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Introduction

Despite its vital importance, the agricultural sector in Iran faces structural challenges and weaknesses in an
efficient marketing system. The issue of gaining competitive advantage and higher profitability must be
accompanied by a full understanding of international and export markets. The development of greenhouse
cultivation is expanding owing to water-saving policies under climate change conditions. The international
entrepreneurial marketing (IEM) approach, as an innovative and opportunity-oriented strategy for creating value
in foreign markets, is a strategic necessity for greenhouse units in Tehran Province. However, in practice,
numerous obstacles, such as structural and operational barriers, have limited the ability of these entrepreneurs to
transform global opportunities into economic value and sustainable economic development and have negatively
affected the key dimensions of IEM, namely, risk-taking and innovation at the international level. The main
objective of this study was to identify, analyze, and prioritize the barriers and limitations of international
entrepreneurial marketing of greenhouse products from the perspective of greenhouse producers in Tehran
Province.

Materials and Methods

This study was applied in terms of its objective and employed a descriptive—survey (quantitative) research
design. The statistical population comprised 1,934 greenhouse producers across four counties in Tehran Province.
A sample of 322 producers was selected using stratified simple random sampling. The main data collection
instrument was a researcher-made questionnaire, the face and content validity of which were confirmed by an
expert panel. To conduct an overall evaluation of the measured indicators, the preliminary draft of the survey and
questions prior to the interview stage with rural respondents were reviewed by an expert panel consisting of faculty
members in agricultural extension and education, environmental sciences, psychology, social sciences, sociology,
and rural planning. Based on their views, the necessary revisions were applied until final approval was obtained.
Cronbach’s alpha coefficient was used to assess the internal reliability of the research instrument, which ranged
from 0.7 to 0.9. The barriers to international entrepreneurial marketing were measured using seven latent variables
(economic-financial, supportive-legal, infrastructural-institutional, policy-planning, green marketing,

educational-informational, and socio-cultural) and 28 observed variables. To analyze the barriers, confirmatory
factor analysis (CFA) was performed using SmartPLS v.3.
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Results and Discussion

Confirmatory factor analysis (CFA) results indicated that the seven-factor structure of the barriers
demonstrated satisfactory model fit, validity, and reliability, and all components were statistically significant at
the 99% confidence level. Economic and financial barriers (path coefficient = 0.848), supportive-legal barriers
(0.820), infrastructural-institutional barriers (0.819), green marketing barriers (0.766), educational-informational
barriers (0.753), socio-cultural barriers (0.627), and policy-planning barriers (0.607) were ranked first to seventh,
respectively. Among all dimensions, economic and financial barriers emerged as the most critical constraints in
international entrepreneurial marketing. Within the economic and financial dimensions, factor loadings
highlighted that the lack of adequate capital for standardizing and equipping greenhouse production units, coupled
with insufficient governmental support in providing loans and financial incentives, particularly the high interest
rates of bank loans, represented the most significant challenges. Following this, supportive-legal barriers were
strongly characterized by government-imposed sanctions, restricted access to high-quality and authorized
production inputs, and procedural difficulties in obtaining permits for exports and international marketing. The
infrastructural-institutional dimension ranked next, primarily due to the absence of smart digital infrastructures for
global and online marketing and persistent weaknesses in the transportation systems. Green marketing barriers
ranked fourth, influenced by global market threats such as inflation, economic sanctions, and geopolitical conflicts,
alongside the lack of governmental support for guaranteed purchasing of certified green or healthy products. The
fifth-ranked dimension, educational-informational barriers, was driven by shortages of specialized human
resources in market management and international trade and the absence of effective training and extension
programs related to export procedures. Socio-cultural barriers were also notable, including insufficient cultural
and educational foundations for entrepreneurship, creativity, and innovation, and low levels of public trust in
online purchasing platforms. Finally, the policy and planning barriers, characterized by weaknesses in agricultural
insurance systems and limited awareness of national strategies for regional and international markets, were ranked
last but remained significant barriers to international entrepreneurial marketing from the perspective of greenhouse
producers in Tehran Province.

