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Abstract

The current research was conducted to design and validate the strategic marketing model in the furniture industry.
This research is based on the purpose of an applied study, and based on the method of data collection, it is a non-
experimental (descriptive) study of a cross-sectional survey type. The data collection tool in the qualitative part is a
semi-structured interview, and in the quantitative part, a 5-point Likert scale questionnaire. The statistical community
in the qualitative part includes managers of the furniture industry who were selected by purposive sampling, and
theoretical saturation was achieved with 11 interviews. The statistical population of the quantitative part includes
the managers and experts of the country’s furniture industry. Cohen’s effect size method was used to determine the
sample size, and 140 people were selected as the sample. For data analysis, the thematic analysis method and MaxQDA
software were used, and then, using structural-interpretive modelling with MicMac software, the initial pattern was
drawn, and the partial least squares method and Smart PLS software were used to validate the pattern. Research
findings showed that competitive forces, marketing research, corporate social responsibility, marketing strategies and
marketing performance are the underlying factors of strategic marketing in the furniture industry. Competitive
forces affect the strategic marketing of the furniture industry. Strategic marketing, along with marketing research and
corporate social responsibility, affects marketing strategy and ultimately leads to marketing performance outcomes such
as increasing market share, market management, and sales promotion. Based on the results, it can be acknowledged
that strategic marketing, marketing research and corporate social responsibility explain 72% of the changes in the
marketing strategies of the furniture industry.
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1 Introduction

In the current competitive markets, companies and businesses active in various industries need a long-term approach
in their marketing activities, which is referred to as strategic marketing. Strategic marketing is a model or process
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that a company can use its minimal resources to achieve existing opportunities to increase sales and ultimately gain a
competitive advantage [40]. The main goal in strategic marketing is to improve the performance of the organization
by using various marketing methods with a long-term approach. Satisfying customers and clients is also considered
one of the most important components in strategic marketing. By creating an innovative business, strategic marketing
helps the organization to penetrate better into society and the target market. Therefore, there is a great trend towards
strategic marketing in various industries [17].

One of the industries in which the use of strategic marketing can be transformative is the country’s furniture
industry. This industry is one of the main industrial pillars of creating employment in developing countries and is
considered an important source of income in the international arena [26]. The importance of the furniture industry
can be examined from different perspectives. This industry is one of the industries that has a significant share in
global trade. Therefore, the growth and development of the furniture industry and the provision of a platform for a
targeted presence in world trade will have a tremendous impact on increasing the gross domestic product and earning
non-oil income for the country [3].

Businesses active in the furniture industry operate in turbulent and competitive markets, so they need to adapt
to changes in the needs and demands of customers. It is expected that these businesses and organizations are more
market-oriented and achieve a competitive advantage in the market by using consistent marketing programs [15].
Businesses active in the furniture industry need a long-term and comprehensive marketing plan to succeed in this
field. Only those businesses will be successful in this market that can do accurate marketing planning by looking at
the rapid changes in the environment and monitoring the activities and innovations of competitors [33]. Meanwhile,
the lack of such a program in recent years has caused the downward trend of exports and the upward trend of furniture
imports. Also, this industry has not yet been able to establish its decisive and strategic position in Iran’s economy,
while other developing countries such as China, Turkey, Malaysia, etc., by providing important investment conditions
in the furniture industry, both global markets and They have targeted both the domestic and export markets around
Tran [37].

Statistics show the importance of this industry in today’s business world. This industry currently accounts for
about 3% of the exchanges in the world, and its amount increases every year. The turnover of this industry in America,
as the leader of this industry in 2020, was 137.6 billion dollars. In 2020, China, as the second country, reached 136.2
billion dollars with a growth of 27%. This industry has experienced a growth of 4% in 2021, and it is predicted that
the growth of this industry will reach 7% by 2027 (Global Furniture Industry, 2021). From an academic point of
view, studies indicate the importance of strategic marketing for success in the furniture industry [8, 23} B3], while
there are not many scientific and practical activities in the country that have not done anything in this area [23].
This shows that there is a research gap in the field of strategic marketing in the country’s furniture industry. To
answer this problem, first, the underlying factors of the strategic marketing model must be identified with a local
perspective in the country’s furniture industry, and then the pattern of causal relationships between the factors should
be determined. In this way, a practical model can be provided for the transformation of the furniture industry in the
field of domestic markets in competition with imported products, and on the other hand, it can create a perspective
for exports and entry into international markets. Therefore, the present study was conducted to design and validate
the strategic marketing model in the country’s furniture industry. In this research, the main question is addressed:
what are the strategic marketing indicators in the country’s furniture industry, and what is the pattern of causal
relationships between them?

2 Theoretical foundations and research background
2.1 Strategic marketing

Strategic marketing is a comprehensive, far-reaching and long-term approach that shows how businesses can achieve
their marketing goals. Marketing strategy can be considered a mixture of science and experience [20]. The marketing
strategy determines the method of reaching the marketing goal and describes the means of reaching this goal within
the time frame. The chosen strategy must be consistent with the competitive conditions and the market for the
product and its strategic goals. It should also include and contain all necessary decisions related to marketing mix
elements [10].

