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International entrepreneurial marketing has emerged as a novel strategy in global and 

national trade. Considering the global challenges associated with traditional 

agricultural production, foresight in sustainable agricultural development through 

greenhouse cultivation and the international entrepreneurial marketing of these 

products is of critical importance. The main objective of this study is to identify and 

explain the components of international entrepreneurial marketing in greenhouse. 

This study was applied in terms of its objective and descriptive survey in nature. The 

This research is a quantitative survey that is applied in terms of its purpose and nature. 

The statistical population consists of vegetable and summer crop greenhouse 

operators in Tehran Province. A stratified random sampling method with proportional 

allocation was employed, covering four counties: Pakdasht, Pishva, Varamin, and 

Shahr-e Ray. From a total of 1934 greenhouse units, a sample size of 322 was 

determined based on Krejcie and Morgan's table. Data were analyzed using Partial 

Least Squares Structural Equation Modeling with SmartPLS 3 software. According 

findings entrepreneurial capability exerted the strongest impact on growers' tendency 

(β=0.364, t=8.065). Furthermore, the model's results revealed that approximately 44% 

of the variance (R2=0.44) in the latent variable of international entrepreneurial 

marketing tendency is explained by the direct effects of these three capabilities. 

Results highlight the necessity of a paradigm shift from a production-oriented 

approach to an "international marketing-oriented" strategy for greenhouse products. 

To overcome environmental challenges, the three aforementioned capabilities alone 

are insufficient. These capabilities must be integrated within the framework of a new 

meta-capability, namely strategic adaptability in international marketing. This would 

enable producers to rapidly sense market demands and align their operations with the 

socio-cultural requirements of global markets. 
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Introduction 

Competition in international trade has become increasingly complex and challenging across all 
economic sectors. This competition exists across all sectors including industry, service, and 
agriculture. However, the agricultural industry in developing countries plays a more significant role 
compared to the industrial and service sectors (Shafipour Motlagh et al., 2022). Unfortunately, 
evidence indicates that global agricultural production is declining and failing to meet growing food 
demand. One of the main reasons for this decline is the neglect of product marketing, which weakens 
farmers' motivation to continue their activities (Anabestani & Tolabi Nejad, 2019). Under such 
circumstances, cross-border activities, particularly exports, are considered a vital tool for firms. These 
activities provide opportunities such as value creation, fostering growth, and access to new knowledge 
and technologies in international markets (Yeoh, 2004). Internationalization enables small and 
medium-sized enterprises to strengthen the capabilities necessary for competing and succeeding in 
global arenas. This issue is very important for greenhouse owners, who possess fewer resources and 
less experience for competing in global markets (Sanoubar et al., 2018). International 
entrepreneurship is defined as the process of discovery, enactment, evaluation, and exploitation of 
opportunities at the international level to create future goods and services (Rahmani et al., 2020). 
Hence, to achieve a worthy standing in global competition, the development of entrepreneurship must 
be incorporated as a key axis in the macro-policy-making of the agricultural sector (Rasekhi et al., 
2018). 

On the other hand, given the multiplicity of global markets, selecting the appropriate target market 
or markets and directing product marketing activities towards them is one of the primary concerns of 
producers active in the international arena (Foruzandeh et al., 2020). Agricultural product marketing, 
as a key method, is a factor that accelerates the development and progress of farmers and increases 
their income (Anabestani & Tolabi Nejad, 2019). Moreover, entrepreneurial activity, as a central 
concept in strategy formulation, is essential for improving performance and achieving success (Rezaei 
et al., 2017). 

Among various agricultural activities, greenhouse cultivation is widely used to provide a 
controlled environment that enables optimal production and significantly enhances product quality 
(Kouchaky et al., 2025). The total area of greenhouse units in the country amounts to 17,134 hectares. 
Of this amount, 12,777.7 hectares are dedicated to greenhouse vegetables and summer crops, 3,273.7 
hectares to flowers and ornamental plants, 151.9 hectares to medicinal plants, and 526.9 hectares to 
greenhouse strawberries. The expansion of greenhouse cultivation is significant not only for 
increasing production but also for preserving small-scale agricultural land use. Tehran Province, as 
one of the provinces with the highest density of greenhouses, has had an increasing share in this 
sector. In 2020, Tehran Province accounted for approximately 21 percent of the total greenhouse area 
in the country, ranking first among all provinces (Statistical Center of Iran, 2021). Considering this 
position, the importance of marketing greenhouse products in Tehran Province plays a significant 
role in sustainable economic development. This development is realized through the growth of the 
employment chain, sustainable economy, market development, and the export of the country's 
agricultural products. 

 

Theoretical Framework 

Entrepreneurial marketing lies at the intersection of marketing and entrepreneurship. This concept 
has drawn the attention of researchers since the 1980s (Lorestani et al., 2020). Its objective is the 
proactive utilization of opportunities through innovative perspectives. Entrepreneurial marketing is 
considered an effective substitute for the flourishing of conventional marketing activities. 
Organizations with an entrepreneurial marketing orientation possess a better capacity to respond to 
the changing environment compared to competitors lacking this orientation. They also exhibit higher 
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competitive capability, resource leveraging, and distinctive opportunity-seeking behavior (Rezvani 
et al., 2011). Entrepreneurial marketing is defined as the proactive identification and exploitation of 
opportunities for acquiring and retaining profitable customers through innovative approaches to risk 
management, resource leveraging, and value creation (Jones et al., 2023). This concept is founded on 
seven fundamental dimensions, including opportunity focus, innovativeness, and value creation. By 
relying on creative tactics and risk management, firms can overcome their resource limitations 
(Sadiku-Dushi et al., 2019). 

The operational dimensions or behavioral indicators of the international entrepreneurial marketing 
concept have been examined separately in various studies. These indicators synergistically provide a 
comprehensive picture of the extent of economic actors' engagement in entrepreneurial marketing 
activities in the international arena. Some existing theories, such as International Learning and 
Adaptation Theory (ILAT) and Dynamic Capabilities Theory (DCT), are also closely related to 
International Entrepreneurial Behavior (IEC). The ILAT is one of the powerful theoretical 
frameworks for explaining the success of firms in complex international business environments, 
particularly from an entrepreneurial perspective. This theory focuses on the idea of how firms acquire 
knowledge from external environments, absorb it, and then adapt themselves for better performance 
within these environments. A firm's ability to succeed in these environments is heavily dependent on 
its capacity for learning and adaptability (Zollo & Singh, 2004). According to DCT, dynamic 
capabilities equip international entrepreneurs with the tools to not only enter global markets but also 
sustain growth in competitive environments. The sensing capability assists the international 
entrepreneur in identifying new opportunities and emerging threats in global markets. The seizing 
capability allows him to exploit these opportunities swiftly and effectively in unfamiliar 
environments. The transforming capability is also essential for aligning the business with changing 
international conditions (Teece et al., 1997; Teece, 2007). 

Based on the review of the theoretical literature, the existing theoretical model posits that the 
tendency towards international entrepreneurial marketing behavior, as a multidimensional construct, 
manifests through a set of marketing strategies and capabilities at the firm level. Within this 
framework, product branding and standardization, product export, and electronic marketing are 
recognized as the primary and complementary dimensions of this tendency. These dimensions play a 
significant role in facilitating the internationalization process and creating competitive advantage. 

a) Product Branding and Standardization: This dimension reflects innovation, differentiation, and 
the product's acceptability in global markets. International branding creates unique challenges and 
opportunities compared to domestic markets. The main goal is to establish a strong and consistent 
brand identity across borders while paying attention to cultural and market differences (Keller, 2009). 

b) Product Export: This dimension is a direct indicator of entry into foreign markets. Hill (2017) 
examines exports and argues that exporting is often the first step for many firms on the path to 
internationalization. 

c) Electronic Marketing: This dimension represents the utilization of modern tools for global reach 
and engagement with international customers. Electronic marketing enables firms to reach 
international customers through modern tools such as social networks (Yang, 2018), allowing 
entrepreneurs to gain a competitive advantage by delivering superior value and creating new market 
needs. In this regard, leveraging information technology, especially social networks, provides a 
platform for entrepreneurs to create a tangible competitive advantage through delivering superior 
value to customers in processes such as creating new needs and rendering old products obsolete. 