Conclusion

The results further indicate that macro-level environmental and institutional barriers, particularly economic
and financial constraints, constitute the most fundamental and influential challenges limiting international
entrepreneurial marketing. The prominence of economic and financial barriers as the highest-priority constraint
suggests that the primary obstacles originate from the external business environment rather than from
entrepreneurs themselves. As long as stable access to credit, investment support, and relief from sanctions are not
available to facilitate production standardization, innovation, and risk-taking, progress along the export pathway
will remain constrained. Furthermore, the findings indicate that these barriers have direct negative effects on the
key dimensions of international entrepreneurial marketing (IEM). Therefore, overcoming these constraints
requires substantial government intervention in export financing, administrative facilitation, and the development
of smart infrastructure and cold supply chains. In this regard, designing a mechanism for targeted export
investment facilities with low interest rates-aimed at standardizing and mechanizing cold storage and packaging
equipment in greenhouse units-is recommended. In other words, addressing or reducing a single barrier alone

cannot lead to a significant improvement in the performance of international entrepreneurial marketing. Instead, a
comprehensive and coordinated approach is required that simultaneously considers economic, legal,
infrastructural, and human capacity dimensions. These findings highlight the importance of designing and
implementing integrated policies and programs by the government, supporting institutions, and the private sector
to enhance export capacity and increase the international market share of greenhouse units.

Keywords: Barriers and constraints, Confirmatory factor analysis, Export, Greenhouse units, International
entrepreneurial marketing
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Oy 31-45 137 425
old 46-60 169 52.5
More than 60 3 0.9
Less than a diploma /Ls> 55 34 10.5
Diploma / 1 .
Sl A p_t /w.LTJK 96 60.9
Education ssociate / b, 40 124
oibd 31 5Vl 5 il & 161
Bachelor's degree and above
O] $5y5kiS 4bles (Sl _ 1212
Experience Average agricultural experience
SIS s g5 Traditional/ . 7 2.2
Type of greenhouse Modern /. 298 925
system Traditional and Modern /s ¢ i 16 5.0
Green Cucumber /5w L5 107 33.2
SIS oY gane Tomato/ 55,8 <55 144 44.7
Greenhouse products Bellied Pepper/ clads Jals 62 19.3
Eggplant/ ;,lxesl; 7 2.2
. Fuel Subsidy/cs g 4l 297 86.6
St 8L slasin; Fiber and Optical Panels/ ¢ s L 5 yu 1 0.3
St o Drip Irrigation/ clo ks (¢l 23 7.1
Areas for receiving . o0
bank facilities slojhad (g)lul 5 g L)l 17 53
Fuel Subsidy and Drip Irrigation
Major supply to / ksl J315 ;5 ladawly g ,boy g ogee (pobo 4 odas asye 303 941
Ll fruit and vegetable markets and intermediaries within the province '
ProL(J:i}udct;Ms L:r'l.: ;t‘i i Share of Internet sales /laclocsy g (gjlre sloaSus (3 5yl (ba )b woew 3 0.9
g on virtual networks and websites
Exports to other countries /lae:8 yle 4 <lplo 3 0.9

Ml Sl 3L SLylL slacosgioe o wlge (slaadlse
b Jle s coolatl lya (IS ol Ko 5 ol lgan il Canet
Gy 5 Gn et Olgisar (851 F/+Y) (:Sles 0 5VL canS

Bl SIS (b5l slacus gans g gl 9o sz ol
el
sutaglgl g ohley sladdd @B ¥ Jg> @ 2 L
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Table 4- Coefficient of variation values of international entrepreneurial marketing barriers