Strategic marketing is a management process that is responsible for creating and maintaining a logical balance
between the goals, resources, and the changing and unstable market conditions of companies’ products, and its purpose
is to create or change the work and products of companies to achieve satisfactory growth and profit. Strategic evaluation
is the core and focal point of strategic marketing, so there must be a correct understanding of strategic marketing.
Strategic marketing has different views of marketing management and its main features, according to Table [I} are:
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Table 1: The main characteristics of strategic marketing
Description Features
In strategic marketing, the ”external market” should be considered, because companies are constantly =~ Emphasis on the foreign market
going to the market. Definitive information in strategic data analysis leads to success and more and
better chances to use the results [II, [17].
Strategic marketing decisions typically have broad implications. According to one of the marketing Emphasis on long-term con-
strategists, strategic marketing is a commitment, not an action. These broad and long-term concepts  cepts
have a very important impact on the balance and performance of the organization, because they are
related to basic decisions. For example, the organization should make such a decision, this work will
be done in a period of 3 or 5 years [16].
Confusion of business and income earning environments is very important in terms of strategic Environmental disturbance
marketing. Strategic marketing provides the necessary measures to monitor the environment, make
decisions about the supply of services to different groups of customers, the final specifications of the
product or products, and make decisions about entrenchment against competitors [14].
Strategic marketing starts from the hypothesis that different products have different roles in compa-  Different roles for different
nies and organizations. For example, the life cycle of products requires a different strategy at each  products/markets
stage of its life cycle and has different expectations. Product and brand positioning in the market is
the central activity of strategic marketing [27].
The customer is a strategic member, and both the terms satisfaction and customer are directly and  Customer satisfaction
specifically related to strategic marketing [24].
The ultimate goal of strategic marketing decision-making is to help the financial operations of the = Communication with finances
business. Return on investment in the sales process can be considered as a basis for biasing marketing
decisions [IT].
Undoubtedly, the ability to create the right level of information for the company is necessary both  The importance of using the in-
quantitatively and qualitatively. The management group of the organization should never suffer from formation system
the problem of not having enough information or on the other hand be subject to the problem of
”excess information”. Strategic decisions require first-class quality information that the company
needs to ensure the achievement of set goals and help reduce risk. It should be noted that lack of
data is as harmful as excess information [27].
In the strategic marketing function, management never abandons analysis and decision-making, and  Quick analysis and decision
this is a fluid process in which a flow of information moves [27]. making

According to Mintzberg, strategic marketing is above all a subjective concept and has an abstract aspect that is
in the minds of organizational stakeholders [32]. In fact, strategic marketing includes different components that the
organization controls. Product, price, advertising, sales force, property and physical facilities are all involved in its
formulation [28]. Strategic marketing is an overall program that provides a plan to achieve marketing goals and helps
the organization focus its scarce resources on the best opportunities to increase sales [30].

The purpose of strategic marketing development of organizations is to create, build, maintain and survive and
competitive advantage of the organization. In many cases, top managers may believe that a change in strategy will
improve the business’s ability to generate revenue and profit, increase market share, or develop assets and capital.
In general, strategic marketing is concerned with matching elements of the marketing mix with environmental forces.
In this area, the way to achieve goals and objectives is examined. Perhaps the organization’s strategic marketing is
differentiating a product from other competing products or differentiating specific market segments or timing entry
into it [I3]. One of the important parts of the strategic marketing department that should not be ignored is the
examination of competitors’ reactions after the implementation of strategic marketing. Strategy may emphasize
developing market share. One of the tactics that can be used to achieve this is to modify and improve products to
increase their performance, and maybe it is a low pricing tactic so that customers can buy the organization’s product,
or maybe it includes increasing advertising or advertising in new media. Finally, organization tactics may include
different distribution channels or an emphasis on the distribution channels you currently use. Because resources are
always limited, the organization often cannot use all these tactics together [3§].

2.2 Furniture industry

Furniture has been a reflection of the art and culture of a country and a symbol of the social status of people
throughout history. Now, the industrial development of society has created a major transformation in the furniture
industry, which requires special care and attention [30]. On the other hand, the furniture industry has a large share
of the global trade market. High financial turnover in this field has increased competition, so that success in this field
requires extensive marketing efforts [8] [18].

The furniture industry has gone through many changes in the current era. Traditional furniture manufacturers
who operated in different parts of the world with traditional methods are on the verge of being removed from the
market, and they, who were thinking of development, saw the way out in changing their marketing plans [2]. In this
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regard, strategic marketing plays a major role. Strategic marketing is an underlying and central concept in strategic
marketing, which is the center of all marketing activities of a business. Especially in today’s era when competitive
challenges and pressures are very intense, strategic marketing is considered a key lever for the success of businesses
and industries [28§].

The statistics show that the commercial situation of furniture in the last decade in Iran has been unfavorable, in
such a way that, in addition to the downward trend in exports, there is also an upward trend in the import of furniture.
Also, the statistics show the high development potential of this industry in Iran. According to statistics, there are
approximately 60,000 units in this field [5]. Investigating the factors of this issue can be done from several aspects. One
of the main factors in this field is the lack of a long-term plan for the marketing of the country’s furniture industry,
which was stated as the main problem of the research. Therefore, in this research, an effort is made to provide a
model for strategic marketing in the country’s furniture industry. The results of this research for the researchers and
activists of this industry will first determine what underlying factors affect the central phenomenon of this study, i.e.
furniture industry marketing. Second, what are the platforms and background factors of marketing in this industry
and what factors play an intervening role in this matter? It is also clear what strategy should be considered to achieve
the research goal and what the consequences of this planning will be for the country’s furniture industry. In short,
the results of this research can be used from a practical point of view for business owners of the furniture industry,
the Union of carpenters and Furniture Makers, and the Union of furniture manufacturers and exporters of Iran. From
a scientific point of view, marketing management researchers will be familiar with the concept of strategic marketing
planning in a specialized and operational way.

2.3 Research background

Malamiri et al. [25] conducted a study titled The Effect of Strategic Planning Components of the company on
marketing capabilities with entrepreneurship mediation. The research method is descriptive and is considered practical
in terms of purpose. The statistical population includes the employees of Darsa kitchen appliances manufacturing
company, whose number is 270. A sample of 159 people was selected using Morgan’s table. A simple sampling method is
also available. The results show that strategic planning indicators such as strategic thinking, rethinking, reconstruction,
re-creation and strengths, weaknesses, opportunities and threats have an impact on marketing capabilities with the
mediating role of entrepreneurship. So companies should present their strategic planning in such a way that marketing
and entrepreneurship capabilities are taken into consideration.

