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Barberry, as one of the strategic and advantageous agricultural products of Iran,
plays an important role in the agricultural economy and the livelihood of rural
households in South Khorasan Province. Although this province accounts for 98%
of Iran’s total barberry production, challenges such as weaknesses in processing,
marketing, together with the impacts of climate change, have prevented the full
exploitation of this potential. The present study aims to identify the internal and
external factors affecting barberry production and marketing and to determine and
prioritize appropriate development strategies using the SWOT strategic analysis
framework and the Quantitative Strategic Planning Matrix (QSPM), within the
marketing mix framework. The required data were collected through
questionnaires and interviews with experts involved in agricultural production and
marketing from the Agricultural Jihad and Industry, Mine and Trade organizations,
the Birjand Chamber of Commerce, and leading barberry growers in South
Khorasan Province. The findings indicate that, among the four strategic
alternatives identified in the SWOT matrix, aggressive (SO) strategies represent
the primary strategic orientation for the efficient and effective management of
barberry production and marketing. According to the results of the Quantitative
Strategic Planning Matrix (QSPM), the strategies with the highest strategic
attractiveness were: (1) developing a regional or national barberry brand and
registering a geographical indication (Gl); (2) completing the value chain and
establishing agro-processing industries; (3) consolidating Iran’s leading position
in barberry production at both the national and global levels; and (4) integrating
indigenous and modern knowledge to mitigate the effects of drought.
Implementing these strategies is expected to create favorable conditions for
sustainable development and transform barberry from a “locally produced raw
commodity” into a “processed, branded, and export-oriented product.”

Cite this article: Esmaili, A., Bakhshi, M. R. & Aminifard, M. H. (2026). Application of the SWOT-QSPM Integrated Model in
Determining Barberry Production and Marketing Management Strategies in South Khorasan Province. Iranian Journal of Agricultural
Economics and Development Research, 57-2 (3), 485-511. DOI: https://doi.org/10.22059/ijaedr.2026.411319.669425

© The Author(s).
DOI: https://doi.org/10.22059/ijaedr.2026.411319.669425

Publisher: The University of Tehran Press.

, Mohammad Hossein Aminifard 3


https://ijswr.ut.ac.ir/issue_10582_11076.html
mailto:Esmaili.1987@birjand.ac.ir
mailto:mbakhshi@birjand.ac.ir
mailto:mh.aminifard@ut.ac.ir
https://doi.org/10.22059/ijaedr.2026.411319.669425
https://doi.org/10.22059/ijaedr.2026.411319.669425
https://orcid.org/0009-0008-7852-5495
https://orcid.org/0000-0002-0774-9722
https://orcid.org/0000-0002-9490-2616
https://creativecommons.org/licenses/by-nc/4.0/

Application of the SWOT-QSPM Integrated Model in Determining Barberry Production and .../ Esmaili, et al., 486

Extended Abstract
Obijectives
Barberry, as one of the strategic and advantageous agricultural products of Iran, plays an important role in

the agricultural economy and the livelihood of rural households in South Khorasan Province. The special
characteristics of barberry, such as optimal growth in loamy-sandy soils and mountainous areas, ease of product
transportation, no need for heavy agricultural machinery, low water requirement compared to other agricultural
products, and high income and employment generation, have given this product a special place among the
province's agricultural products. Despite the dominant share of this province in the country's barberry
production, challenges such as weaknesses in processing, marketing, and the effects of climate change have
prevented the full exploitation of this advantage. This study aims to assess the internal (Strengths and
weaknesses) and external (Opportunities and threats) factors influencing the production and marketing of
barberry and establish and rank the prioritized development strategies.
Methods

This research is descriptive-analytical research that was conducted using survey technique. For the purpose
of research, the data were collected through the questionnaire and interviews with experts in the area of
production and marketing of agricultural products in the Jihad Agriculture, Industry, Mining, and Trade,
Birjand Chamber of Commerce and Leading Gardeners of South Khorasan Province Organizations. The main
research tool was a researcher-made questionnaire, the face and content validity of which was based on the
study background and the opinions of experts and scholars in the field of rural development and agriculture,
and the reliability of the indicators used in the questionnaire was evaluated using Cronbach's alpha coefficient
(0=0.91), which calculated value indicates the reliability or dependability of the research measurement tool.
By considering various internal and external factors, the SWOT (Strengths, Weaknesses, Opportunities,
and Threats) analytical framework was applied to identify suitable strategies. Furthermore, the strategic
position of the Barberry production was determined using the IE (internal- external) matrix. To prioritize
the strategies, the study employed the QSPM (Quantitative Strategic Planning Matrix) approach. This approach
allowed for the sorting of strategies based on their importance and priority, ensuring that the most effective
and impactful actions are implemented first.