RIS

Ladlgo g5 ke Cagly!
Components Items Average 3;3?;?52 Priority
S s 5y 3,1kl 51055 (sl B dylopus i 370 135 5
Lack of sufficient capital to equip the business unit to the standard
bt 5 s Vb eizja 418 0.38 3
High cost of seasonal labor
8 slaply VL oj0 Wl (5> O g ply by 3 g cunlie Colos 295
= .
s St 3.66 1.04 6
3 2 Lack of proper government support in paying loans and
2 S government facilities, such as high interest rates on bank loans
3 S SMF DY game Cuad ol lug g Gl pas 3.77 1.04 4
3 £ Instability and high volatility of product prices
_:;\ g L)"’L’ Caosd 9 L?“’?)‘e odos Oy 4 J?‘"“’ [<314 3.67 1.02 7
) g Product distribution in wholesale and low prices
S J8 5 o> sl 023l 3.35 1.05 8
L|8J High transportation tariffs
il 2B lB) Foml g calie Caid 4.98 013 1
Reasonable price and lower than foreign competitors in the market
2545 ) hyskiS SV gaze clpplo (VL aja g S
The high risk and cost of exporting agricultural products in the 4.86 0.55 2
country
Total/ Js 4.02 0.51 1
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S39liS i3 3 IS ale s sl S 5 Cuel 392 pas
Lack of security and stability for investment in the agricultural 4.43 1.04
sector
Y gase Sljpalo calises glalojlw 9 wlbl (SKales pac
Lack of coordination between various departments and 3.72 133
organizations for exporting products
C,Jg) d})l dlzzsg;wlw Y wl;nli
Inappropriate government currency policies
Y gase Ol plo Cous glad)lsliwl 5 (ylgd
Strict rules and standards for exporting products
539188 Sl plss Cans
Weakness of the agricultural insurance system
el g sladlaia Jl3l 53 )5S Cusls J| T 5 cSLs pas
Lack of knowledge and awareness of the country's policy in the 3.56 1.07
regional and international market

1545 5155 3590 Jgae Mg Can (slailaie Coli g paseio il 392 pas

3.47 1.08

3.65 1.15

3.51 111

Sl g 6yl Cusliw glgo
Obstacles to policymaking and planning

The absence of a specific and stable regional market for the 4.18 1.10
production of the product needed by that country.
Total / JS 3.78 0.76
Sl 9 Bl Gk Gy edgn (cdloy g «ud 295
Lack of smart networks and infrastructure for internet and global 3.91 1.26
marketing

L;AJy Lgl.m»\s 2 QY;M Q).hl.o )'1 Colos LSI){ ol L;J[Qé le.m;,»%)l% Do

Ses 3.59 0.98

Lack of appropriate institutional frameworks to support the export
of products in small production units
b Jsammo 3dg5 sl (g oo ) pllos 5 Smo sloodles sy ol (o 203 pas

Sl 2yt 3.76 0.97

Lack of easy access to authorized and healthy inputs (seeds,

pesticides, ...) for producing products with global standards
sy Y game 5SS sy al2yw 3929 pac 376 1.02

Lack of cold storage for storing manufactured products

g Bloyj Elge
Infrastructural-institutional barriers

5o g 2 n 3.55 1.08

Weakness in the transportation system
s 055 Slaptuss 25 3.90 0.96

Lack of mechanized packaging systems
Total / Js 3.74 0.74

A'.LJ}J Sow )l CJI)DLD Lf3'5 u»%lo o)'.:i;'l Dbul pis
The government's failure to create real tangible incentives for 4.91 0.40
exports

o Y guaze 365l (Lo pus (VL o g 3.03 1.19

High investment cost for producing green products
ol adaw 53 Wl (IO Jaase (4bg,8 5 )il 5l laeb] ladd

Lack of market confidence and international sales of healthy 3.03 0.87
greenhouse products