Naseri et al. [29] conducted a study under the title of strategic marketing implementation model in production
cooperatives of Ilam province with a meta-combination approach. This research is applied, and in terms of data
collection, it is considered a type of meta-composite documentary research. In order to identify the pattern of im-
plementation of strategic entrepreneurial marketing in production cooperatives, 124 articles were reviewed, among
which 26 articles were selected for final analysis with the help of a critical evaluation skills program. In this research,
first, 298 strategic marketing indicators were identified and classified into 46 concepts and 12 categories. Shannon’s
entropy was used to determine the weight of the indicators. Based on the research findings, the main dimensions
of strategic marketing implementation include strategic marketing thinking, internal organizational factors, strategic
planning, target market selection, communication-organizational capabilities network, entrepreneur-oriented market-
ing strategies, strategic requirements, marketing mix, and systematic management support. Cooperatives are market
entry methods, market research, consumer behavior analysis, and market control and evaluation. Finally, it can be
concluded that managers of agricultural production cooperatives can use the results of this study to identify new
customers and their diverse needs, increase market share and create a competitive advantage.

Shafiei and Mirabi [34] have conducted a study titled Presentation and validation of strategic marketing model in
steel industry companies. This study was conducted with a mixed method (qualitative-quantitative). The database
method was used in the qualitative part, and the structural equation modelling method was used in the quantitative
part. The paradigm model of the research showed that strategic management is identified as ”causal conditions”,
corporate social responsibility, market orientation and internal marketing are identified as ”intervening conditions”,
and appropriate investment is identified as ”contextual conditions”. Land preparation, supply chain management,
logistics and transportation, appropriate scale of production, production technology, appropriate interaction with
customers, productivity, price and product, ”interactive dimension” have been identified. Also, strategic marketing,
”central phenomenon” and brand performance and value have been identified in the role of ” consequence dimension”.

Alizadeh et al. [3] conducted a study with the title of examining the state of foreign trade in furniture, deter-
mining and prioritizing indicators affecting the development of exports. The results of the research stated that the
characteristics of materials and products, economy and market at the main levels included the highest weight value.
Also, among the following characteristics, the stable supply of raw materials, the development of strategic marketing,
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and the provision of cheap and low-interest financial resources are the most necessary and important, respectively.
Also, three main and influential characteristics of the country’s wooden furniture export development process include
stable supply of raw materials, development of strategic marketing and provision of cheap financial resources to a large
extent under the influence of government policies and decisions in the fields of wooden raw materials, monetary and
banking systems and infrastructures. It is marketing.

Simanjuntak [35] has conducted a study titled Strategic Marketing and Problems of Furniture Companies. This
study was conducted in Indonesia, and the data were collected by questionnaire and analyzed using regression. The
findings showed that companies active in the furniture industry use incremental pricing to maximize profits and
increase market share. Trade show participation, website design, and Instagram channel are the most common
advertising combinations used by furniture companies. The growth of new manufacturers for the domestic market is
a threat that affects domestic furniture companies. The main problems of the activists of this industry are: limited
participation in the exhibition, lack of market information, unpredictable demand, the nature of the problem, high
tax and interest rate, increase in the wage rate of human resources.

Setiawan and Ferdinand [33] have conducted a study titled Synergistic Network Assets: A Driver for Indonesian
Furniture Industries to Enhance Strategic Marketing Performance. The output of the statistical analysis confirms that
the two variables of relationship capability and market dynamic adaptability play a mediating role in the relationship
between network assets and marketing performance. Based on the results, the furniture industry needs cooperation
between the actors of this industry to increase its growth rate and should use cooperation-competition methods.

Han et al. [19] in their research on the wooden furniture industry in China and on a global survey scale reached
these results that although in the last two 20 years this industry had the highest rate of growth and made China an
exporter. and the small producer has become a major exporter of furniture, but as global competition becomes more
intense, accurate and complete knowledge of the current situation and competitiveness of China’s wooden furniture
industry, and the challenges it faces in competing with other important exporting countries in this field are very
important. It is vital. Based on the obvious comparative advantage index, it can be understood that during the last
two decades, China has changed from a state of no comparative advantage to a significant advantage in this user
industry. Although in terms of product quality and unit price, it is still behind the first-rate countries in this field,
such as Italy and Germany, and also has extensive challenges in the export market of its products to low-income
countries, such as Poland and Vietnam. In addition, the country is facing unfavorable macroeconomic conditions such
as rising costs, declining international demands, technology gaps, and restrictive trade barriers. Therefore, industrial
unions, government and companies should coordinate innovation and reform measures in order to upgrade the status
of Chinese companies from the main manufacturers to the main furniture designers and thus create a brand for the
products of the Chinese wooden furniture industry.

3 Research methodology

The purpose of this research is to design and validate the strategic marketing model in the country’s furniture
industry. From the point of view of the purpose of this research, it is an applied-developmental research, and from the
point of view of the method of data collection, it is a non-experimental (descriptive) research of the cross-sectional
survey type. From the point of view of the nature of the data, it is a mixed research (qualitative-quantitative).

The statistical population in the qualitative section includes experienced managers of the country’s furniture
industry. The sample size in qualitative method studies is between 7 and 20 people, and non-probability and targeted
methods are suggested [7, [3I]. In this study, the sampling of the qualitative part was done using the purposeful
sampling method and theoretical saturation was achieved with 11 interviews.

The statistical population of the research in the quantitative part includes managers and experts of the furniture
industry. The required sample size was estimated to be 140 people using the rule of power analysis at a confidence
level of 95% with a detection coefficient of 37% and a test power of 0.82, and a simple random method was used for
sampling.

The tool for collecting research data in the qualitative part is a semi-structured interview, and in the quantitative
part, a questionnaire. The Holstein coefficient was used to measure the validity of the interview results. ”Percentage
of Agreement Observation, PAO” or PAO was obtained by calculating the Holsti coefficient of 0.719, which is an
acceptable value [22]. After distributing the questionnaire in the selected sample, the validity of the questionnaire was
checked with three methods of construct validity (external model), convergent validity (AVE) and divergent validity.
AVE value for all variables should be greater than 0.5. In order to calculate the reliability, composite reliability (CR)
and Cronbach’s alpha coefficient of each factor were calculated. The combined reliability and Cronbach’s alpha of all
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dimensions should be greater than 0.7 [I2]. The results related to each of these indicators are presented in the external
fitting of the model.