In the meantime, the greenhouse product value chain, as a key enabling factor, can significantly 
contribute to strengthening entrepreneurship. Integrating value-creating activities within this chain, 
especially in a knowledge-based economy, not only facilitates the supply process but also leads to 
price competitiveness in global markets (Agwu, 2018; Ansari Ranani & Ghasemi Namaghi, 2009). 
Ultimately, at the international level, the concept of international entrepreneurial marketing as a 
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strategic model is based on three fundamental components: (1) the entrepreneurial capability of the 
system to identify cross-border opportunities, (2) the marketing capability to create competitive value, 
and (3) international skills for navigating complex global environments (Weerawardena, 2003). The 
combination of these three pillars provides the necessary foundation for moving beyond domestic 
markets. 

 

Literature Review 

International marketing and international entrepreneurship have largely been addressed separately 
in the literature. Few studies have paid attention to both components in an integrated manner. In the 
research by Zahra et al. (2024) and Clark et al. (2026), the concern has been raised that international 
business research on new and young ventures overlooks important entrepreneurial characteristics. 
According to these authors, the essence of entrepreneurship is often marginalized. Two key aspects 
require attention: the entrepreneurial behavior of the firm and its level of commitment to foreign 
markets. In line with these foundations, Gil-Pechuan et al. (2013) state that success in foreign markets 
depends not solely on internal strengths but requires creativity, ingenuity, and calculated risk-taking. 
Accordingly, innovativeness (the ability to create and introduce new products), along with risk-taking 
and proactive behaviors, constitute the core framework of international entrepreneurship. Zhang et 
al. (2017) examined the impact of entrepreneurial capability on the export performance of SMEs in 
China and South Korea. They found that government support, regulations, and transparency 
significantly affect firms' export performance. Agwu & Onwuegbuzie (2018) investigated the effects 
of international marketing environments on entrepreneurship development. The results showed that 
political systems and government regulations governing trade exchanges have a direct relationship 
with the success of entrepreneurs in international arenas. Based on this, they proposed a government-
supportive framework as a necessary platform for entrepreneurs to achieve success in international 
markets. Vadana et al. (2020) examined the digitalization of firms in international entrepreneurship 
and marketing. The results showed that the digitalization of the value chain and the increased use of 
web and mobile software infrastructures by firms can lead to a higher share of foreign sales with their 
relatively limited assets. Berndt et al. (2023) emphasize transnational market management, such that 
the professional collection and processing of target market information is the foundation for adopting 
market orientation capability to achieve operational objectives. 

Domestic researchers have also examined the entrepreneurial approach in international marketing 
(Shafipour Motlagh et al., 2022; Rahmani et al., 2020). According to the studies by Rastegar & 
Shabani (2016) and Foruzandeh et al. (2020), in explaining the international entrepreneurial 
marketing model and the mediating role of entrepreneurship on performance, the four factors of 
communication capability, environmental capability, innovation orientation capability, and market 
orientation capability are the variables present in the international entrepreneurial marketing model; 
and export entrepreneurship has a positive dependence on internal factors such as management's 
export commitment and resources related to experience and structure, and on environmental 
contingency factors such as the intensity of competition and the difference between firms' export 
markets, which positively affect export performance. Shafipour Motlagh et al. (2022) identified 
political factors at both domestic and international levels as the most important determinant for 
developing Iran's agriculture with an entrepreneurial approach. Individual characteristics of farmers 
rank second in importance. Alipour Moghadam et al. (2025) demonstrated that to strengthen market 
knowledge competence in the field of agricultural product exports, emphasis must be placed on the 
necessity of investing in the development of international marketing networks, the establishment of 
market data analysis systems, and the cultivation of human capital. 
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Conceptual Framework  

A review of the theoretical foundations and research background shows that several studies have 
focused on the role of innovation, opportunity identification, flexibility, and market orientation in 
improving the performance of small and agricultural businesses. Nevertheless, the results of these 
studies indicate that these factors have often been examined in a fragmented manner without being 
placed within a coherent conceptual framework. In this context, entrepreneurial marketing and its 
extension to the international arena play a vital role. The relatively nascent concept of international 
entrepreneurial marketing is essential for ensuring export success of agricultural product producers, 
particularly in the greenhouse sector. This necessitates a gradual liberation from heavy dependence 
on the domestic market and traditional intermediary networks. In this way, direct and sustainable 
access to regional and global markets becomes feasible. Consequently, the transition from a 
production-oriented paradigm to an international marketing orientation is a fundamental necessity for 
sustainable development and competitiveness in the greenhouse industry. Given the serious gap in 
research concerning greenhouse production, this study has examined international entrepreneurial 
marketing in the production of greenhouse products. Therefore, the fundamental research gap is the 
absence of a comprehensive international entrepreneurial marketing model for greenhouse products. 

The present study seeks to identify the most important components of international entrepreneurial 
marketing in the production of greenhouse products in Tehran Province and to find answers to the 
following questions: 

1. What is the level of tendency towards international entrepreneurial marketing among 
greenhouse owners? 

2. What is the effect of each international marketing component on the operators' tendency towards 
international entrepreneurial marketing? 

3. What strategies can be proposed for developing the international entrepreneurial marketing 
environment? 

 

 
Figure 1. Conceptual research model 
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Materials and Methods 

This applied study employed a descriptive-correlational approach and covariance matrix analysis. 
The statistical population consisted of 1,934 active greenhouse vegetable units in the counties of 
Pakdasht, Pishva, Varamin, and Shahr-e Rey. Using stratified random sampling with proportional 
allocation and following Krejcie and Morgan's (1970) sample size determination table, 322 
greenhouse owners were selected. The data collection instrument was a researcher-made 
questionnaire, whose validity and reliability were confirmed. Data analysis was performed using 
SPSSv.26 and SmartPLSv.3 softwares. Structural equation modeling based on partial least squares was 
employed. This variance-based approach emphasizes prediction in complex models with causal 
structures and is widely used in the social sciences (Sarstedt et al., 2022; Magno et al., 2024). 

The evaluation of the measurement model was conducted by assessing convergent validity, 
discriminant validity (Fornell-Larcker matrix), and composite reliability. Composite reliability is 
used to examine the internal consistency among manifest variables. Values between 0.6 and 0.7 for 
composite reliability are acceptable. The Average Variance Extracted (AVE) index exceeds 0.5, 
confirming discriminant validity. The evaluation of discriminant validity was performed using the 
Fornell-Larcker matrix in SmartPLS software. The Fornell-Larcker matrix requires that the square 
root of the AVE for each latent construct (on the diagonal) exceeds its correlations with other 
constructs (off-diagonal). If the square root of the AVE value for latent variables (on the main 
diagonal of the matrix) is greater than their correlation values with other constructs (in the cells 
below), the measurement instrument possesses adequate discriminant validity (Fornell & Larcker, 
1981). After confirming the measurement model, the evaluation of the structural model was 
conducted using the coefficient of determination (R²), the Blindfolding index (Q²), the collinearity 
index, and the examination of relationships between variables and their significance. 

The R² criterion indicates the effect of the exogenous variable on the endogenous variable. The 
benchmark values for weak, moderate, and strong R² are 0.19, 0.33, and 0.67, respectively. The Q² 
index determines the predictive power of the model for the endogenous variables. If the relationships 
between the constructs in the model are correctly defined, the constructs will influence each other, 
and the hypotheses will be properly confirmed. Positive Q² values indicate good model fit and 
appropriate predictive power (Henseler et al., 2009; Hulland, 1999). The collinearity index is 
calculated based on the VIF. VIF values lower than 5 indicate the absence of collinearity among the 
variables and that the variables possess the necessary precision. Significance was also assessed using 
the t-statistic. Values greater than 2.58 were considered significant at the 0.01 error level. Both the 
measurement and structural models demonstrated good fit. Additionally, the conceptual model of the 
research possessed appropriate predictive power (Sarstedt et al., 2022). 

The main variables of the international entrepreneurial marketing model, broken down by the 
dimensions and items of each section, are presented in Table 1. In general, this research includes two 
groups of variables: observed variables (including the dimensions of international entrepreneurial 
marketing and the tendency towards international entrepreneurial marketing) and latent variables. All 
variables were measured using a Likert scale. 