Global market threats: inflation, economic sanctions, and war
lolloye g 3 BB (odg Jgame o ndy <o) Laylyd 290
Lack of conditions for competitiveness of domestically produced 341 114
products at the international level
Al g jao B OV guaste el B B 50 Cgd Coles pie
Lack of government support in guaranteed purchase of green and 3.78 110
healthy brand products

oo il &lse
Obstacles to green marketing
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Total /_Js 3.58 117 4
Jsame ik anwgi g Clplo lajsome 331 () oazmy (S5
Complex administrative bureaucracy in obtaining export licenses 4.38 1.06 1
and developing the product market
ety 2bylil 9 @lydlo (glys jemme <l > MU 339 110 4

Problems obtaining permits for export and international marketing
Slxe g S L a5 slmodles 399 pas g (9o 250
Government sanctions and the lack of import of quality and 3.49 114 3
authorized production inputs
el (bl ) ERSg @ (SyeS 5 S 5 laon paseie cules 350
Lack of specific insurance, tax, and customs support for producers 3.74 1.08 2
in international marketing

Shle gl Joame 1dgs (gl Mg 5 Ak 395

S —ule> glge
Legal-supportive obstacles

Lack of subsidies and facilities for producing healthy and 2.90 115 5
exportable products
Total / Js 3.57 0.65 3)
ko 5 o Y gasme 155 el ol )l oDl g il 39508
Lack of expert knowledge and information for producing green 241 0.74 7

and exportable products
cHedlops @slos g il o pae y3 (aastie Sl (g9 3508
Lack of human resources specialized in market management and 2.88 1.00 6
international trade
bl o 0By Coje b Y sz glgl calis (5 caslio glojglie lodd dgmaS

el 311 0.83 5
Lack of appropriate consulting services in identifying types of

products with competitive advantages in international marketing
Y guame lallogs bl 53 &l SIS clacs oo jojgel laas
Lack of entrepreneurial skills training in international product 343 119 3
marketing
Y gz Syl 0 3)50 )3 (g~ (sl Sloasly 292 pis
Lack of educational and promotional programs on how to export 3.42 133 4
products
Hellom @bl aiej 53 (ollin sbrolRisles )3 9l wile Sge gl 395
SIS Y g
Lack of effective advertising, such as attending international
exhibitions in the field of international marketing of greenhouse
products
3kl Jyamo (b3l g Mai ) ol SIS las 5 i3 &)les d9se8
Lack of technical and practical skills of greenhouse owners in 4.06 111 2
producing and marketing standard products

oy bl = (Bj50] lge

Educational-Information Barriers

4.15 111 1

Total /_Js 3.35 0.58 6

3,)lbil Jgame Slydlo 5 udg slaasslos] gla ol JuSis pas

Lack of formation of cooperatives and unions for the production 243 0.92 5
and export of standard products

ik 93 s S dlanly o JV> SKiny CoeSls

. L . 31 1.00 1
The dominance of brokerage and mediation culture in the market

W5 Gxglgh 5 B hygp 5 (LIS hjgel 5 Simyd jtuw 295
Lack of a cultural and educational environment for 293 0.93 3
entrepreneurship and fostering creativity and innovation in
production

TR R R o S A e R RS PORICRPE

Ok 3 s 3.06 0.57 2
Inability to contact and communicate with potential customers

abroad due to various reasons, including language difficulties

NENC RN
Socio-cultural barriers
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. . . 2.88 1.03 4
People's lack of trust in online shopping

Total / s 2.88 0.61 7

3Ly i 0 ol =Y dawgie =Y (o8 =Y o8 ) 1o S wlide
Likert scale: 1- very low, 2- low, 3- moderate, 4- high, 5- very high

Hollom 6l 31,5 ol )15 (scudgacme ((adlie (gb e o il 9 (ole (gl )l -0 Jguo
Table 5- Factor loadings and path coefficients of the international entrepreneurial marketing constraints components