To analyze the data in the qualitative section, the qualitative analysis method and MaxQDA software were used.
Structural-interpretive modelling and MicMac software were used to determine the pattern of causal relationships
between categories and to design the initial model. Finally, the quantitative part analysis was performed to validate
the model with the partial least squares technique and Smart PLS software.

4 Research findings

In the qualitative section, the viewpoint of 11 managers with experience in the furniture industry was used. In
terms of gender, 9 people are men and 2 people are women. In terms of age, 2 managers are less than 35 years old,
5 managers are between 35 and 45 years old, and 4 managers are over 45 years old. In terms of education, 4 of the
experts have a master’s degree, and 7 have a doctorate. In terms of occupation, 6 people were university professors
and academic faculty members, and 5 people were active managers in the furniture industry. Finally, 5 people have
between 10 and 20 years of work experience, and 6 people have more than 20 years of work experience.

In the quantitative part, the views of 140 people from the country’s furniture industry activists were used. In
terms of gender, 108 people (77%) are men and 32 people (23%) are women. In terms of age, 17 people (12%) are
less than 35 years old. 55 people (39%) are between 35 and 45 years old, and 68 people (49%) are 45 years old and
older. In terms of education, 91 people (65%) have a bachelor’s degree, 46 people (33%) have a master’s degree, and
3 people (2%) have a doctorate. Finally, in terms of work experience, 17 people (12%) have less than 10 years, and 27
people (19%) have more than 20 years of work experience.

4.1 Identifying the underlying factors of the strategic marketing model in the furniture industry

In the first step, using the thematic analysis method, the underlying factors of the strategic marketing model in
the furniture industry were identified. Since the aim was to present a local model, therefore, the point of view of the
managers of the country’s furniture industry was used to identify the factors. The views of the managers were collected
through a semi-structured interview in such a way that 5 open questions were used in the interview protocol, and
during the interview process, new questions were also raised as expected. Qualitative analysis of the theme was done
based on the method proposed by Attride-Stirling [4]. In the open coding phase, 521 codes were identified. Finally,
18 main themes and 102 sub-themes were obtained through axial coding. Table [2] provides the underlying themes of
the strategic marketing model in the furniture industry.

Table 2: The underlying themes of the strategic marketing model in the furniture industry
Sub themes Main topics

Emergence of new tools for coordination with customers
. Possibility of change in customers’ tastes

. Customers becoming more inconsistent

9. Barriers to entering the furniture industry

10. Increasing economies of scale

11. Development of more government laws

12. Competitors becoming more concentrated in the future
13. Competitors’ action against newcomers

14. Competitors’ experience and learning

15. Predominance of buyers’ loyalty to existing competitors
16. The possibility of any competitor leaving in the future
17. Emergence of substitute goods

18. Improvement or stagnation of the price-performance relationship of substitute goods Alternative products
19. Attention of new production methods to the use of substitute goods

20. Unification of competitors

21. Growth rate of competition

22. Exit of some competitors

23. Changing the composition of fixed and variable costs Existing competitors

1. Customers becoming more concentrated by reducing dispersion

2. Backward integration of customers

3. Growing customer awareness about technology and its costs

4. Increasing customer needs for goods Bargaining power of
5. The emergence of new distribution networks for customers customers

6.

7

8

New competitors
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24. Separation of markets

25. New technological developments

26. Overcoming existing competitors

27. Concentration of suppliers

28. Backward integration of suppliers

29. The growth of suppliers’ awareness about technology and its costs

30. Emergence of new distribution networks for suppliers

31. Emergence of new means of coordination with suppliers

32. Suppliers becoming more inconsistent

33. Separation of suppliers’ goods

Bargaining power of
suppliers

34. Research and development

35. Identifying customers in target markets

36. Customer needs assessment

37. Providing services based on customers’ wishes

38. Continuous monitoring of customer satisfaction

39. Correct segmentation of the market and selection of target markets

40. Documented customer relationship management programs

41. Identifying and focusing on key industry customers

Marketing investigation

42. The organization’s attention to annual reporting

43. The attention of organization managers to establish organizational standards

44. Attention of organization members to comply with organizational standards

45. Attention to the establishment of regulations in order to reduce administrative corruption in the
organization

46. The organization’s attention to the correct interpretation of the rules for members and efforts to
implement them

47. Paying attention to the compilation of the rules and regulations of the organization in order to be
responsible for the clients

48. The attention of the organization to the development of rules and regulations in order to create
conditions for cooperation with other organizations

legal responsibility

1. Paying attention to strengthening employees’ understanding of new financial services before providing
them to customers

2. The number of ethical violation cases of the organization caused by the internal functions of the organi-
zation in the relevant legal authorities

. Attention to providing continuous and stable services to customers

. The organization’s attention to the compliance of ethical codes by the members

. The organization’s attention to teaching the code of ethics to employees

. The organization’s attention to the fair and non-discriminatory treatment of employees and customers

The number of boxes installed for suggestions - criticisms of customers and follow-up of requests

00| N o o |

. The number of monthly meetings to deal with customers’ suggestions and criticisms and to follow up on
the demands

Moral responsibility

9. Organization’s financial and non-financial support for human rights

10. Non-financial support of the organization to cultural, sports, educational and charity institutions

11. Non-financial support of the organization in the field of combating certain diseases

12. Financial - non-financial support of the organization’s services

Humanitarian
responsibility

13. The attention of organization members to not use the organization’s facilities and property in vain

14. Attention of organization members to attract profitable customers in the long term

15. Attention of organization members to improve the facilities provided to customers

16. The attention of the managers of the organization to provide reports and financial information to the
beneficiaries and competent organizations