 

Results and discussion 

Structural and Production Characteristics of the Greenhouse 

The mean total area of the studied greenhouses was 6,757.19 square meters. The average 
production of greenhouse crops was 115.107 tons. In terms of infrastructural and production 
characteristics, the highest frequency belonged to 156 greenhouses (48.4%) with an age of 6 to 10 
years. The mean age of the greenhouses was 8.6 years. The minimum age was one year and the 
maximum age was 25 years. The majority of greenhouses (92.5%) were modern. 2.2% of greenhouses 
were traditional, and 16 greenhouses (5%) had a combination of traditional and modern structures.  
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Table 1. Latent and observed variables of the marketing model 

Observed  variables Researchers/year Number 

of items Latent variable Dimensions 

Idea generation, creativity, innovation, 

problem-solving ability, commitment and 

responsibility, entrepreneurial motivations and 

attitude, entrepreneurial knowledge and 

awareness, entrepreneurial culture, being a 

pioneer before competitors (initiative and 

proactive) 

Khakzadian & Rezaei (2021); 

Foruzandeh et al. (2020); 

Rahmani et al. (2020); Ji  et 

al. (2019); Yang (2018); 

Maatoufi (2018); Rahimnia & 

Hassani Rad (2016). 

10 Entrepreneurial 

ability 

Dimensions of 

International 

Entrepreneurial 

Marketing 

Customer orientation, creating value for the 

customer, leveraging resources, opportunism 

Khakzadian & Rezaei (2021); 

Zarei & Hemmati (2021); 

Foruzandeh et al. (2020); 

Sadiku-Dushi et al. (2019);  

Schwens et al. (2018); Yang 
(2018); Rahimnia & Hassani 

Rad (2016); Maatoufi (2018); 

Walker (2011). 

4 Market-oriented 

ability 

Networking and communications, identifying 

and monitoring regional and international 

markets, trying to learn international 

marketing, international experiences, paying 

attention to global market policies, paying 

attention to government policies and the 

country's legal structure. 

Khakzadian & Rezaei (2021); 

Foruzandeh et al. (2020); 

Maatoufi, (2018); Rahimnia 

& Hassani Rad (2016); Zhang 

(2017); Navarro-García et al. 

(2015). 

6 International 

skills capability 

Research and development for new markets; 

tendency to invest in regional countries; 

tendency to change the method of production 

management, planning and sales; tendency to 

accept new ideas and new marketing methods; 

tendency to modify the production system 

towards new markets and new customers; 

tendency to enter the domestic and 

international stock market; tendency to 

participate in local and international electronic 

exhibitions; tendency to web-based electronic 

marketing and sales; tendency to internet 

advertising and social networks for sales; 

tendency to set up computer and online 

systems for selling products. 

Shafipour Motlagh et al. 

(2022); Khakzadian & Rezaei 

(2021); Foruzandeh et al. 

(2020); Shirkhodaei et al. 

(2012). 

10 
Modern and 

electronic 

marketing 

Orientation 

towards 

international 

entrepreneurial 

marketing 

Tendency to cultivate specific export products 

or products with competitive advantage; 

Tendency to invest in advertising to sell export 

products; Tendency to sell wholesale and 

directly to product exporters (indirect exports); 

Tendency to sell products directly and without 

intermediaries in the global market (direct 

exports); Tendency to sell products to 

geographically neighboring countries. 

Shafipour Motlagh et al. 

(2022); Khakzadian & Rezaei 

(2021); Foruzandeh et al. 

(2020); Shirkhodaei et al. 

(2012). 

5 Product export 

Tendency to obtain healthy product standards; 

Tendency to purchase healthy and authorized 

inputs; Tendency to ensure consumer health 

and satisfaction; Tendency to comply with the 

permitted limits for the use of toxins and 

inputs; Tendency to produce healthy and 

quality products. 

Shafipour Motlagh et al. 

(2022); Khakzadian & Rezaei 

(2021); Foruzandeh et al. 

(2020); Shirkhodaei et al. 

(2012) 

5 
Product 

branding and 

standardization 

 
Regarding ownership, 233 greenhouses (69.3%) were privately owned, 3.9% were rented, and 

0.6% were joint ownership. Additionally, 8.16% of greenhouse owners used a combination of private, 
rental, and joint ownership arrangements. Most greenhouses (92.9%) used drip irrigation system, 5% 
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used traditional irrigation, and 1.8% used a combination of several irrigation methods. Due to limited 
water resources, about 79.8% of greenhouses used multiple water sources including wells and ponds. 
In terms of crop type, the highest frequency belonged to tomato cultivation (144 greenhouses out of 
322 greenhouses), followed by cucumber (33.2%), bell pepper (19.3%), and eggplant (2.2%). 

 

Components of International Entrepreneurial Marketing 

The research conducted to determine the priority of the components of international 
entrepreneurial marketing in the greenhouse production system indicates that the importance of these 
components is, in order: entrepreneurial capability (ranked first), market orientation capability 
(ranked second), and international skills capability (ranked last). 

In the entrepreneurial capability section, which was placed in the first rank of importance from the 
perspective of the operators, problem-solving ability was recognized as the most important factor. In 
contrast, risk-taking ranks as the least important. This prioritization signifies that in the turbulent and 
high-risk environment of greenhouse cultivation and the presence of intermediaries, the internal 
readiness of the firm to cope with uncertainties and disruptions in the supply and distribution system 
is of more critical value than accepting merely new risks. These findings are consistent with those of 
Ponomarov & Holcomb (2009). 

Customer orientation ranks as the highest priority within market orientation capability. This 
finding reflects the view of Walker (2011), who considers customer orientation the main pillar of 
marketing. Moreover, the necessity of a value-creation approach for profitable customers in this 
section emphasizes the use of innovative approaches. This is in line with the study by Jones et al. 
(2023). In contrast, the resource leveraging ranks last in this section, reflecting difficulties in 
accessing financial resources and facilities. 

In the international skills capability, international experiences (including presence in exhibitions 
or contact with exporters) was considered more important than mere networking and communication. 
This finding is aligned with the study by Abubakari et al. (2022), which emphasizes the importance 
of acquiring operational foreign market knowledge and previous experiences for facilitating the speed 
of internationalization. 

 

Table 2. The most important and least important sub-components of international entrepreneurial marketing 

Main component 
The most important 

subcomponent 
Mean 

The least important 

subcomponent 
Mean 

Ran

k 
Entrepreneurial ability Problem-solving ability 2.58 Risk-taking 2.50 1 

Market-oriented 

ability 
Customer orientation 2.44 

Leveraging resources (access to 

financial resources and facilities) 
1.94 2 

International skills 

capability 

International experiences 

(exhibitions, visits, 

exporter contacts) 
2.15 

Networking and communications 

(membership in domestic and 

international social networks) 
1.57 3 

   Source: Research findings. 
  

Greenhouse Owners' Tendency Towards International Entrepreneurial Marketing 

The results of Table 3 show that the studied greenhouse owners have a relatively high to high 
tendency towards modern and electronic marketing at about 45 percent, towards product export at 
about 47 percent, and towards product branding and standardization at about 45 percent. Overall, the 
level of the studied greenhouse operators' tendency towards international entrepreneurial marketing 
stands at 49.1 percent. This is assessed at a relatively high to high level. 

 

Prioritization of international entrepreneurial marketing components 

The prioritization analysis of the items of international entrepreneurial marketing in the production 
system identifies three main axes. In modern marketing management, setting up online sales systems 
(mean 3.26) holds the highest priority. This item emphasizes the use of digital tools for direct sales. 
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In contrast, participation in local and international electronic exhibitions is the least important option. 
In the area of product export, the greatest focus is on selling products to neighboring countries (mean 
2.46). Following this, cultivating specific export crops or products with competitive advantage and 
direct export are placed in the subsequent priorities. In the branding and standardization section, 
observing the permissible limit for pesticide and input use (mean 2.52) has been placed as the highest 
priority as the most important factor for ensuring product health and meeting export requirements. In 
general, the operators' strategy is focused on three axes: online sales, regional targeting, and ensuring 
product health. The results of this research emphasize the simultaneous importance of internal 
entrepreneurial readiness, focus on customer needs, and adherence to product health standards as the 
main drivers of international entrepreneurial marketing in this sector. 