Results

The results of the research indicated that among the four strategies presented in the situation analysis matrix,
aggressive strategies are the main strategy for efficient and effective management of barberry production and
marketing. According to the results of the quantitative strategic planning matrix, “creating a regional/national
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barberry brand and registering a geographical indication (GI)”, “completing the value chain and creating
transformation and processing industries”, “establishing the leading position in barberry production in the
country and the world”, and “combining local and modern knowledge to reduce the effects of drought” have
the highest strategic appeal among the developed strategies. It is expected that by implementing the
aforementioned strategies, a suitable platform will be provided for sustainable development and transformation

of barberry from a “local raw product” to a “processed, branded, and export-oriented product”.

Discussion

The findings of the SWOT analysis indicate that barberry production in South Khorasan Province is
supported by strong inherent advantages, including ecological adaptation to arid and semi-arid conditions, a
dominant position in national and global production, and the distinctive quality characteristics of seedless
barberry. These strengths provide a solid foundation for the sustainable development of this sector. However,
the analysis suggests that there is a need for focused policy intervention to address the internal weaknesses and
external threats that have been identified as critical factors in limiting the full utilization of this potential.
In the short term, policy measures should prioritize modernization of harvesting, drying, and packaging
processes. In addition, implementation of food safety and quality standards should be considered. Such
interventions are necessary to reduce the immediate risks related to climate change, pest and disease outbreaks,
and tightening requirements in export markets. In the medium term, policy efforts should focus on completing
and strengthening the barberry value chain. In the long term, the strategic emphasis should shift towards
increasing the global competitiveness and resilience of the barberry sector in South Khorasan.
Overall, the integration of short-, medium-, and long-term strategies derived from the SWOT matrix highlights
the need for a coherent, multi-level policy framework. Such a framework should simultaneously address
domestic structural weaknesses, exploit emerging market opportunities, and enhance the sector’s capacity to
cope with environmental and economic uncertainties. By aligning technology upgrading, institutional
strengthening, and market-oriented policies, policymakers can transform the inherent comparative advantages
of barberry production in South Khorasan into sustainable competitive advantages at the national and
international levels.
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Table 1. The basic format of a SWOT matrix
(W) L5 Gias bl (S) s s blas
Internal weaknesses (W) Internal strengths (S)
Wod\.tz Syl Sodl.m &3yl
(O slo oy WO sltrategies SO s;rategies
External 5 o
opportunities (O) 3 3
ETC. ETC.
WT strategies ST strategies
(T)e )b sloraes 1-... 1-...
External threats (T) 2-... 2-...
3-... 3-...
ETC. ETC.
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Table 2. Results of mternal factors evaluation matrlx of the marketmg mix- product

| 45 hwgie O 0939 el
Intgﬁrjeil ufggors Average rank  Relative welght Weighted
score
ol S5 s S1
— S1. The reputation of South Khorasan 3.59 0.18 0.65
3 =) Barberry
G Jsaze VL cuiS S2
ai"% S2. High quality of product 3.70 0.18 0.67
S3. Medicinal and food uses 3.58 0.17 0.61
Jpame sl Shy & i W1
= W1. Ignoring product Features 1.42 0.17 0.24
33 ol 2Skes 30 W2
= § W?2. Low performance rate 1.65 0.15 0.25
3 ] oo Si)j adye g g sl ) 555 W3
= W3. Lack of competition for the 155 0.15 0.23
production and supply of high-quality ' ' '
barberry
- - 1 2.65
Total

Geos sl 4l sl

59 el b « Mol o tiligy (sl bl olwl p Jgame &) 0ad o odalin (V) Jodo ;0 a5 job jlen
el b «clyplo j3 cars 5 (9,800 aiiud (sdn sacuglsl o €iuaS poudd (sladolinleS IS § €ouiS' 8 uns
oA e )5 39297 5 OlLL ) (ol CatS L Jgame 39297 uizmed )03 )8 lansag gl coglgl 1 +/0Y S5
ol 0a diB Ll g ol 3 S5 S8 cuard (p ke g aglgl 0 lik > aiiSR b curs o g
U Jgaze S sla Sig bats by o800 5l ol Lis (Dourandish et al., 2012) Ko o ioslyed gl
(b (Siy) S5 95 opl Bpae 4 (BaSBran blad 5 Cunl oo sl 005G pme Casd & (s )loj
v &.&3))' d])% Lg)SYlg Caoud