Wailga slod ST gl peiio Gelel e G,
Components Symbols Observed variables Factor Path T-value
P y loading coefficient

Sk 9 Bl Gk Gy edgr iy g 4d 395
l1B1 Lack of smart networks and infrastructure for internet 0.803 37.048
and global marketing

2 Y game Syl jl Coles (gl cuslio (o3l sase )l D9
11B2 SesS sy lasly 0.702 20.819
Lack of appropriate institutional frameworks to support
the export of products in small production units 0.819
395 Gl (g pyoms k) el g e slaosles 4y ol (s yuos pas
Sk dylubinl b Jaaes
Lack of easy access to authorized and healthy inputs

(seeds, pesticides, ...) for producing products with
global standards

11B3 0.756 24.827

g (B Loy glge
Infrastructural-institutional barriers

11B5 S8 g Joo s 3 nd 0.782 33.268
Weakness in the transportation system

ESB1 Lack of sufficient capital to equip the business unit to 0.844 52.870
the standard

o4 Al (o> Mg 5 ply iy 10 Cdgd Cunlio Colos g4
St glaely YL
Lack of proper government support in paying loans and 0.715 2.205

government facilities, such as high interest rates on 0.848
bank loans

ESB3

Mg Y gaste Caand 3bj lugi g S pas
Instability and high volatility of product prices

ESB4 0.710 0.103

ESB5 Oy Suasd 5 o3 0dos g0 & Jpae i 0.697 17.428
Product distribution in wholesale and low prices

Economic and financial obstacles

ESB6 S5 Jo> sl 0293 0.688 17.197
High transportation tariffs

c;J9> Lg)')l Lglmwl.,,m Y wl.bclj
Inappropriate government currency policies
EigliS i 53 S le e gl Sl g cutal 3929 pas
PPB4 Lack of security and stability for investment in the 0.681 16.566
agricultural sector 0.607
$5s5LS glaony pllss cins
Weakness of the agricultural insurance system
llallies 5 gladlato Jljl 53 )5S Cusls BT 5 S pus
PPB6 Lack of knowledge and awareness of the country's 0.793 29.739
policy in the regional and international market

PPB3 0.711 21.841

PPB5 0.814 32.156

Sty 5 6yl sl glge
Obstacles to policymaking and
planning

—% - 5ylkinl Jgame @l pslo g Wg5 sladdlosl gla Sgles JuSuis pac
+ 7258 scBl Lack of formation of cooperatives and unions for the 0.750 0.672 21.446
—3 ‘;33 3 =R production and export of standard products

) o o

|

SCB2 il s g Selauls o JYs Kiny coaSls 0.745 18.650
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SCB3

SCB5

The dominance of brokerage and mediation culture in
the market
2 Sslg 9 B (hygn g (LIS bjgal g Simyd yiw 395
Mg
Lack of a cultural and educational environment for

entrepreneurship and fostering creativity and
innovation in production

@y Fo 3 S 4 p3 e dlaisl pas
People's lack of trust in online shopping

0.766

0.755

19.740

25.645

oy b1 = (Bj50] il

Educational-Information Barriers

EIB2

EIB3

EIB4

EIB5

el @)l 9,5k Co e 3 paaste Sl (95 39008
Lack of human resources specialized in market
management and international trade

o b @Y g glyl calis o culio gloyglie Gloss 4008
ol bl ) (2B,

Lack of appropriate consulting services in identifying
types of products with competitive advantages in
international marketing
Y guazmo Mol (obl3L > Sl 318 slaclen bjgal (s
Lack of entrepreneurial skills training in international
product marketing
Slpalo 0570 3y90 1> (g —(hjsel slbasly 392y pas
Lack of educational and promotional programs on how
to export products