 
Table 3. Frequency distribution of greenhouse owners' tendency towards  international entrepreneurial marketing components 

Max Min Std 
Mea

n 

Low 
Relatively 

Low 

Relatively 

High High 
 

N % N % N % N % 

4.40 1.90 0.51 3.05 56 17.4 121 37.6 80 24.8 65 20.2 
Modern and electronic 

marketing 

4 1 0.93 2.28 65 20.2 106 32.9 95 29.5 56 17.4 Product export 

3.40 1 0.52 2.03 52 16.1 124 38.5 89 27.6 57 17.7 
Product branding and 

standardization 

3.73 1.50 0.48 2.45 57 17.7 107 33.2 90 28.0 68 21.1 Total 

Source: Research findings. 

 
Table 4. Prioritization of the observed variables of international entrepreneurial marketing 

Rank SD Mean Items Variable 
7 1.20 3.04 Research and development for new market 

Modern and 

electronic 

marketing 

6 1.08 3.07 Tendency to invest in regional countries 

2 1.01 3.22 Tendency to change in production management, planning and sales methods 

4 1.08 3.15 Tendency to accept new ideas and new marketing methods 

8 1.03 2.96 Tendency to modify the production system towards new markets and new customers 

5 0.90 3.11 Tendency to enter the domestic and international stock market 
10 1.14 2.64 Tendency to participate in local and international electronic exhibitions 

3 1.06 3.19 Tendency towards web-based e-marketing and sales 

9 1.05 2.87 Tendency towards online advertising and social networks for sales 

1 0.92 3.26 Tendency to set up computer and online product sales systems 

2 1.41 2.34 Tendency to cultivate specific export crops or products with competitive advantage 

Product export 

4 0.96 2.18 Tendency to invest in advertising to sell exported products 

5 1.10 2.18 Tendency towards wholesale and direct sales to product exporters (indirect exports) 

3 0.97 2.23 Tendency to sell products directly and without intermediaries in the global market 

(direct export) 

1 1.23 2.46 Tendency to sell products to geographically neighboring countries 

4 0.80 1.86 Tendency to obtain healthy product standards 
Product 

branding and 

standardization 

3 0.72 1.90 Tendency to purchase healthy and authorized inputs 

5 0.73 1.79 Tendency to ensure health and consumer satisfaction 

1 1.68 2.52 Tendency to comply with the permissible limits for the use of pesticides and inputs 

2 1.05 2.11 Tendency to produce healthy and quality products 

Source: Research findings. 

 
Evaluation of the measurement models 

The measurement models were evaluated using confirmatory factor analysis to assess validity and 
reliability. Reliability was assessed through factor loadings, t-values, composite reliability, and 
Cronbach's alpha, and validity was evaluated through convergent and discriminant validity indices. 

According to the research results (Table 5 and Figure 2), the factor loading values of the model 
variables are higher than 0.6. This indicates that the manifest variables are acceptable indicators of 
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their respective latent constructs. Additionally, t-values greater than 2.58 were obtained. That 
indicates the appropriate fit of the model, significance, and reliability of the variables. Cronbach's 
alpha and composite reliability (CR) values exceed 0.7 for all constructs. Therefore, the studied model 
possesses strong reliability. 

To assess convergent validity, the Average Variance Extracted (AVE) criterion was used. 
According to Table 5, the AVE value was obtained above 0.7. The optimal value of this index is equal 
to or greater than 0.5. Therefore, the model variables possess adequate convergent validity. To 
improve the AVE and model fit, some manifest variables were removed. 

To assess the discriminant validity of the model, the Fornell and Larcker matrix was used. 
According to Table 6 and based on the values on the diagonal of the matrix, it can be concluded that 
the model possesses good discriminant validity. 

 

 
Figure 2. Factor loadings and path coefficients of the international entrepreneurial marketing model 

 
After confirming the goodness of fit of the measurement model, the evaluation of the structural 

model is conducted. To evaluate the structural model and the endogenous latent variables, the criteria 
of the coefficient of determination (R²), the Q² index, the collinearity index (VIF), and the significance 
of path coefficients were used. 

The R² indicates the explanatory power of the model for the endogenous variables. This coefficient 
ranges between zero and one. Higher values indicate greater predictive power of the model. 
According to Table 7, the structural model of the research has one endogenous variable called the 
tendency towards international entrepreneurial marketing. The R² value for this variable was obtained 
as 0.446. This value indicates an acceptable model fit and its appropriate explanatory power. In other 
words, approximately 44 percent of the variance in greenhouse owners' tendency towards 
international entrepreneurial marketing is explained by the variables of entrepreneurial capability, 
market orientation capability, and international skills capability through direct paths. The Q² index 
for the endogenous variable of tendency towards international entrepreneurial marketing was 
obtained as 0.17. This positive value indicates adequate predictive power. Furthermore, the 
collinearity index, based on VIF values, showed that all values are less than 5. Consequently, there is 
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no collinearity problem in the model. All path coefficients have t-values greater than 2.58. Therefore, 
they are statistically significant. Based on this, the structural model of the research has an appropriate 
fit, and the interpretation of the results is possible. 

 
Table 5. Goodness of fit assessment statistics for the reflective part of the measurement model 

Cronbach's 

alpha 
AVE CR T Factor loading Symbol Concept 

0.844 0.565 0.885 8.065 

0.601 EC1 

Entrepreneurial ability 

0.802 EC2 

0.742 EC3 

0.788 EC7 

0.762 EC9 

0.796 EC10 

0.791 0.824 0.864 7.336 

0.744 MOC1 

Market-oriented ability 0.670 MOC2 

0.836 MOC3 

0.873 MOC4 

0.807 0.630 0.872 3.004 

0.819 ISC1 
International skills 

capability 

0.713 ISC2 
0.833 ISC3 
0.805 ISC4 

0.811 0.517 0.864 39.715 

0.821 ENM1 

Modern and electronic 

marketing 

0.742 ENM2 
0.748 ENM3 
0.698 ENM4 
0.661 ENM5 

   0.618 ENM6 

0.879 0.674 0.912 68.930 

0.792 PE1 

Product export 

0.843 PE2 
0.811 PE3 
0.842 PE4 
0.817 PE5 

0.790 0.704 0.877 19.716 

0.842 PBS1 
Product branding and 

standardization 
0.842 PBS2 
0.834 PBS3 

Source: Research findings. 

 
Table 6. Fornell-Larcker Research Model 

 Entrepreneurial 

ability 

Modern and 

electronic 

marketing 

International 

skills capability 

Market-

oriented 

ability 

Product 

branding and 

standardization 

Product 

export 

Entrepreneurial 

ability 
0.751      

Modern and 

electronic marketing 
0.422 0.719     

International skills 

capability 
0.276 0.316 0.794    

Market-oriented 

ability 
0.416 0.404 0.444 0.908   

Product branding 

and standardization 
0.441 0.367 0.386 0.681 0.839  

Product export 0.489 0.631 0.313 0.557 0.503 0.821 

Source: Research findings. 
 

Results of the model analysis 

The factors influencing the international entrepreneurial marketing of greenhouse owners are 
affected by the variables of entrepreneurial capability, market orientation capability, and international 
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skills capability, with the effect of each direct path being significant at the 1 percent error level and 
at a 99 percent confidence level with a t-value criterion higher than 2.54. According to the results 
(Figure 2 and Table 7), which show the direct effects and relationships between the variables, the 
validity of the hypothesis testing can be confirmed. Therefore, based on the results of the hypothesis 
tests, entrepreneurial capability, with an impact coefficient of 0.364, and market orientation 
capability, with an impact coefficient of 0.341, demonstrated the highest level of influence on the 
tendency towards international entrepreneurial marketing, and international skills capability, with a 
coefficient of 0.144, was placed in the subsequent rank. The acceptance of these hypotheses at a 99 
percent confidence level highlights the fundamental importance of these capabilities in developing 
greenhouse exports in Tehran Province (which, with a 21 percent share, ranks first in the country in 
this industry). 

 
Table 7. Direct effects of factors influencing greenhouse farmers' tendency towards international entrepreneurial marketing 

Result T-Value β Path 
Confirm 8.065 0.364 Entrepreneurial capability -> International entrepreneurial marketing orientation 
Confirm 7.336 0.341 Market-oriented capability -> tendency towards international entrepreneurial marketing 
Confirm 3.004 0.144 International skills capability -> International entrepreneurial marketing orientation 

 Source: Research findings 
 

Discussion 

This research was conducted with the aim of explaining the model of International Entrepreneurial 
Marketing (IEM) in greenhouse product production units in Tehran Province. The research findings 
confirm the prominent and significant role of three main capabilities (entrepreneurial capability, 
market orientation capability, and international skills capability) in greenhouse owners' tendency 
towards IEM approaches. These three capabilities, which were considered as the main variables of 
the model, all have a positive and significant effect on the tendency towards international 
entrepreneurial marketing. 