Jame = o b ael (2l Jolys o) e le ol g
Table 3. Results of external factors evaluation matrix of the marketing mix- product

: 45) lawgie 5 09 O9jge jlel
o ol Average  Relative ~ Weighted
External factors rank weight score
- Ml il sla sl ool 5 Jyasce 41,101
@ OL. Providing products based on international health standards 3.22 0.18 0.58
'S kS e claaolnls 331 .02
§ 5 02. Obtaining quality assurance certificates 3.05 0.16 0.49
= 21 Byime ;> Jame (slo S g CudeS I Cuto i g 2] O3
Q  03. Creating a positive mental image of the quality and features 3.04 0.17 0.52
Product in the consumer
M3k 53 ol CudS b Jaamo 3929 11
. T1. The presence of a low-quality product in the market 2.92 0.16 0.47
2 Slylo 3 Cind 5 bg,0els T2
= S 9 9P
i’g T2. Raw material sales and weakness in exports 3 0.18 0.51
= N3l o abiSE )b CutS g g bl d S5 3929 T3
T3. The presence of unhygienic and poor-qualitybarberries that 291 0.16 0.46
are out of date in the market
&>
Total ! 3.03

s b 4l sl
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b guad 5 Jaomocunss (slojlns b Cllao 5 Clopus il 13 Yl Cooglior gl g gilal 42 o5 5b» )0 )13
Jol Caglel j3 Vo G5g shiel b €03l S y5 cdlyls 5 Cugby dy (091 (wlas? it (gin ooyl o «Caub
Olel 3 3 Sbyj Mg (G918 Chnd bl (o Sreen (53 sBacuglyl 3 € g (39 mos? 5 € oS (6)I0SS Ll p»
ol ol aidlis g
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Sl ol 53 Subyj calion Jiig o Ul Gl 5 Jpamme ()l abpin St & (ooyiwd pis il
(liaghati et al., 2015) xS o slo) (ool Mo Sy j il pols 40T )5 45 g 4wy ol o @ 1y Jguammo CutS

Sz oo = il el LS Jelse b)) e plo @l - € Jgoa
Table 4. Results of internal factors evaluation matrix of the marketing mix- Physical evidence

4 45 bawgie s 0)9 099° szel
Inté?lr?asl L%gors Average  Relative ~ Weighted
rank weight score
Cusby 5 )bl 4 oS 5k ST
S1. Low need for irrigation and humidity 3.40 0.13 0.44
—~ Lc).w ﬁl).g ) \ij wgl.a.n 52
3 =4 S2. High resistance to cold 3.40 0.125 0.42
S Ky S Mg .S3
N 0) WS Jgaze Wy .
)& S3. Organic barberry production 3.52 0.127 0.45
= Conb b guod 5 acacinj (sloyline b cibllan .S4
S4. Compliance with environmental standards and in 3.42 0.122 0.42
harmony with nature
Jpamo (gmee W1
. W1. Bulkiness of the product 1.78 0.103 0.18
[72]
18 Sy & ol W2
S § W2. Sensitivity to moisture 169 0.124 0.21
18 ool (sl s W3
g = Wa3. Special storage conditions 1.58 0.126 0.20
LJ" L)"?”()"L““) 9 o)l) ggw))) usl).la W4
W4. The delicacy and sensitivity of fresh barberry 149 0.143 0.21
& -
Total 1 2.53

eins sl adly (s le

(S5 amlgd aseel bl g Glold pliel o S5 L)L 5 355 slanies g s b (0) Jsi
S0 | it (s3m sl gl 3 €S cov glalaoms ;3 S5 Wg> 5 €0, Gl sl b Ol g e
5 €202 s JlSisy o baags Jol Coglsl 10 /¥ Sjg sliel b € a0d8 g 056 (slacSidy; (0,8 balswed Koo
Wy 58 sam slacaglyl 4o € el go> il oz
g9 ol Slss s 4 Lol il (v g )i jo 0 CB 0 ClblS (ST (o) 4 dits) HS o 5 Sy (b ALY D90
Sy 2yl S5 <l el olag)len 5 Ul gand 5 g el bl > 4L3IS amd 93 5 Jlgie sla JluSis
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Table 5. Results of external factors evaluation matrix of the marketing mix- Physical evidence