17. The number of financial violation cases of the organization in the relevant legal authorities

18. The organization’s attention to providing cheap services to customers

Economic responsibility

19. Development of furniture marketing perspectives

20. Determining the long-term goals of furniture marketing

21. Developing the necessary strategies to reach furniture marketing goals

22. Determining small and short-term goals in furniture marketing

23. Providing and allocating sufficient funds for furniture marketing programs

24. Designing furniture marketing policies and policies

25. Compilation of trends and executive procedures of furniture marketing policies

26. Regulation of rules and regulations governing the implementation of furniture marketing

Strategic marketing

27. New products and services and creating benefits for customers

28. Efforts to create a strong brand name

29. Differentiation from other competitors in the furniture industry

30. Creating brand identity using creative design

31. Providing distinct and different benefits to customers

Differentiation strategy

32. Reducing the cost of products by the production system and industry operations

33. Low production costs of the industry compared to competitors

34. Low final costs of providing industry products compared to the entire industry

35. Customers benefit from cost savings

Cost leadership

36. Focus on attracting specific customers by providing specialized services

Focus strategy
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37. Focusing on getting to know the new demands of customers

38. Emphasis on marketing research to specialize services and products

39. Developing a program to attract a large part of a particular market

40. Increasing the volume of furniture sales

41. Increasing the frequency of furniture sales

42. Increase in income from selling furniture Sales promotion
43. Reducing the cost of selling furniture

44. Improving sales skills of sellers

45. Improving furniture marketing plans

46. Improving marketing management skills

47. Coordination of multiple departments and market groups
48. Optimum use of technology to understand the market

49. Expanding the sectors covered by the market

50. Providing services to new markets

51. Relative increase in the market compared to competitors
52. Attracting potential customers

53. Covering a wider range of goods and services to customers
54. Continuous increase of the market

market management

Market share

The overarching categories of strategic marketing in the furniture industry are: competitive forces, marketing
research, corporate social responsibility, strategic marketing, marketing strategy, and marketing performance in the
furniture industry. Competitive forces include the bargaining power of customers, new competitors, substitute prod-
ucts, existing competitors, and the bargaining power of suppliers. Corporate social responsibility can also be divided
into legal responsibility, moral responsibility, humanitarian responsibility, and economic responsibility. Also, the com-
pany can use three categories of marketing strategies: differentiation strategy, cost leadership and focus strategy.
Marketing performance is also manifested in sales promotion, market management and market share. Self-marketing
research includes research and development, identifying customers in target markets, assessing customer needs, provid-
ing services based on customer demands, continuous monitoring of customer satisfaction, correct market segmentation
and selection of target markets, documented customer relationship management programs, and identifying and focus-
ing on key customers. It is an industry. Finally, the central phenomenon of this study is strategic marketing in the
furniture industry. This category includes developing furniture marketing perspectives, determining long-term goals
of furniture marketing, developing strategies necessary to reach furniture marketing goals, determining short-term and
short-term goals in furniture marketing, providing and allocating sufficient budget for furniture marketing programs,
designing policies and designing policies for furniture marketing. Formulating trends and executive procedures of
furniture marketing policies, setting rules and regulations for the implementation of furniture marketing.

4.2 Designing the initial model of strategic marketing in the furniture industry

An interpretative structural method was used to design the primary model of strategic marketing in the furniture
industry. For this purpose, the structural self-interaction matrix (SSIM) was first formed. The relationships of
comprehensive structures are characterized by four symbols: V (variable i affects j), A (variable j affects i), X (two-
way relationship), and O (absence of relationship). The structural self-interaction matrix is provided in Table

Table 3: Structural self-interaction matrix of strategic marketing in the furniture industry
CF SM SR MS MR MP SSIM

A A O A A Marketing Performance (MP)
O O vV Marketing Research (MR)

A A A Marketing Strategies (MS)

(0] O social responsibility (SR)

A Strategic Marketing (SM)

Competitive Forces (CF)

By transforming the structural self-interaction matrix into a two-valued matrix of zero and one, the received matrix
(RM) is obtained [6]. The final access matrix is provided in table

After forming the achievement matrix, ”achievement set” and ”prerequisite set” should be identified.

Therefore, the structure of marketing performance (MP) is at the first level. The structure of marketing strategies
(MS) is at level two. The constructs of marketing research (MR), social responsibility (SR), and strategic marketing
(SM) are the third level, and competitive forces (CF) are at the fourth level.

After determining the relationships and level of the mentioned indicators, they can be designed as a model. The
strategic marketing model in the furniture industry is shown in Figure
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Table 4: Matrix of the final achievement of strategic marketing in the furniture industry
CF SM SR MS MR MP TRM

0 0 0 0 0 1 Marketing Performance (MP)
0 0 0 0 0 1 Marketing Research (MR)

0 0 0 0 0 1 Marketing Strategies (MS)

1 1 1 1 1 1 social responsibility (SR)

0 0 0 0 0 1 Strategic Marketing (SM)

0 0 0 0 0 1 Competitive Forces (CF)

Table 5: The set of strategic marketing achievements and prerequisites in the furniture industry

sharing input output constructs

MP MP,MR,MS,SM,CF MP Marketing Performance (MP)
MR MR MP,MR,MS Marketing Research (MR)
MS MR,MS,;SR,SM,CF  MP,MS Marketing Strategies (MS)
SR SR MP,MS,SR social responsibility (SR)

SM SM,CF MP,MS,SM Strategic Marketing (SM)
CF CF MP,MS,SM,CF  Competitive Forces (CF)

Table 6: The power of penetration and the degree of dependence of strategic marketing in the furniture industry

level impact dependency constructs
1 1 6 Marketing Performance (MP)
3 3 1 Marketing Research (MR)
2 2 5 Marketing Strategies (MS)
3 3 1 social responsibility (SR)
3 3 2 Strategic Marketing (SM)
4 4 1 Competitive Forces (CF)
1 1 1 1 1
' 1 | 1 1
i i i i i
1 ! 's 1 '
' ' ' researches ! !
1 i | e 1 ]
i i i i i
1 1 | 1 1
i i i i i
' | 1 1 )
i i N i i i
i i i . i i
- keti strategic iti 1
[ e S (e A e ||
' ! 1 1 '
i i 7 i i i
1 1 1 1 1
i i i i i
i i i i i
H : i |corporate H 1
1 ' 1__Isocial 1 '
: : : responsiblity : H
| : | A |
level 1 level 2 level 3 levela

Figure 1: Strategic marketing model in the country’s furniture industry

Based on the primary model drawn in Figure [1} it is clear that the competitive forces of the furniture industry
affect the strategic marketing of this industry. Strategic marketing, corporate social responsibility and marketing
research affect marketing strategies and finally marketing strategies affect marketing performance.