Based on the research results, entrepreneurial capability has a positive and significant effect on 
greenhouse owners' tendency towards international entrepreneurial marketing. The t-value for this 
parameter is higher than 2.58, with a 99 percent confidence level. This result confirms that success in 
foreign markets is not merely a function of financial resources, but is rooted in innovative behaviors, 
risk-taking, ideation, and creativity. To overcome traditional export barriers, greenhouse owners need 
ingenuity and creativity in identifying overlooked opportunities. These findings are in line with the 
views of Khakzadian & Rezaei (2021) and Ji et al. (2019). Risk-taking does not mean recklessness, 
but, consistent with the view of Gil-Pechuan et al. (2013), it means the ability to capture profitable 
transactions through creativity, ingenuity, and risk calculation in highly volatile international 
environments. Therefore, the entrepreneurial capability of individuals or small and medium-sized 
enterprises is considered one of the most important and influential fundamental factors in 
international entrepreneurial marketing. It is suggested that officials and policymakers, by 
strengthening the culture of innovation, creativity, and risk-taking, provide opportunities for the 
simultaneous growth of farmers. These opportunities include strengthening their commitment and 
sense of responsibility, empowerment through presenting new market-related ideas, and promoting 
greenhouse businesses such as e-business and the sale of green and organic products. Consistent with 
Kouchaky et al. (2024), greenhouse owners' habituation to traditional cultivation methods can be an 
obstacle to the export and marketing of green greenhouse products. Training farmers with the help of 
the agricultural extension and education institution plays a significant role in increasing awareness 
and knowledge of applying modern methods (such as green technologies) in producing healthy 
products and branding. The entrepreneurial empowerment of greenhouse owners through training, 
promoting innovation, strengthening intelligent risk-taking, and leveraging modern technologies 
plays a key role in developing international entrepreneurial marketing and increasing the export of 
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greenhouse products. This approach provides a sustainable path for the simultaneous growth of 
farmers, enhancing competitiveness, and achieving a successful presence in global markets. 

Another finding of the research indicates the positive and significant effect (0.341) of market 
orientation capability (intelligent value chain management) on the international success of greenhouse 
owners. This finding is consistent with the research of Foruzandeh et al. (2020) and Sadiku-Dushi et 
al. (2019) and demonstrates that in a knowledge-based economy, value creation for the customer 
takes precedence over production. According to the analysis by Berndt et al. (2023), operating in 
transnational markets is not feasible without the professional processing of target market information. 
In fact, the greenhouse owner must be able to use the strategy of resource leveraging to compensate 
for their financial limitations. For this capability to become operational, the establishment of 
specialized export cooperatives and healthy product branding is essential. These measures directly 
strengthen the value chain and optimize the final price in global competition. Therefore, export 
cooperatives for greenhouse product production, specific insurance and tax support for producers in 
international marketing, subsidies and facilities for the production of healthy and exportable products, 
and government support through guaranteed purchase of green and healthy brand products are 
recommended for improving market orientation tendency. In summary, intelligent value chain 
management and market orientation play a key role in the international success of greenhouse owners. 
The combination of supportive policies, the development of export cooperatives and branding, the 
enhancement of the market information system, and the support for the production of healthy products 
paves the way for the transition from traditional production orientation to sustainable international 
market orientation for the greenhouse sector. 

In examining international skills capability (which can be called a communication bridge to global 
markets), the results confirmed the positive effect of this capability with a coefficient of 0.144. This 
finding is consistent with the results of Navarro-García et al. (2015). Foreign market knowledge is 
not a tangible and fixed asset; rather, it is a skill acquired through gaining experience in the foreign 
environment and direct presence. As Abubakari et al. (2022) point out, the speed of 
internationalization of small and medium-sized enterprises is directly dependent on their knowledge 
of foreign markets. Presence at international exhibitions and benchmarking against leading exporters 
is the only way to learn environmental complexities. International skills training, presence at 
exhibitions or visiting foreign markets, and benchmarking against exemplary international 
entrepreneurs are among the factors influencing the acquisition of international skills capability. It is 
suggested that the government enhance the international intelligence of operators by facilitating 
exhibition visits and business travel. Foreign market intelligence and knowledge is a strategic asset 
for greenhouse owners. Enhancing it is a combination of skills training, practical experience, and 
benchmarking against successful international models. Implementing these strategies, in addition to 
increasing the chances of success in international markets, contributes to the sustainable development 
of greenhouse businesses and the creation of a sustainable competitive advantage. 

According to the results of prioritizing marketing items, three main strategies can be presented for 
operators: 

Setting up online sales systems (mean 3.26) holds the highest priority in modern marketing 
management. This emphasis, consistent with the studies of Shafipour Motlagh et al. (2022), indicates 
the necessity of using digital tools, freeing oneself from intermediation, and moving towards the 
digitalization of sales. This approach is considered a requirement for growth in global markets. In 
product export, the focus is on selling products to neighboring countries (mean 2.46). This approach, 
in line with the research of Foruzandeh et al. (2020), emphasizes regional targeting and the selection 
of appropriate target markets. In branding and standardization, the most important factor was 
determined to be observing the permissible limit for pesticide and input use (mean 2.52) to ensure 
product health and meet export requirements. This priority, consistent with the study by Ansari 
Ranani & Ghasemi Namaghi (2009), confirms the necessity of paying attention to the value chain 



362     Iranian Journal of Agricultural Economics and Development Research, 2026; 57-2(2): 257-276 

and product quality. Product quality is the key to success in a knowledge-based economy. These 
findings indicate that the combination of sales digitalization, regional market targeting, and adherence 
to product quality standards paves the way for the success of greenhouse owners in international 
markets. Implementing these strategies, while increasing marketing efficiency, also ensures 
sustainable competitive advantage and the trust of foreign customers. 

 

Conclusion 

 his research contributes to the international entrepreneurial marketing literature by presenting a 
comprehensive and innovative model. The proposed model emphasizes strategic adaptability as an 
overarching capability alongside the recognized capabilities. By focusing on the greenhouse industry 
in Tehran Province, this research has identified the gap between potential and performance. It also 
provides practical solutions for the transition from production orientation to sustainable international 
marketing orientation. This helps policymakers, industry practitioners, and researchers to gain a more 
comprehensive understanding of how to succeed in global markets. 

 

Theoretical implications 

The development of the international entrepreneurial marketing model in the greenhouse sector of 
Tehran Province revealed that about 51 percent of the studied greenhouse owners have a low tendency 
towards international entrepreneurial marketing. This situation, despite the vital importance of the 
agricultural industry in the country's economy (consistent with the study by Shafipour Motlagh et al., 
2022), indicates a serious gap in converting potential capabilities into sustainable export performance. 
The results also confirmed the direct and positive effect of entrepreneurial, market orientation, and 
international skills capabilities as the main drivers of greenhouse owners' tendency towards exports. 
However, the ever-increasing competition in the international trade arena and the exposure of 
greenhouse businesses to high uncertainties have turned the paradigm shift from production 
orientation to international marketing orientation into a fundamental necessity. 

To overcome the challenges arising from environmental pressures and market dynamism, merely 
possessing the three capabilities (entrepreneurial, market orientation, and international skills) is not 
sufficient. These capabilities must be synergized and deployed within the framework of a 
comprehensive and meta-foundational capability called strategic adaptability in international 
marketing. Strategic adaptability, which is a relatively emerging concept, is considered an 
overarching capability encompassing foreign market sensing, flexibility, speed, and responsiveness. 
This capability enables firms and farmers to sense market needs, adapt to the demands of international 
markets, and respond to threats in dynamic markets.  

Furthermore, a better understanding of the impact of socio-cultural parameters of global markets 
through this capability contributes to a successful presence in global markets. The development of 
this adaptability requires gradual learning, innovation, and strategic partnerships. in this regard, the 
active participation of stakeholders, including governmental institutions, the private sector, non-
governmental organizations (NGOs), and local entrepreneurs, is essential for translating national 
climate change policies into effective actions at the community level. (Razzaghi Borkhani et al., 
2026) 

 

Practical implications 

Based on the findings of this research, understanding the current situation and the necessity of 
changing the paradigm from production orientation to sustainable international marketing orientation 
is a fundamental requirement for the greenhouse industry of Tehran Province. The low tendency of 
about 51 percent of greenhouse owners towards international entrepreneurial marketing indicates the 
need for supportive and developmental measures to fully exploit existing capabilities. Possessing 
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entrepreneurial, market orientation, and international skills capabilities alone is not sufficient. 
Synergizing these capabilities through the capacity of strategic adaptability is essential for 
confronting dynamic and competitive markets. This understanding can serve as a guide for action for 
policymakers and industry practitioners. 