5 O 49590 el
B Jelse 45, bawgie = 039 09jee s
External factors Average rank Rﬁé?&'%e Wgé%péed
. > ,8das I3l el b ol g (e 3 S5 s’ Ol
Q@ O1. Cultivationof barberry in land and 2.72 0.16 0.43
Z*g freshwater to increase yield
>3 3,85kl 5wl sl Jlag 5l ealizul .02
3 S 02. Use of healthy and standard seedlings 3.05 0.183 0.56
o3 U5 cos lalame 5 S5 055 O3
Q 03.Barberry production in controlled 2.57 0.156 0.40
environments
Uo.:lé‘ S C“‘)‘“’” Tl
@ T1. Climate change 2.62 0.155 0.41
‘*’% T2. Successive droughts 2.79 0.172 0.48
— oo g 03l slaSis 5 9, bgle T3
T3. Mixing fresh and old barberries 2.80 0.174 0.49
& _
Total 1 2.77

Table 6. Results of internal factors evaluation matrix of the marketing mix- Sales promotion and enhancement

oo gy ail tislo

9P S g g 5 el
Sl b €l (b 3 Jgame ad)ye glaollly s o Wolioles 6)I5 0> F) Joio 5> gydie sloably olul

il 9 g cind bl o ere b b )0 )18 (o908 Sl g gy el ©oob bl gl a5) 0 <17+ S
b oo bls,l paed o Jol Casll 3 +/YF jg shiol b € Jpame Slplo caa aKisloll YU clods jo» «Si);
5 € 350 e o) S5 (sl e AP 3 €Kiy GG 351 ym 3 S o 3 il

0%98 )] 5 @y = Gl el (I3 else byl el s 1 Jgse

Gl 0dd (Byxo (gdn slacs ool

. a) bugle (o 0 O9jge kel
D Jelye Average  Relative  Weighted
Internal factors rank weight score
S
= Js (b )3 Jgases dye cloelSiy b 5 boliiyles o)), ST 3.33 0.18 0.6
‘34\ e S1. Annual organization of product exhibitions and retail outlets ' ' '
25
Jya:;m Q|)JL9 S>> gmli.(uln)l d\jl% dl.m@}!z: W1
. W1. High laboratory costs for product export 1.69 0.20 0.34
w T . .
39D ) (9 25y b yoidgaanl ) S y5 (slo gl ) By pis :W2
~ é W?2. Failure to introduce barberry products (juice, jam, powder, etc) 1.50 0.21 0.31
g < Ky o 3 olftihs b caino bl pac W3 1.60 0.20 0.32
= Wa3. Lack of industry—university linkage in the barberry sector ' ' '
Kibj g S1y0 39205 W4
WA4. Lack of barberry research centers 151 0.21 0.32
& _
Total 1 1.89

S5l g gy el wlol p S35 byl g e b g e slabags g s b saimdlis (V) Jodo cleMb]

Geios sl 4l sl

daseal 4 bgiye (slacuoyd Jol as) 13 /¥ Sig il b € Mol sloolSiules ) 5o jpis (Sl sl g3



V1Fod) qoguw & lods ypicdd g olxiy 6,90 oy ) 5519l drwsi § olaid) wlidini dlxo O

bl & patane (glojglite Sloss @) g 05,08 sl (oBigel sloygd SIS 2l 8 Sigsd S g g
s glocaglsl )3 gy (il 5 5yl Sy JEBD 5 €Sl g 0y (35 el Slallo slapuilil 51 oolizsh
<yl 5 Ggllae odlitul g (B Slsl pae» g «Cian o)l BT g puome s paey dadigs dine) 5D Aius
@ olKyg 295 pae» o «Baa glaylil 51 SleMbl Sl ladd» 5 Jol oyl 13 /YA Sig jlotel b « K925
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Sbyj o ol 9 € gogyd &) g gugys asee yo (Mosala poor & Tahan, 2019) b ¢ 9  Jas imgh
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Table 7. Results of external factors evaluation matrix of the marketing mix- Sales promotion and enhancement