0.851

0.670

0.717

0.718

0.753

51.522

14.407

22.548

23.712

Sl — ke ailse

Legal-supportive obstacles

SLB2

SLB3

SLB4

SLB5

ol byl 5 wlple (gl jeome cdly)d oM
Problems obtaining permits for export and international
marketing
Jlre 9 CutsS L g5 (soodled 399 pas 5 (J9d w20
Government sanctions and the lack of import of quality
and authorized production inputs
2 OB e 4 (eSS g slaen asuie coles 340
Hellipe b lL
Lack of specific insurance, tax, and customs support for
producers in international marketing
Shbo g plls Jgame ag gl ©Moged 9 &k 255
Lack of subsidies and facilities for producing healthy
and exportable products

0.773

0.797

0.685

0.584

0.673

30.620

31.331

17.125

11.443

s 25k glge

Obstacles to green marketing

EMB3

EMB4

EMB5

EMB6

o 3 ol SIS Jgaa )8 5 i 51 olisebo] i
Helle
Lack of market confidence and international sales of
healthy greenhouse products
Sz g oolaidl 5125 )58 Sl ik lanag
Global market threats: inflation, economic sanctions,
and war
olloe gaw 3 31 g Jgame (6ol klyd dgs
Lack of conditions for competitiveness of domestically
produced products at the international level
Wl g o Ly O guasre (roudl b 3 50 Cgd Coles pus
Lack of government support in guaranteed purchase of
green and healthy brand products

0.770

0.829

0.765

0.804

0.766

27.235

40.147

24.865

36.010
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Iy Jte o5l (olgy 48 del Cowds +/0 51 5YL AVE Slsée g} ;|

Lk slacuagaas g gilgs s paSelal Jus G5l s
WETNPRtFE

Syl polos gl ol slajly olie b Jga> 4 a2g5 L
bl slacudrgime 5 xilge ddlie can ja (gly sl Ol
5 (Hair et al., 2017) +/& aliwl > 51 YL Mol ko,
olos S ol )] Sly el oyl 990 YIOA 51 5YL 55t ool yolie
Jiel g il 5l e sl sl Liocuw (sly s Gl ola S0l
5)3y55 5 p3Y

odlitul Zlig)S Sl o ps il Sy bl o jglaieds
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Table 6- Model fit evaluation indices

Path coefficient T-value (a)
<l SRR &Y 0.819 37.992 0670 0.846 0.850 0.759
Infrastructural-institutional barriers
f;“’dfm' ?"‘ 0.848 55.119 0719 0.852 0.537 0.783
Economic and financial obstacles
. . I./W .
Lsx.;«bﬁ._s SIFe L @Slgo _ 0.607 14263 0367 0838 0565 0.746
Obstacles to policymaking and planning
e. a . I .
SRS TE oz ‘“'_9" 0.762 20336 0452 0841 0.569 0.749
Socio-cultural barriers
Lol = Sipel &y 0.753 32401 0566 0829 0550 0.782
Educational-Information Barriers
sl les il
¥ U“"_L"é”" 0.820 40.794 0673 0805 0511 0.673
Legal-supportive obstacles
s )il Slge 0.766 25133 0587 0871 0.627 0.802

Obstacles to green marketing

o> A liebs] o 40 5wl 55,5 VIOA Hlade I el 5,8
Sk 4 33,5 o aoli o sunlie (cla Siuven g cunl o ixe
4 o yasede A8 lojls 5 Jelss 45 cotls o ol e
5 ledlim aly BT SbyliL lacusgise o gl olse

i 13,95 5 2V (2 gmmen

Gl A8 lyih slacnagans 9 gilge oo yauds
Sansls lale Jalas 3 Alallcys
aly,BLE obylb clcgdgue phe IO JSs wlal p
O3y (INFA yono oo L) Jo 5 olaidl Blge ¢ Mol
& dele slal ool p o g coolaidl lge 5wl Lills
oS ol d)lulinl oo sl S alopw Gl 53
J90 OMgunss g plg €3 ldy 45 cgd cunlio Colos 394 g (+/AYFY)