 
Suggested paths for future research 

In order to increase the level of greenhouse owners' tendency from the current situation and to 
develop the IEM environment, the following solutions are proposed. These solutions can also serve 
as a basis for future research: 

 Strengthening Entrepreneurial Capability: Focusing on problem-solving and innovation through 
reinforcing the culture of innovation and creativity and presenting new plans and ideas. 
Facilitating the promotion of electronic businesses and the sale of green and organic products 
through setting up online sales systems (instead of solely focusing on electronic exhibitions). 
Future research can focus on effective implementation models and measuring innovation. 

 Enhancing Market Orientation Capability and Quality Assurance: Forming greenhouse product 
export cooperatives for transnational market management and reducing intermediation. Providing 
insurance, tax, and subsidy support for the production of healthy and exportable products that 
comply with the standard of observing the permissible limit for pesticide and input use. 
Government support through guaranteed purchase of green and healthy brand products to 
strengthen producers' motivation in focusing on customer orientation and export quality. Future 
research can examine the effectiveness of new support models and export quality indicators. 

 Developing International Skills Capability and Adaptability: Focusing on training international 
skills and facilitating targeted presence at exhibitions or visiting foreign markets. These measures 
transform experiences into organized knowledge and enable benchmarking against exemplary 
international entrepreneurs. Providing conditions for strategic networking (beyond mere 
membership in social networks) accelerates the internationalization process. Future research can 
focus on developing effective educational frameworks and models for measuring the level of 
strategic adaptability in organizations. 

These targeted measures will help greenhouse producers in Tehran Province, while overcoming 
internal infrastructural problems, to achieve the strategic adaptability necessary for sensing, adapting 
to, and swiftly responding to opportunities and threats in regional and global markets. In this way, 
they can increase their share in sustainable economic development. 

 

Author Contributions 

The first author conceived and designed the study based on the approved research project and was 
primarily responsible for data collection, conducting interviews with respondents, data analysis, 
interpretation of the findings, drawing the conclusions, and preparing the original draft of the 
manuscript. The second author critically reviewed and revised the manuscript and also contributed to 
the literature review and the development of the study's theoretical framework. The third author was 
responsible for English language editing and linguistic refinement of the manuscript and also 
contributed to data collection and the preparation of the research documentation. All authors read and 
approved the final version of the manuscript. 

 
Data Availability Statement 

The data used in this study are available from the corresponding author upon reasonable request 
 

Ethical considerations 



364     Iranian Journal of Agricultural Economics and Development Research, 2026; 57-2(2): 257-276 

The authors conducted this research in accordance with accepted ethical standards in scientific 
publishing. They avoided data fabrication, data falsification, plagiarism, and any form of research 
misconduct. 

 

Conflict of interest 

The authors declare that they have no known competing financial interests or personal 
relationships that could have influenced the work reported in this manuscript. The authors declare no 
conflict of interest regarding the publication of this article. 

 

REFERENCES 

1. Abubakari, A., Ofori, K. S., Boateng, H., N’Da, K., & Hinson, R. E. (2022). The effect of foreign market 
knowledge on SME export performance: a study ofnon-traditional SMEs in Ghana. Global Knowledge, 
Memory and Communication, 71(6/7), 546-563. https://doi.org/10.1108/GKMC-03-2021-0054 

2. Agwu, M. E. (2018). Analysis of the impact of strategic management on the business performance of 
SMEs in Nigeria. Academy of Strategic Management Journal, 17(1), 1-20. 

3. Agwu, M. E., & Onwuegbuzie, H. N. (2018). Effects of international marketing environments on 
entrepreneurship development. Journal of Innovation and Entrepreneurship, 7(1), 12. 

4. Alipour Moghadam, A., Kazemi, A. and Ansari, A. (2025). Re-examining the Concept of Destination 
Market Knowledge Competence for Achieving Competitive Advantage in the Export Marketing of 
Iranian Dried Fruits. New Marketing Research Journal, 15(4), 125-152. 
https://doi.org/10.22108/nmrj.2025.146459.3234 

5. Anabestani, A. A. & Tolabi Nejad, M. (2019). Assessment and prioritization of agricultural marketing 
challenges using Fuzzy Analytical Network Process (case study: the central rural city Poldokhtar). 

Geographical planning of space quarterly journal, 8(30), 59-78. 
https://doi.org/10.30488/gps.2019.85832(In Persian) 

6. Ansari Ranani, G. & Ghasemi Namaghi, M. (2009). Evaluating knowledge management effect on 
differentiation competitive strategy creation via organization value chain. Transformation Management 
Journal, 1(Autumn & Winter 2010), 1-20. https://doi.org/10.22067/pmt.v1i2.2881 (In Persian) 

7. Berndt, R., Altobelli, C. F., & Sander, M. (2023). International Marketing Management. Springer Berlin 
Heidelberg. 

8. Clark, D.R., Pidduck, R.J. & Coviello, N.E. (2026).  What makes an  Studie internationalizing firm 
entrepreneurial? Journal of International Business.12 pp. https://doi.org/10.1057/s41267-026-00857-8 

9. Fornell C, & Larcker DF. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. J Mark Res 1981; 18(1): 5-39. https://doi.org/10.1177/002224378101800104 

10. Foruzandeh, M., sanavifard, R., & hamidizadeh, A. (2020). Designing and Explaining the International 
Entrepreneurial Marketing Model for Banking Services Startups. Commercial Strategies, 17(15), 1-18. 
https://doi.org/10.22070/cs.2020.3197 (In Persian) 

11. Gil-Pechuan, I., Exposito-Langa, M., & Tomas-Miquel, J. V. (2013). International entrepreneurship in 
SMEs: A study of influencing factors in the textile industry. International Entrepreneurship and 
Management Journal, 9, 45-57. 

12. Henseler, J., Ringle, CM., & Sinkovics, RR. (2009). The use of partial least squares path modeling in 
international marketing. New Chall Int Marketing. 2009; 20:277-319. https://doi.org/10.1108/S1474-
7979(2009)0000020014 

13. Hill, C. W. L. (2017). International business: Competing in the global marketplace. McGraw-Hill 
Education. 666 pp. 
https://omeka.urbeuniversity.edu/files/original/be97eab4d313f8d9e200430ff1e67c757e085c8e.pdf 

14. Hulland, J. (1999). Use a partial least squares (PlS) in strategic management research: a review of four 
recent studies. J Strateg Manag 1999; 20(2): 195-204. https://doi.org/10.1002/(SICI)1097-
0266(199902)20:2%3C195::AID-SMJ13%3E3.0.CO;2-7 

15. Ji, J., Plakoyiannaki, E., Dimitratos, P., & Chen, S. (2019). The qualitative case research in international 
entrepreneurship: a state of the art and analysis. International Marketing Review, 36(1), 164-187. 