5 Ll 45 bawgle = 09 099° Slel
ExtLe;:r)laI%;?tors Average  Relative  Weighted
rank weight score
59y B3I 5 55l ey JUil O1
_OLl. Faster transfer of technology and knowledge 2.82 0.10 0.28
Ol & (loyglito lass @1l g (15,L5S (sl (Sj5el slooysd )l35 5 O2
02. Holding training courses for farmers and providing advisory 2.95 011 0.29
o services to them
= - ollellon sleelinles > e j5 15 O3 - 3.02 0.11 0.30
“’§~ S 03. Possibility of effective presence in international exhibitions ' ' '
35 JUEC I Iy IRRCA TS (X PP TITE B NCE LN B TIRJeO L |
=2 04. Rapid growth of IT infrastructure in recent years 2.86 0.10 0.29
Q caslyy g cush wudls Sladss o el sla g, #1,) .05
05. Providing scientific and research methods for planting, growing, 2.90 0.10 0.29
and Harvest
Slals a8y (3B lp Ml clauliT 51 0slizal OB 5 86 0.10 0.29
06. Use of international agencies for creation growth and promotion ) ' )
Ban byl BBL g oo calis pas T1 284 0.10 0.28
Lack of proper and inadequate understanding of target markets T1. ’ ‘ )
o il slaglhs & oSy 32 pas T2
TS Lack of website in different languages T2. 2.43 0.10 0.24
3= Gaa glaylil 5l SleMbl Sl laas T3
= T3. Lack of databases of target markets 2.59 0.10 0.26
Saig i8Il o | gllas oslizel 5 (IS sl pac T4 2 82 0.10 028
T4. Lack of sufficient familiarity and optimal use of e-commerce ' ) )
& _
Total ! 28
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Table 8. Results of internal factors evaluation matrix of the marketing mix- Position

5, Doy o SN
SN 45y Tawogle S 039 08ige il

Intéﬁr?z:l%;gors Average  Relative ~ Weighted
rank weight score

2945 el 00 3bls )3 Jpuasme g Sl ST
S1. Possibility of producing the product in cold regions 3.34 0.19 0.63
of the province or country

iz ollp 52 g edas 35105 .S2

(Strength)

S2. Major concentration of production in South 3.47 0.21 0.73
Khorasan
sl gorldl g olgn g Of Ll .S3 3.55 0.21 0.74

S3. Suitable weather and climatic conditions

Y lil a2 5 L3k & 39)9 sl e 505801 355 W
32 W1. Lack of motivation and interest in entering the 1.67 0.19 0.32
% < market and the marketing cycle
40 098l )l 3 b pubitne wles yzils W2
=3 W2. Lack of direct contact with potential buyers 163 0.20 0.33
&> _
Total ! 2.75

o sl 4l sisle

Cabgn a5l LU Jg 45,3 IS (g il L €l > Al g Ky 0025 55 4> (3] g (3l
G 5 5l3k 5 e Rl sl SleMbl (3,8 59,4 S5el «llid 5 )58 )5 S5 ads Jgl pliaer o)l )l 3
€S xS ylos LBy leMbl (g55L3 ymmen obyl5L cpgs sl il 5l eolaiwny § €Sy 5 clinie lyalo g 0y
) L8 gan glacagsl

—olat] lagy oo Sl abptn G GPESS 295 Blsed (IS AT ke Cadse el bl
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b)) S5 g b o et s glacaglyl 3 € ple Siale @58 SRl 5 ik 4 v (S,
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Table 9. Results of external factors evaluation matrix of the marketing mix- Position

B Jelss A9) Bwgle 0 0)9 09)9° )%
Average  Relative =~ Weighted
External factors rank weight score
155 5 )58 )3 S5 1l Jol plie O1
OL. First place in barberry production in the country and the world 3.21 0.13 0.42
Sl p ab o Ky ouS g s 02
z 02. The only producer of seedless barberry in the world 3.36 0.13 0.44
= S pSIl ylos LB 5 SleMbl )5l yoman (b)l5b (s sball 5l oslizul O3
‘©5  03. Using modern marketing tools such as information technology 2.90 0.11 0.32
3 S in the form of e-commerce
o Subyj linde ©lplo g Mgi b 113k 3 e (ol 04
Q  04. Increasing market share through the production and export of 3 0.115 0.34
barberry derivatives
Ol oMbl 3,559, 4 5 bj90l 05
05. Training and updating gardeners' information 3.03 0.115 0.35
SBas ple Sl @ps ials T
T1. Reducing the bargaining power of exporters 2.33 0.09 0.21
b b (L8 599 T2
= T2. New competitors enter the market 231 0.10 0.23
EgS ol = Bl sl o5 1 1 aid iy S S3P5SS 2959 ilye T3
TE T3. Barriers to the entry of advanced technologies due to 2.82 011 031
— economic-political sanctions
T4. The province's inconvenient geographical location and lack of 2.45 0.10 0.24
access to foreign markets
éo? —
Total ! 2.86
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Table 10. Results of internal factors evaluation matrix of the marketing mix- Processing

s Ll a5) bwgie (o 09 09jge jlel
Inteﬁgl ﬁftors Average  Relative  Weighted
rank weight score
bl )3 65913 3150 3929 ST
S1. Existence of processing centers in the province 3.42 0.092 0.31
= Sty 9 g0 S0 2929 S2
3 = S2. Existence of sorting and packaging centers 3.46 0.089 0.31
g ko o jluslinl yilgd oaly S3
? @ S3. Having national standards laws 3.43 0.083 0.28
2945 ) S sladalialeS 3929 .S4 3.38 0.079 0.27