Fos8 pele jl e Soilul Jae 3 1515 (lg)y Ghomiw
by Sola i dumlia b L gle oyl 05 odlizal S,V
O dmojle o (Stumed oy b (AVE) ol el
el plosie Jelgs ol 5l (g boline j5boas (o) Jolo y 4548 (o
e (03l sy 9 o le cnl Jabsigas s aalsl )3 bl el
LSy 2oy 5 Jte ¥ g b olbas il ok ploxil 5,51l
el J1y55 5 (25>

b)) spSoNl ise Suily wb g obil 5 om

Pl 2bj)l jshaied canl oad plsl (g)ldbs (ise (Sl
2oy K slbd maw > t-value o)lol I o psie oy abasly o3
Gilo gols (bl 2 28,5 )13 b5l 3)90 pgd 45 se Jale 4l
pod 4iye lole Jao )3 (o)Ll L I jous clps 4S5 S
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oLl Blge (St =32 (+1V10) (Sb slaply VL oy wiile
L) Sl —sule> &lse < Jlo 5 (olaidl glgo Iy 392 Jlo
909 pae 9 (93 oS Jolo 93 b iy (Y s s

(55 )¥-d558 slara) 1,519 sty iominn (gm0 =Y Jgut>
Table 7- Discriminant validity measurement matrix (Fornell-Larker criterion)

&y

&l . _ &lye &l .
ol Lot dlse (oLl wilge R W - - Rle> &lge
— o 300] -d IFScwwlw - sloisl
. T o oy TS TS e
> Wit Obstacles to Economic  |nfrastructur Sr2tens = Legal-
Educational- green and financial al- Obstacles to Socio- supportive
information marketing obstacles o policymaking cultural obstacles
barri institutional . .
arriers barriers and planning barriers
Syl — sl o
Educational-Information 0.742
Barriers
o 2Ll Slge
Obstacles to green 0.524 0.792
marketing
Sl s olaidl glge
Economic and financial 0.547 0.596 0.733
obstacles
g Bloj &lge
Infrastructural- 0.443 0.588 0.682 0.762
institutional barriers
9 S)lFCwlew g
Siyteby
Obstacles to 0.279 0.387 0.438 0.576 0.752
policymaking and
planning
gl e 0.604 0.387 0.434 0.402 0.275 0.754
Socio-cultural barriers
98 —ule> s
Legal-supportive 0.619 0.511 0.672 0.604 0.387 0.551 0.715

obstacles

) el 6l BT obylik Glacosgioe o sicaenleS
Dy Ql)-@ OlL..:l L;lddl;’df uluy O‘)b)f"){’f

gy g (6 5 4ol
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2 by oladl glge 5 g Gl 5 Jlo g ooladl
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Sl Sadgr bcdluyj g aud 398 L (/M jre Gy
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g b (VP prae oo ) o LI Slse o +/VAY)
Coles pas 5 (AYR) S 5 oolaill 2 25 )58 Sl ik
d905" Jolo 93 b (IVOY s i L) (Sl eMob el
(+/AY) Molli )l g )15k oo > pasie (Sl
Chplo 050 3)90 53 (Prgy —(hjgel laacly 3929 pis g
CBM ooy 9 bl Shisel 5 Simd st 295 Jele 9o L
P Y )3 S & pdje dlaisl pae g ((IVEF) Mg 13 6yl g
(+/84V yoo G po L) il 5 )l 35 Canlw &lgo g (+/V0O)
J BT g calis pus g (+JAVF) (55yltS” (Slaon pllas cinis L
b cnimaee 5 (-VAY) Jallopn g ladhaio 5k ) 5588 cuslow
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Aghasafari et al., 2024, Seifollahi onar Samadzad, 2025)
Sudarevic et al., 2017; Yeganeh & Saeid, et al., 2021;
S lgsay (Jbo coles .l (Zhao & Gao, 2025; 2011
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