16. Jones, R., Morrish, S. C., Heyworth-Thomas, E. M., & Graham, E. (2023). Post-pandemic marketing: 

https://doi.org/10.1108/GKMC-03-2021-0054
https://doi.org/10.22108/nmrj.2025.146459.3234
https://doi.org/10.30488/gps.2019.85832
https://doi.org/10.22067/pmt.v1i2.2881
https://doi.org/10.1057/s41267-026-00857-8
https://doi.org/10.1177/002224378101800104
https://doi.org/10.22070/cs.2020.3197
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://omeka.urbeuniversity.edu/files/original/be97eab4d313f8d9e200430ff1e67c757e085c8e.pdf
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3C195::AID-SMJ13%3E3.0.CO;2-7
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3C195::AID-SMJ13%3E3.0.CO;2-7


Khorasani et al., Structural Modeling of the Effect of Dimensions of International …   365 

Use of business crisis recovery frameworks to enhance entrepreneurial marketing education. Journal of 
Marketing Education, 45(3), 211-225. https://doi.org/10.1177/02734753231190249 

17. Keller, K. L. (2009). Building strong brands in a modern marketing communications environment. 
Journal of Marketing Communications, 15(2-3), 139-155. https://doi.org/10.1080/13527260902757530 

18. Khakzadian, S. M., & Rezaei, H. R. (2021). Identifying and Analyzing Factors Affecting the 
Entrepreneurial Marketing in Agricultural Cooperatives in Mazandaran Province. J Entrepreneurial 
Strategies Agric. 8(15), 46-54. https://doi.org/10.52547/jea.8.15.46 (In Persian) 

19. Kouchaky, Z., Razzaghi, F., Ghorbani piralidehi, F. & Azizi, T. (2024). Investigating the Barriers and 
Deterrents to Establish Green Entrepreneurship in Greenhouse Production Units of Golestan 
Province. Iranian Agricultural Extension and Education Journal, 19(2), 55-74. 
https://doi.org/10.22034/iaeej.2023.408862.1745 (In Persian) 

20. Kouchaky, Z., Razzaghi Borkhani. F., Ghorbani Piralidehi. F., & Azizi-Khalkheili. T (2025). The 
application of the motivation-opportunity-ability model in predicting green entrepreneurial behavior of 
farmers. Sustainable Futures, 10, 100900. https://doi.org/10.1016/j.sftr.2025.100900  

21. Lorestani, B., Rostami, F., shiri, N. & khosh maram, M. (2020). Investigating and analyzing the 
dimensions of entrepreneurial marketing. Journal of Studies in Entrepreneurship and Sustainable 
Agricultural Development, 6(4), 87-102. https://doi.org/10.22069/jead.2021.18655.1437 (In Persian) 

22. Maatoufi, A. (2018). Investigating the internal relationships of factors affecting entrepreneurial 
marketing in agricultural cooperatives using the fuzzy DEMATEL method. Journal of Cooperative and 
Agriculture, 7(25), 1-40. (In Persian) 

23. Magno, F., Cassia, F., & Ringle, C. M. (2024). A brief review of partial least squares structural equation 
modeling (PLS-SEM) use in quality management studies. The TQM Journal, 36(5), 1242-1251. 
https://doi.org/10.1016/j.jbusres.2021.08.051 

24. Navarro-García, A., Schmidt, A. C. M., & Rey-Moreno, M. (2015). Antecedents and consequences of 
export entrepreneurship. Journal of Business Research, 68(7), 1532-1538. 
https://doi.org/10.1016/j.jbusres.2015.01.047 

25. Ponomarov, S. Y., & Holcomb, M. C. (2009). Understanding the concept of supply chain resilience. The 
international journal of logistics management, 20(1), 124-143. Probst, G., & Büchel, B. S. (1997). 
Organizational learning: The competitive advantage of the future. (No Title). 
https://doi.org/10.1108/09574090910954873 

26. Rahimnia, F., & Hassani Rad, P. S. (2016, May). A study of opportunity-based and resource-based 
approaches to international entrepreneurship [Paper presentation]. International Conference on Business: 
Opportunities and Challenges, Iran. (In Persian) 

27. Rahmani, S. , Esmailpour, H. & Naami, A. (2020). Presenting the Model of Exporting Clusters through 
International Entrepreneurship Approach. Journal of Business Administration Researches, 12(23), 309-
337. https://doi.org/10.22034/bar.2020.10037.2639 (In Persian) 

28. Rasekhi, B., Ghanbari Movahed, R., & Alibaygi, A. (2018). Analysis of the service needs of agricultural 
entrepreneurs in the villages of Kermanshah County. Space Economy & Rural Development, 7(26), 127-
148. (In Persian  (  

29. Rastegar, A. A., & Shabani, A. (2016). The mediating role of export entrepreneurship in the influence of 
factors affecting export performance. Journal of Business Management Perspective, 15(27), 73-90. (In 
Persian) 

30. Razzaghi Borkhani, F., Khaleghi, B., Azizi-Khalkheili, T., & Kouchaky, Z. (2026). Climate change 
adaptation through rural entrepreneurship: A pathway to sustainable livelihoods. Journal of 
Environmental Studies and Sciences, 1-18. https://doi.org/10.1007/s13412-026-01099-8 

31. Rezaei, R., Mangeli, N. & Safa, L. (2017). Mediation Effect of Entrepreneurial Marketing in the 
Relationship between Entrepreneurial Orientation and Performance of Greenhouse Businesses in Jiroft 
County. Iranian Agricultural Extension and Education Journal, 13(1), 195-210. 
https://dor.isc.ac/dor/20.1001.1.20081758.1396.13.1.13.1 (In Persian) 

32. Rezvani, M. , Talebi, K. & Tavakolian, S. (2011). Identification of Innovative Marketing Components in 
High-Tech Small and Medium sized Enterprises. Journal of Strategic Management Studies, 2(7), 83-98. 
https://dor.isc.ac/dor/20.1001.1.22286853.1390.2.7.4.2 (In Persian) 

33. Sadiku-Dushi, N., Dana, L. P., & Ramadani, V. (2019). Entrepreneurial marketing dimensions and SMEs 
performance. Journal of business research, 100, 86-99. https://doi.org/10.1016/j.jbusres.2019.03.025 

https://doi.org/10.1177/02734753231190249
https://doi.org/10.1080/13527260902757530
https://doi.org/10.52547/jea.8.15.46
https://doi.org/10.22034/iaeej.2023.408862.1745
https://doi.org/10.1016/j.sftr.2025.100900
https://doi.org/10.22069/jead.2021.18655.1437
https://doi.org/10.1016/j.jbusres.2021.08.051
https://doi.org/10.1016/j.jbusres.2015.01.047
https://doi.org/10.1108/09574090910954873
https://doi.org/10.22034/bar.2020.10037.2639
https://doi.org/10.1007/s13412-026-01099-8
https://dor.isc.ac/dor/20.1001.1.20081758.1396.13.1.13.1
https://dor.isc.ac/dor/20.1001.1.22286853.1390.2.7.4.2
https://doi.org/10.1016/j.jbusres.2019.03.025


366     Iranian Journal of Agricultural Economics and Development Research, 2026; 57-2(2): 257-276 

34. Sanoubar, N., Sarvari, R. & Jabarzadeh, Y. (2018). Internationalization of Knowledge-based Companies: 
The role of foreign market knowledge and International entrepreneurial opportunity recognition. Journal 
of Entrepreneurship Development, 11(3), 461-479. https://doi.org/10.22059/jed.2018.258853.652605 (In 
Persian) 

35. Sarstedt, M., Radomir, L., Moisescu, O. I., & Ringle, C. M. (2022). Latent class analysis in PLS-SEM: 
A review and recommendations for future applications. Journal of Business Research, 138, 398-407. 
https://doi.org/10.1108/TQM-06-2022-0197 

36. Schwens, C., Zapkau, F. B., Bierwerth, M., Isidor, R., Knight, G., & Kabst, R. (2018). International 
entrepreneurship: A meta–analysis on the internationalization and performance relationship. 
Entrepreneurship Theory and Practice, Sage Journal, 42(5), 734-768. 
https://doi.org/10.1177/1042258718795346 

37. Shafipour Motlagh, R., Rahmani, B., & Rezavian, M. T. (2022). The role of global markets in agricultural 
development with an entrepreneurial approach. Geography and Regional Planning, 12(3), 351-370. (In 
Persian) 

38. Shirkhodaei, M., Rezvani, M., & Khazaee-Pool, M. (2012, November). Entrepreneurial marketing: 
Nature and meaning [Paper presentation]. The 1st National Conference on Entrepreneurship and 
Management of Knowledge-Based Businesses, Babolsar, Mazandaran, Iran. )In Persian( 

39. Statistical Center of Iran. (2021). Share and rank of provinces based on important indicators and variables 
of the agricultural sector. Plan and Budget Organization of Iran. (In Persian) 

40. Teece, D. J. (2007). Explicating dynamic capabilities: the nature and microfoundations of (sustainable) 
enterprise performance. Strategic management journal, 28(13), 1319-
1350.   https://doi.org/10.1002/smj.640 

41. Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic management. Strategic 
management journal, 18(7), 509-533. https://doi.org/10.1002/(sici)1097-0266(199708)18:7<509::aid-
smj882>3.0.co;2-z 

42. Vadana, I. I., Torkkeli, L., Kuivalainen, O., & Saarenketo, S. (2020). Digitalization of companies in 
international entrepreneurship and marketing. International Marketing Review,37(3), 471-492. 
https://doi.org/10.1108/IMR-04-2018-0129 

43. Walker, O. C. (2011). Marketing strategy: a decision-focused approach. McGraw-Hill. 
44. Weerawardena, J. (2003). The role of marketing capability in innovation-based competitive strategy. 