4.3 Validation of strategic marketing model in furniture industry

Partial least squares (PLS) method with Smart PLS software was used to validate the model. The results of the
evaluation of the strategic marketing model in the country’s furniture industry are shown in the figure below.

The coefficient of influence of competitive forces on strategic marketing is 0.579 and the t-statistic is 7.057. There-
fore, it can be claimed with 95% certainty: competitive forces have a positive and significant impact on strategic
marketing.

The coefficient of influence of strategic marketing on marketing strategies is 0.331 and the t-statistic is 2.921.
Therefore, it can be claimed with 95% certainty: strategic marketing has a positive and significant impact on marketing
strategies. The coefficient of impact of marketing research on marketing strategies is 0.341 and the t-statistic is 2.514.
Therefore, it can be claimed with 95% certainty: Marketing research has a positive and significant impact on marketing
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Figure 3: partial least squares technique of the overall research model (meaning)

strategies. The impact coefficient of corporate social responsibility on marketing strategies is 0.304 and the t-statistic
is 2.532. Therefore, it can be claimed with 95% certainty: the social responsibility of the company has a positive and
significant effect on marketing strategies. The coefficient of impact of marketing strategies on marketing performance
is 0.694 and the t-statistic is 9.337. Therefore, it can be claimed with 95% confidence: marketing strategies have a
positive and significant effect on marketing performance. The summary of the results of the structural part of the
model (relationships of model variables) is presented in the following table:

Three indices of convergent validity, composite reliability and Cronbach’s alpha were used to fit the external
model. Three indexes of coefficient of determination (R?), Aston-Geisser (Q?) and effect size (F?) were used to fit the
internal model. The average variance extracted (AVE) should be greater than 0.5 and Cronbach’s alpha and composite
reliability should be greater than 0.7 [6]. The summary of the measurement model fit evaluation results is presented
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Table 7: Summary of the results of the structural part of the model (relationships of model variables)

The relationship between research structures Factorial loading t result

Competitive forces — Strategic marketing 0.579 7.057  Supported
Strategic marketing — Marketing strategies 0.331 2.921  Supported
Marketing research — Marketing strategies 0.341 2.514  Supported
Corporate social responsibility — Marketing strategies  0.304 2.532  Supported
Marketing strategies — Marketing performance 0.694 9.337  Supported

in Table

Table 8: Summary of model fit evaluation results

Internal validity External validity Main constricts
F? Q? R? Cronbach Composite reliability (CR) AVE
0.166 0.385 0.717 0.800 0.789 0.555  Marketing Strategies
0.155 0.170 0.335 0.880 0.855 0.544  Strategic marketing
0.143 0.393 - 0.873 0.850 0.532  Marketing investigation
- 0.287 0.481 0.716 0.839 0.635  Marketing performance
0.164 0.263 — 0.731 0.832 0.553  Corporate social responsibility
0.277 0.495 — 0.875 0.859 0.666  Competitive forces

The convergent validity index (AVE) for all constructs is greater than 0.5. Cronbach’s alpha and composite relia-
bility of all structures are greater than 0.7, so the external part has sufficient validity. The coefficient of determination
(R?) is a measure that expresses the degree of explanation of the model’s dependent variables, so the higher it is, the
better the model is. Three values of 0.18, 0.32, and 0.68 indicate weak fit, moderate fit, and strong fit, respectively
[9]. The coefficient of determination of the marketing performance structure shows that the independent variables
have been able to explain 48% of the changes in this structure and it is a significant amount. Stone-Geyser criterion
or 2 index can be checked based on two common and redundant cross-validity indices. If these values are more than
0.35, it is desirable [2I]. Common cross-validity and redundancy for all research constructs show that the predictive
power is strongly estimated. The GOF index is the most important model fit index. This criterion was developed by
Tenenhaus et al. [36]. Wetzels et al. [39] have introduced three values of 0.02, 0.26 and 0.37 as weak value, medium
value and strong value for Gof. The GOF index in this study is equal to 0.545, which indicates the optimal fit of the
model.

5 Conclusion and suggestions

In today’s world, change and dynamism are one of the prominent characteristics of the environment, and in such
a situation, the success of the organization depends on the correct prediction and providing effective responses to
the changes in the environment. Marketing is the identification of markets, consumers, competitors, competitive
environment, brands, elements of the marketing mix and global marketing. Currently, change is one of the important
characteristics of the environment, and in such a situation, the success of the organization depends on the correct
prediction and providing effective responses to the changes in the environment. This issue is possible only through
having a strategic point of view in the organization. Today, the importance of formulating a suitable strategy is not
hidden from anyone, but the most important issue, and even more important than the formulation of a strategy, is the
successful implementation of the strategy and the realization of the desired goals. There have been many decisions
that, despite their good and intelligent design, have been associated with failure in implementation. An organization
needs marketing planning in order to achieve its big goals and marketing goals, and one of the important pillars of
this process is the formulation of marketing strategies. is. The correct implementation of marketing strategies is the
final part and the guarantee of the company’s success in marketing affairs. The results of this research can be used
by managers and experts active in the furniture industry who are in dynamic and complex environments today and
are looking for a comprehensive model for strategic marketing in the furniture industry.

Based on the results, it was determined that the coefficient of influence of competitive forces on strategic marketing
is 0.579 and the t-statistic is 7.057. This importance is confirmed in the study of de Souza et al. [I3].

