m4 0.836
m5 0.757
m6 0.730
t1 0.837
. t2 0.798
@_3,». t3 0.872 0.895 0.631 0.862
Promotion 4 0715
t5 0.744
e . fl 0.844
9 nye 2 0.914 0.854 0.665 0.742
Store image 3 0.669
tol 0.691
to2 0.741
- to3 0.758
&y to4 0.759 0.872 0.501 0.829
Place shl 0.766
sh2 0.649
sh3 0.537
I 11 0.864
)Py 12 0.867 0.885 0.721 0.806
Loyalty 13 0.814
suios sbaansl, 1L
Source: research findings
9 420 Gluebl pdaw )3 e oy 3,5 VAS G iy Z o blize culps lo (5 awlwl g gl &8 055 o o0l
o 5O pns o 3,5 YIOA 5l jio tolol Jlade a5 590, Cuwl Cygo ol 4t colys jledlatal b gyl be Jae 05l cul
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Table 3- Fornell and Locker table

e Wy 5l 2T Cod ColS oo iy oBigyd padi  mije (bl
Variable Brand awareness Price Quality Product Promotion Storeimage Place Loyalty
Brand awareness

S 0.451 0.746

Price

oS 0.642 0441  0.813

Quality

Jyae 0.667 0532 0751  0.760

Product

& 0.264 0451 0116 0377 0.794

Promotion

350 g 0571 0580  0.457 0.558 0.437 0.815

Store image

&3P 0.536 0.515 0.438 0.531 0.550 0.510 0.707

Place

by 0.708 0.355 0.649 0.685 0.276 0.426 0.527 0.849
Loyalty

suios sbaassl, Lo
Source: research findings
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Figure 2- Model in standard coefficients mode
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Table 4- R Square values

ColS  odgyd paal ()bl
Quality Storeimage Loyalty

o Syl 26T
Variable Brand awareness
Al ) 0.504
R Square

0.683 0.455 0.516

350 slbaisly sisle
Source: research findings

a1y Jae liogs® leojlw 4 bgye (sl adld (cnin
/+Y Jlude aw (Henseler et al., 2009) ,\Kon 5 Jluin sl
5 buwgie cix s o yiay a8 0l LS gl /YD 9 <7V
o 555 le3)S Gy pu5 o 4y bogeye dlicsg r sojlo b sl o58
e Sl5095° sl sl o jlade ol & ol (690 4SS
33,5 oo diwle wwl (—lSsl g5 5l o] ola yas i oS

.(Davari and Rezazadeh, 2012)
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Table 5- Q2
Variable Brand awareness  Quality olKiig Loyalty
Store image
Q? 0.306 0.258 0.339

3uis slaassl, 1L
Source: research findings

9550 pLsl GOF jlae jlosliul b i (IS Jo (o)
ASIYE o VO /o) Hlade dw &S . e b wgie > BN
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Table 6- Communality

Jyame &35

s e iy &Py
Storeimage  Place Loyalty

guess & 3l 26T Coond  CulS

Variable Brand awareness Price  Quality Product Promotion
Jde 0.664 0.558  0.661

Communality

0.578 0.631 0.665 0.469 0.721

suios slaandl, sisle
Source: research findings

bl cdlo b ) bl g hlise +/20 ekl g )
G g Mdd oo s |y baalayly coro ks toliel a5 cuily an g
O3 55 e el 28 9 2 o b g5 s0d |y ool (s
Ablon )50 e (59) ¢ it Sy (e b g Custe 3l odimd

.(Davari and Rezazadeh, 2012)
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Table 7- The results of the hypothesis test

) Baiod slaans s o i to,bf §512be e a8 (901 donil
Row Research hypotheses Path coefficient tstatistic Significance level Hypothesis test result
1 odd > CuiS — Jgarmo 0.782 20.429 <0.05 250
Product — perceived quality Accept
2 oKigyd pgas — Jypame 0.276 3.959 <0.05 KW
Product — store image Accept
3 ohlig < Jguaseo 0.603 9.971 <0.05 b
Product — Loyalty Accept
4 Sy BT Jpamo 0.517 8.560 <0.05 250
Product — brand awareness Accept
5 04 533 S € Cansd 0.085 1.791 <0.05 3,
Price — perceived quality Reject
6 oS98 g ¢— Cangd 0.308 4.660 <0.05 456
Price — store image Accept
7 Sy «— o -0.082 1.361 <0.05 5
Price — loyalty Reject
8 Ny 28T cd 0.085 1.257 <0.05 5
Price — brand awareness Reject
9 01 S )3 CusS — i 0.142 2.427 <0.05 456
Place — perceived quality Accept
10 oRig ) pgual ¢ mije 0.140 1.773 <0.05 5
Place — store image Reject
1 Sy — miy 0.289 3.624 <0.05 Lk
Place — Loyalty Accept
12 Xy u”lfj — iy 0.289 3.602 <0.05 b
Place — brand awareness Accept
13 b Syd CuiS — midy -0295 7.333 <0.05 23l
Promotion — perceived quality Accept
14 oSg s pguas «— @by 0.117 1.661 <0.05 5
Promotion — store image Reject
15 &by — xé5 -0.073 1.202 <0.05 3,
Promotion — Loyalty Reject
16 Sy BT — midy 0.128 2.173 <0.05 256
Promotion — brand awareness Accept

a0 glaaidly XEAN
Source: research findings
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