Journal of strategic marketing, 11(1), 15-35. https://doi.org/10.1080/0965254032000096766 
45. Yang, M. (2018). International entrepreneurial marketing strategies of MNCs: Bricolage as practiced by 

marketing managers. International Business Review, 27(5), 1045-1056. 
https://doi.org/10.1016/j.ibusrev.2018.03.004 

46. Yeoh, P. L. (2004). International learning: antecedents and performance implications among newly 
internationalizing companies in an exporting context. International Marketing Review, 21(4/5), 511-535. 
https://doi.org/10.1108/02651330410547171 

47. Zahra, S. A., Criaco, G., Petricevic, O., & Hashai, N. (2024). Conceptualizing international new ventures 
as the nexus of entrepreneurship and international business. Journal of International Business Studies, 
55(8), 1048–1056. https://doi.org/10.1057/s41267-024-00724-4 

48. Zarei, A., & Hemmati, M. (2021). Model of entrepreneurial marketing components relations using 
interpretive structural modeling (ISM) approach (Case study: Semnan knowledge-based companies). 
Journal of Innovation and Value Creation, 9(18), 163-178. )In Persian( 

49. Zhang, M., Gao, Q., & Cho, H. S. (2017). The effect of sub-national institutions and international 
entrepreneurial capability on international performance of export-focused SMEs: Evidence from China 
and South Korea. Journal of International Entrepreneurship, 15, 85-110. 
https://ideas.repec.org/a/kap/jinten/v15y2017i1d10.1007_s10843-016-0196-6.html 

50. Zollo, M. and Singh, H. (2004) Deliberate Learning in Corporate Acquisitions: Post-Acquisition 
Strategies and Integration Capabilities in U.S. Bank Mergers. Strategic Management Journal, 25, 1233-
1256.https://doi.org/10.1002/smj.426 

 

  

https://doi.org/10.22059/jed.2018.258853.652605
https://doi.org/10.1108/TQM-06-2022-0197
https://doi.org/10.1177/1042258718795346
https://doi.org/10.1002/smj.640
https://doi.org/10.1002/(sici)1097-0266(199708)18:7%3c509::aid-smj882%3e3.0.co;2-z
https://doi.org/10.1002/(sici)1097-0266(199708)18:7%3c509::aid-smj882%3e3.0.co;2-z
https://doi.org/10.1002/(sici)1097-0266(199708)18:7%3c509::aid-smj882%3e3.0.co;2-z
https://doi.org/10.1108/IMR-04-2018-0129
https://doi.org/10.1080/0965254032000096766
https://doi.org/10.1016/j.ibusrev.2018.03.004
https://doi.org/10.1108/02651330410547171
https://doi.org/10.1057/s41267-024-00724-4
https://ideas.repec.org/a/kap/jinten/v15y2017i1d10.1007_s10843-016-0196-6.html
https://doi.org/10.1002/smj.426


Khorasani et al., Structural Modeling of the Effect of Dimensions of International …   367 

 

گاه تهران X785 Homepage: http://ijaedr.ut.ac.ir-2423: الکترونیکی  شاپا   انتشارات دانش

 
 داران استان تهران()مورد:  گلخانهبه آن   المللی بر گرایشبازاریابی کارآفرینانه بینسازی ساختاری اثر ابعاد مدل

   3طاهر عزیزی خالخیلی |  2فاطمه رزاقی بورخانی | 1 محمد خراسانی

 

موزش کشاااایو ز . 1 یج و آ ترو م اای   گروه  روع کشاااایو ز  و  ز زن، دانشااا اایه  روع ز ا ز یرا ، دانشااا ااوه  عن ساااای  ، ساااای  ، ا ي ب  .  ایاایناایماا  ط

@gmail.com76muhammadkhorasani   
نی2 یی م   . نویسااا وه مساااروه، گروه ترویج و آموزش کشااایو ز ، دانشااا وه زروع ز ازن، دانشااا یه زروع کشااایو ز  و م ی   طبيعن سااای  ، سااای  ، ایرا .  ا

f.razzaghi@sanru.ac.ir 

 t.azizi@sanru.ac.ir . گروه ترویج و آموزش کشیو ز ، دانش وه زروع ز ازن، دانش یه زروع کشیو ز  و م ی   طبيعن سی  ، سی  ، ایرا .  ایینیم   3

 
 چکیده اطلاعات مقاله

 نوع مقاله: 
 مقیلة پژوهشن

 

 

 

 

 22/10/1404 :افتیدر خیتار

 03/02/1405: بازنگری خیتار

 11/02/1405: رشیپذ خیتار

 1405تی ستی  : انتشار خیتار
 

 

 

 

 

 

 

 

 

  ها:واژهکلید
 ، کشیو ز وا یپیتوسع  

  ،نالمررني  ن یکی آفر 

 ا زش،  رهيزنج

 .صید ات 

المررن    ز وا  یک  اهبرد نوین تجی ت د  جهی  و کشو  مطرح است.  ی توج     چیلش جهینن  یزا یی ن کی آفری ین   ين
ا  و  یزا یی ن توليو محصولات کشیو ز      وش س تن، آی وه ن ر  د  توسع  پییوا  کشیو ز   ی توسع  کشت گرخین 

هی   یزا یی ن حییز اهميت است. هوف کرن این تحقيق تبيين مؤلف  المررنکی آفری ین  این محصولات د  سطح  ين
از  و نوع پژوهش تي   میه توج   ی قيتحق نیاا  استی  تهرا  است. المررن د  توليو محصولات گرخین کی آفری ین   ين

هی  سبز   ردا ا  گرخین  هره. جیمع  آمی   تحقيق  ا است  از لحیظ هوف کی  رد نوع تحقيق پيمییشن  ی  وش کمن و
ا   ی انتسیب مت یسب چهی  شهرستی  گير  تصیدفن طبق ده و ک   ی  وش نمون جیت استی  تهرا  تش يل منو صيفن

مطی ق  ی جووه مو گی  حجم نمون  د  . واحو گرخین  انتخیب شونو 1934پیکوشت، پيشوا، و امين و شهر     ی مجموع 
 سیز  معیدلات سیختی   مبت ن  ر حواقل مر عیت جزئناز موههی  را  تحريل داده تعيين گردیو.واحو  322این پژوهش 

المررن هی  يین ر آ  است ک  زوامل تأثيرگذا   ر گرایش  یزا یی ن کی آفری ین   يناستفیده شو. ییفت  Smart PLS3افزا   ی نرع
المررن است ک  این ن ، قی ريت  یزا محو   و قی ريت مهی ت  ينهی  قی ريت کی آفری یدا ا  تحت تأثير مؤلف گرخین 
 يشترین تأثير  ا د  د ج  اوه قی ريت  (pc)مو د تأیيو واق  شو و  ر اسیس ضریب مسير  %99گذا   د  سطح اطمي ی  تأثير

د صو از تغييرات  44د دا ا  داشت  است. حوو(  ر گرایش گرخین t-value 065/8و 364/0) ی ضریب مسير کی آفری ین  
المررن  ی اثر مستقيم قی ريت کی آفری ین ، قی ريت  یزا محو   و قی ريت گرایش     یزا یی ن کی آفری ین   ينوا ست  متغير 

 "المررن ين محو   یزا یی ن"    "توليومحو  " نتییج نهیین  ر ضرو ت تغيير پی ادایم ازاست. المررن تبيين شوهمهی ت  ين
گین  کیفن نبوده و هی  س هی  محيطن، صرف داشتن قی ريتتأکيو دا د.  را  غرب   ر چیلشا  محصولات گرخین د  

المررن پذیر  استراتژیک د   یزا یی ن  ينهی د  چی چوب یک فراقی ريت نوین یع ن تطبيقلازع است این توانم و 
فره  ن  یزا هی  -اجتمیزن نيیزهی هی   یزا   ا حس کرده و  ی    سرزت  توان و نيیز توليوک  وگی  سیزمینوهن شونو تی
 و.جهینن سیزگی  شون
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