S4. Existence of quality certificates in the country

Loyl 9 coslige coley pas W1
W1. Failure to comply with health laws and standards 1.56 0.09 0.14

el g tw bgy 4 o )98 9 K5 caslsy W2

W2. Traditional and improper harvesting and processing of 1.50 0.099 0.15
barberry.
. Cunliels O.\)S«_Q.;B d”t_é w3
i3 § Wa3. Improper drying technology 1.48 0.098 0.14
N2 S Syt o PSL] Y i WA 1.69 0.09 0.15
% g W4, High laboratory costs for quality improvement ' ' '
= CuisS g & ceS 25T W5
WS5. Emphasis on quantity over quality 1.67 0.09 0.15
Mg aoye )3 g ute glaatulg (ulel p S3)) ganaeyd 4 da g pie W6 1.51 0.097 0.15
W6. Neglecting barberry grading based on customer demands ' ‘ ‘
Sby; 0,ylbusl ol )l das S 4 (o)l sslagy Jaol cole) pae W7
W?7. Poor hygienic storage practices due to lack of standard 1.56 0.093 0.14
barberry processing facilities
& -
Total 1 2.19
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Table 11. Results of external factors evaluation matrix of the marketing mix- Processing

C L 45) bawgio = 0js O9dge jll
Ext‘g;ﬁlgl ﬁftors Average  Relative  Weighted
rank weight score
@i$ b g o) ol alobs ials Ol
OL1. Shortening the gap between production and 3.08 0.07 0.21
distribution chains
Saigden oniSals sbosly jl ealizul 02
02. Use of biological alternative inputs 2.62 0.06 0.16
o 5 S5 a5 g So3gles] (slasing, O3
03. Ecological methods and organic and healthy 2.87 0.07 0.2
production
Malli g o (bl 5 ol sl il b 35 O4
04. Adherence to domestic and international health and 201 0.07 0.2
— safety regulations
8 Joams 5% dulyd 3 e (slaolSis jl eslizul oSl OB
-mE 05. Feasibility of using modern machinery in product 3.15 0.07 0.22
3 2 processing.
v clools,b s sl 5l K y; aily (ilolis g 3,5 SKis Jos plsl OB
) . 3 i 5 2, ikid 2.95 0.07 0.21
—  06. Drying and separating barberry seeds from branches
in standard and centralized warehouses
O7. Proper and hygienic harvesting of the product 3.24 0.07 0.23
Gl )d Jyol (panss sbaasly slx) 08
08. Creating specialized units based on grading 3.15 0.07 0.22
principles
dlge 3 (535t 5 lerd gl slo & (o (sl iag3l Brae 4 y2),5 .09
e 11 1
09. Shift toward natural food additives over chemical 3 0.06 0.19
and synthetic counterparts
62918 sy (S 358 T1
T1. Lack of liquidity in processing units 2.81 0.06 0.17
a9 (9 S SS 5 by Ll )3 Jpeame i 3l T2
T2. Product quality loss during the harvesting, drying, 2.94 0.07 0.2
and packaging process
5y b cd gy uIS5 aile cudld p syl gla y3g, T3
@ T3. Improper harvesting methods such as shaking the 291 0.07 0.2
e tree or hitting it
= e slealKiw 4 wyiod YU auje T4
= T4. High cost of access to modern devices 2.98 0.07 0.21
ol 9 sladlate cilisen (claasliunle o s it T5
T5. Various regional and international standards and 2.82 0.06 0.17
certifications
Sy d)ﬂ)_é Y game (gly BAS Bpas aBld 4 a5 pas T6
T6. Lack of attention to consumer tastes for barberry 2.72 0.06 0.16
processed products
&> _
Total 1 2.95
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Table 12. Results of the combined evaluation matrix of internal and external factors of the marketing mix

lylil aseal

Marketing Mix

BB s lo 0405
Internal Matrix

B e yile 0yed
External Matrix

3l
Strategy

Score Score
(355 9 drsgi) go2led
ProductJm 2.65 3.03 Aggressive (Development and
Growth)
Doard Wl g gy 1.89 2.8 (Slbasl)aslyls” ababloce
Sales Promotion Conservative (Adaptive)
S b Al 2.53 2.77 (13 5 dnwgs) sozles
Physical Evidence Aggressive (Development and Growth)
&9y 2.19 2.95 (BUksl)es) 18" abadlore
Processing Conservative (Adaptive)
Cusdge 2.75 2.86 (13 g daargi) sozles
Position Aggressive (Development and Growth)