Also, based on the coefficient of determination, it was shown that competitive forces explain 33% of changes in
strategic marketing, and on the other hand, the coefficient of impact of strategic marketing on marketing strategies
was 0.331, and the t-statistic was 2.921. In the results of Ramshi et al.’s study [32], the impact of strategic marketing
on marketing strategies was found to be 0.350, and it is consistent with the results of the present study.
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The impact factor of marketing research on marketing strategies was 0.341, and the t-statistic was 2.514; the
impact factor of corporate social responsibility on marketing strategies was 0.304, and the t-statistic was 2.532. In the
results of the Van Hong and Nguyen [38] study, the coeflicient of impact of marketing research on marketing strategies
was obtained as 0.367, and it is consistent with the results of the present study.

Therefore, it can be acknowledged that strategic marketing, marketing research and corporate social responsibility
explain 72% of the changes in the furniture industry’s marketing strategies.

Finally, the coefficient of impact of marketing strategies on marketing performance was 0.694, and the t-statistic
was 9.337. Based on the coefficient of determination, it is clear that marketing strategies explain 48% of the changes
in the marketing performance of the furniture industry. This importance has been confirmed in the results of the
studies of Cuevas et al. [10] and Hashemnia and Yousefi [20].

Based on the results of the research, the following practical suggestions are presented to the managers of the
furniture industry:

Regarding marketing research, it is suggested to furniture industry managers, by starting research and development
and of course identifying customers in target markets, to assess customer needs and provide services based on customers’
wishes. The proposal of the current research for strategic marketing in the furniture industry is continuous monitoring
of customer satisfaction, along with correct market segmentation and selection of target markets. Also, relevant
managers can establish strategic marketing in the furniture industry by developing customer relationship management
plans and identifying and focusing on the key customers of the industry.

Regarding the competitive forces, it is suggested to the managers of the furniture industry to achieve backward
integration of customers by becoming more focused on customers and reducing dispersion. What is important in this
is the growth of customers’ awareness about technology and its costs. Relevant managers should inform customers
about technological innovations and related costs.

Successful managers can overcome their existing competitors by separating markets and new technological devel-
opments. The concentration of suppliers and the growth of their awareness about technology and its costs also have
a great impact on strategic marketing in the furniture industry. In addition to the mentioned cases, the emergence of
new distribution networks along with new coordination tools with suppliers is important, and in the meantime, it is
suggested to separate the suppliers’ goods.

Regarding the social responsibility of the company, it is suggested that the managers of the furniture industry, by
paying more attention to the annual reporting based on the establishment of organizational standards in the furniture
industry, can achieve the implementation of strategic marketing in the furniture industry. In this regard, it is necessary
for the members of the organization to pay attention to complying with organizational standards and to pay attention
to the establishment of regulations in order to reduce administrative corruption in the organization. Also, it is very
important for the organization to pay attention to the correct interpretation of the laws for the members and to try
to implement them, and to pay attention to the formulation of the rules and regulations of the organization in order
to be responsible for the clients.

Regarding strategic marketing, it is suggested that the managers of the furniture industry, first by formulating
furniture marketing perspectives and then by determining its long-term goals, formulate the necessary strategies to
reach the goals of furniture marketing, and finally, determine small and short-term goals in furniture marketing.
In this regard, providing and allocating sufficient funds for furniture marketing programs and designing policies and
policies for furniture marketing will lead to the formulation of its policy implementation trends and procedures, and by
setting the rules and regulations governing the implementation of furniture marketing, it will be possible to implement
strategic marketing in the furniture industry.

Regarding the marketing strategy, it is suggested that the managers of the furniture industry differentiate them-
selves from other competitors in the furniture industry by providing new products and services and creating benefits
for customers and trying to create a strong brand name. Also, creating a brand identity by using creative design and
providing distinct and different benefits to customers facilitates the achievement of strategic marketing in the furniture
industry.

Finally, regarding the marketing performance, it is suggested to the managers of the furniture industry, if they
implement strategic marketing in the furniture industry, they will achieve an increase in the volume of furniture sales
and an increase in its frequency. It is also important to increase the income from the sale of furniture based on
reducing the cost of its sale. In this regard, it is suggested to improve marketing management skills by improving the
sales skills of salespeople and improving furniture marketing programs. In the meantime, the coordination of multiple
departments and market groups and the optimal use of technology to understand the market for strategic marketing



Design and validation of strategic marketing model in the country’s furniture industry 13

in the furniture industry are recommended. In addition to the mentioned cases, it is suggested that by expanding
the sectors covered by the market and providing services to new markets, they will achieve a relative increase in the
market compared to competitors and attract potential customers. In the end, coverage of a wider range of goods,
customer service and a continuous increase in the market will be achieved.

References

[1]
2]

3]

[18]

[19]

D.A. Aaker and C. Moorman, Strategic Market Management, John Wiley & Sons, 2023.

U.G. Adamu, S.R. Hussin, and N.A. Ismail, Perceived performance of wood furniture small medium enterprises
on innovative marketing strategies in Nigeria, J. Postgrad. Current Bus. Res. 5 (2020), no. 1, 26-49.

H. Alizadeh, M. Faezi, and M. Azizi, Investigating the status of foreign trade in furniture, determining and
prioritizing indicators affecting the development of exports, Wood Paper Sci. Res. 29 (2014), no. 2, 299-309.

J. Attride-Stirling, Thematic networks: an analytic tool for qualitative research, Qual. Res. 1 (2001), no. 3,
385-405.

A. Aytekin and M. Pekkaya, Determining the competencies necessary for exporting in furniture industry with
decision tree models, Wood Industry/Drvna Industrija 72 (2021), no. 1.

A. Azar and R Gholamzadeh, Partial Least Squares, Negah Danesh Publications, Tehran, 2019.

N. Azizzadeh, R. Aghamousa, N. Azad, and M. Seyed Ali Akbar, Presenting the dynamic growth model of Iran’s
market share of regional gas trade from a strategic point of view, Strategic Stud. Public Policy 11 (2021), no. 38,
257-275.

0. Bein6 and L. Alexanderson, Impact of green marketing on consumer behaviour: A case study on the furniture
industry, Bus. Market. J. 2 (2020), no. 3, 161-182.