o2 2l g el 3 S5 QL)L 5 Wy dmwy Glp GLE dsly (398 Jgie Cledbl 4 24 L

s bl 5 5 (ST) iy 5 (WO) (3l (slasialy glajod (syal pifims )il s 3855 Lol ol (SO)
5 b g g o b blie ) (B @98 bl polul (res g0 algs (WT) (815 sladjualy (65 S 4
e a8l cuwlio sladydly et 5 0dd oy HIE ) clanagd g owsd blie o B Ges bl
ool 0 BLI(VY) Joaz 55 S5 bl 5 g5 copae

Table 13. Strategies developed based on the SWOT matrix

(W) Gnss blss
Weaknesses (W)

(S) s blas
Strengths (S)

O) o cunys
Opportunities (O)

Competitive Strategy(WO) (WO)_slsl (sl yual,
Syl b (gt slooged (03Kl 9 Mg sy, silug—
cab g &l oy
-Modernizing production methods and replacing

traditional methods with modern irrigation and
farming technologies

Y game sl (93 sacales jloslital b (has glio dnugi-
AleS
-Developing processing industries using
government support for low-water-use products
Sl laylil 4 5955 Caar (il llinl § (galaiun g
-Improving packaging and standardization to
enter export markets
$old Jisl g (panss Lgl!au:))'ys] Gk il (l5yeliS” (g jlwaiailgim
-Empowering farmers through specialized
training and technology transfer
Sig SISl s pSore b Sy g 2blil cogii-
-Strengthening marketing and branding using e-c
ommerce

Aggressive Strategy(OS) (SO)oales slos punl,
I w5 oaldl oo 4S5 L o pgl S5 b dnsgi
Mg
-Developing processed barberry exports by relying
on climatic advantage and dominant share of
production
(G ldl i (lis s 5 « K8y o/ sladlain 50 slxh-
-Creating a regional/national “barberry” brand and
registering a geographical indication (GI)

5 o9 i 1 eolizul b (SUPErfood) ;oo &Y gamxe dswgie

-Developing health-oriented products (Superfood)
using indigenous knowledge and natural product
quality
i e bl 5 @i (sl glie o )i ake
-Investing in barberry-based pharmaceutical, food,
and cosmetic industries
g ezl g b 4 1L Jlioms llo 5 oM Jog b b ytas—
-Expanding online sales and digital exports by
relying on reputation and production exclusivity




P28 ipoguw & ylas i g oloely 5,90 o)) (55 )9liS drwgs g Olais] Cliini dlxo

(T)wasgs

Threats (T)

(W) Gins blss (S) wes blis
Weaknesses (W) Strengths (S)
Defensive strategy(WT)  (WT)_wéls slos al, Conservative Strategy(ST) (ST) 8, slos yunl,

all Gials (glp St @bl b S35 b ()53l 5l elisl-
Jlsis
-Using the natural adaptation of barberry to arid
climates to reduce the effects of drought
e ot g GBI o pta ) ol350lS ag 4505 p 4SS
-Relying on local farmers' experience in
managing pests and environmental stresses
e Sllugs Sl (malS (gl aaw a5l 13 (690 00 I3
-Increasing productivity per unit area to reduce
the impact of price fluctuations
b Say (alS jglatedy b5 @Y guae 4 (iSug gii-
-Diversifying barberry products to reduce market
risk
OBy Sl 058 (Il gl b sl 5 o g
-Strengthening the role of cooperatives to
increase the bargaining power of producers

R Y
-Reforming the production structure and eliminating
traditional inefficient methods
Bil eyey IS 3 culing 5 i S pllas sbmh
-Establishing a quality and health control system
throughout the value chain
Sl g JUuSss il 3 S5 Y guasme doy dawgie
-Developing insurance for barberry products against
drought and pests
s (9,8 gladhlE G 4y S o g gl (398 alS-
-Reducing bulk sales and moving towards
guaranteed sales contracts
aluly mlio 9 LEL (Gilogs slp IS AL Gl
-Attracting investment to renovate orchards and
related industries
Kb yj 3,lsliwl (cbaolS )l sl
-Establishing standard barberry yards
JaSizs gl il ol ooy Gl 5 oolizuk
-Using indigenous knowledge to reduce the

effects of drought

Lo gl 4Bl s le

5 e ooyl & o8 itk sl @l A5 pladl ol suncaglyl 4 Cond dooyaly (55 5l g

o1 03,50 (VF) Jgdr 53 cddico (L5 obljl slatisesl 516 ja (gl g (o8] cnlies 0j05 oll o 1y oy gl
5w ol K5 ol sladhaie 55y slul clad paly ( Joase aisuol )3 g oo odnlin 45 4565 lon ol
CroleS S game Sl (9> lacoles jlodlital b S5 &Y guame (iSug sl g dwg? 5 €(Gl) oldlie ol e
pled el Jguamme K (gly 55 3959 (Agarwal & Rao, 1996)s5, ¢ Jlg,5T o5 51 .x5le3,8 cdly 5 1 slel 5V

&ilodialls (clodypaly cbod SB)) 5 g Aol )3 0l IS b Cudbge 10 et LB 9 9930 L) (e 5
ot g Sl SThe WS Koy Cogiy 5 €y slassld Jil g panss cbbigel b ol oljskis
Sl 5 33 ey oS> 2yl 63 cgygl,p Aol ) S 8 VL gyl 3 €Sy 0jn 3 (poguad
2 €lplo g rbligg slos il cole) Caa K5 55 jate g 3,ulkal (glmolS )l slmh g €5l 8 5 bis lio
9 aly olie mlio s g5ylis b mluo b ys (Daneshvar & Mazhari, 2000) (¢ elae g jouishy Ldiiws Coglsl
2 093! (@B lge Bpan wlal g S92 p9d 5)ygliS SV gaze Cluls (il Cunss iy (oo Cuenl Sl S
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Table 14. Quantitative Planning Matrix Evaluation, Prioritization of Actionable Strategies

e b Sadsl 2l Attractiveness
Mixed Priority strategy
score
Gl bl (i e 5 s pluld S)5 Lo/ sladlaio 355 2] )
1. Creating a regional/national brand of South Khorasan barberry and 5.110
Jgpaxe registering a geographical indication (GI)
Product TS O gamn (g3 slacles jl oslitul b S35 Y game (aiSo g4 g dawgs Y
2. Development and diversification of barberry products using 4.930
government support for low-water-consuming products
s slssld JUl 5 oaass slagiisel Gosb 5l olyskis sjlusiallys )
. ) 1. Empowering farmers through specialized training and transfer of 4.602
oo ;ul”‘ s &y new technologies
pror?m?tsion )3 059 3 (pegad GiSu g SiS §Sye oKl Wgn Cugis Y
2. Strengthening the link between universities, research centers, and the 4.302
private sector in the barberry field
3l 5 b mlio sl 5 (b))l 0505 JraSS )
1. Completing the value chain and creating transformation and 5.037
Saalyd processing industries
Processing Shlo 5 ilige s bl cyley can b)) 5 oo 5 3kl cols,l bl ¥
2. Establishing standardized and centralized barberry warehouses to 4.796
comply with health and export standards
Lo 5 5525 52 i s Jol plie ool conti g W57 dngs )
1. Developing production to consolidate the first place in barberry 5.030
Cusbye production in the country and the world
Position 15 sl g oy 4y £85I b Sy S )8 ) ST g 8 9 bl gl Y
2. Strengthening online marketing and sales (e-commerce) by relying 4.134
on reputation and production monopoly
Juis Il il a5 5 sm GBI Gl
o 1. Integrating indigenous and modern knowledge to reduce the effects 4.866
e el of drought
Physical I oSy 5 ol g5 el (51 25 1213 5l ¥
evidence - . . ;
2. Modernizing the production process to deal with climate threats and 4.467

market risks

aios b aidl sl

s g 195 > Ky 3dgp Lol plin olSuls s e M55 de asipn 55l > She Jyin olul
Bl (S 5:b amlod aseel 13 g €adg sl g ©ped 4y ST L ((Seg ySUl o) T 398 9 2l i
Gy 5 ol Slaies L dblis gl g a0l 8 (ilugp o € JLSts Gl Sials car cngh g os oD
ool coalaill Jgame S plgis 4 S5 lod (el S5 (2b)lik 9 M98 asaeln (g Caglsl 3 «i)lik
alawly 4 SJ (Gholinia et al., 2021)s)ls dalais oyl (55y9liS dlasdl § sgix ol B ybisl Y gaze po 53 (glosg
oy b .cuwlas,s 8 ﬂbme ol sy 9 Agi AlblS dmd 90 (b euldl il s g 00 S sl JluSis
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S Cagll (el 03205 3 1) GBS Mg Sl )8
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ol b b 5 XS 6l 00 ooy (sl il (slacs b 5l djlaym 51 o lile Cind bl 4 plosen L gl
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