W.W. Chin, The partial least squares approach to structural equation modeling, Modern Meth. Bus. Res. 295
(1998), no. 2, 295-336.

S. Cuevas, N. Patel, C. Thompson, M. Petticrew, S. Cummins, R. Smith, and L. Cornelsen, Escaping the red
queen: Health as a corporate food marketing strategy, SSM-population Health, 16 (2021), no. 1.

I. Daud, D. Nurjannah, A. Mohyi, I. Ambarwati, Y. Cahyono, and M. Jihadi, The effect of digital marketing,
digital finance and digital payment on finance performance of Indonesian SMFEs, Int. J. Data Netw. Sci. 6 (2021),
no. 1, 37-44.

A. Davari and A. Rezazadeh, Structural Equation Modeling with PLS Software, Jihad Academic Press, Tehran,
2013.

M. de Souza, G.M. Pereira, A.B.L. de Sousa Jabbour, C.J.C. Jabbour, L.R. Trento, M. Borchardt, and L. Zvirtes,
A digitally enabled circular economy for mitigating food waste: Understanding innovative marketing strategies in
the context of an emerging economy, Technol. Forecast. Soc. Change 173 (2021), 121062.

C.B. Dobni and G. Luffman, Market orientation and market strategy profiling: an empirical test of environment-
behaviour-action coalignment and its performance implications, Manag. Decis. 17 (2000), no. 3, 123-136.

H. Dua’i and S. Puri, The effect of organizational culture on market orientation with an emphasis on the mediating
role of organizational conflict in the furniture industry, Appl. Sociol. 16 (2013), no. 51, 115-130.

D. Gotteland, J. Shock, and S. Sarin, Strategic orientations, marketing proactivity and firm market performance,
Ind. Market. Manag. 9 (2020), no. 1, 610-620.

B. Gyenge, Z. Maté, 1. Vida, Y. Bilan, and L. Vasa, A new strategic marketing management model for the
specificities of e-commerce in the supply chain, J. Theor. Appl. Electr. Commerce Res. 16 (2021), no. 4, 1136—
1149.

F. Haghigirad, A. Abtahi, and M. Torabi, Analyzing furniture export barriers in Iran using interpretive structural
modeling, Iran Wood Paper Sci. Res. 34 (2019), no. 67, 180-192.

X. Han, Y. Wen, and S. Kant, The global competitiveness of the Chinese wooden furniture industry, Forest Policy
Econ. 11 (2009), no. 8, 561-569.



14
[20]

[21]

[24]

[25]

[26]

[27]

[28]

Mirjafari, Mozaffari, Abedi, Askari

S. Hashemnia and M. Yousefi, Investigating factors affecting the development of marketing strategy among suc-
cessful exporters, New Res. Approach. Manag. Account. 5 (2021), no. 75, 1-19.

J. Henseler, C.M. Ringle, and M. Sarstedt, A new criterion for assessing discriminant validity in variance-based
structural equation modeling, J. Acad. Market. Sci. 43 (2015), no. 1, 115-135.

O.R. Holsti, Content Analysis For the Social Sciences and Humanities, Reading, MA: Addison-Wesley, 1969.

B. Hosseini, F. Askari, and A. Karamollahi, Investigating the effect of customer loyalty, satisfaction and par-
ticipation on the intention of customers to buy in the country’s furniture industry, Parsmodir Market. Quart. 7
(2021), no. 22, 1-11.

LK. Kanten and G.S. Darma, Consumer behaviour, marketing strategy, customer satisfaction, and business per-
formance, J. Manaj. Bis. 14 (2017), no. 2, 143-165.

M. Malamiri, M. Najafi, and M. Maliki, The effect of the company’s strategic planning components on marketing
capabilities with the mediation of entrepreneurship, New Res. Approach. Manag. Account. 6 (2022), no. 84, 1830
1812.

Z. Mohammad Moradi and M. Ghofrani, Investigating the influence of factors affecting the growth and economic
development of the classical furniture industry, Wood Paper Ind. Iran 11 (2020), no. 2, 281-292.

J. Mongay, Strategic marketing: A literature review on definitions, concepts and boundaries, Commerce Res. 7

(2006), no. 1, 113-129.

N.A. Morgan, K.A. Whitler, H. Feng, and S. Chari, Research in marketing strategy, J. Acad. Market. Sci. 47
(2019), no. 1, 4-29.

T. Naseri, M.B. Arayesh, and M. Vahidi, The model of strategic marketing implementation in production cooper-
atives of Ilam province with the approach of transcombination, Coop. Agricul. 11 (2022), no. 42.

A. Nejadebrahimi, A. Farshchian, and V. Azizi, Traditional Iranian furniture, Green Architect. 7 (2021), no. 23,
9-20.

A. Paripour, F. Nategi and M. Mohammadi, Providing a model for evaluating the quality of combined education
in higher education, Res. Educat. Syst. 14 (2020), no. 51, 7-22.

C. Ramshi, S. Jamali, and S. Khalili, Investigating the effect of green marketing strategies on competitive advan-
tage, Coop. Agricul. 10 (2021), no. 37, 72-93.

A1 Setiawan and A.T. Ferdinand, Synergized network asset: a driver for Indonesia’s furniture industries to
elevate marketing performance, Int. J. Bus. Soc. 22 (2021), no. 2, 765-787.

A. Shafiei and V. Mirabi, Presentation and validation of strategic marketing model in large companies of steel
industry, Modern Market. Res. 9 (2019), no. 33, 181-212.

D. Simanjuntak, Marketing strategy and problems of furniture enterprises in greater Jakarta area, Int. J. Bus.
Technol. Organ. Behav. 1 (2021), no. 5, 382-394.

M. Tenenhaus, V.E. Vinzi, Y.-M. Chatelin, and C. Lauro, PLS path modeling, Comput. Statist. Data Anal. 48
(2005), no. 1, 159-205.

M. Torabi, Analysis of barriers to the export of Iranian furniture by structural-interpretive modeling, Master’s
thesis, Kharazmi University, 2018. [In Persian]

P. Van Hong and T.T. Nguyen, Factors affecting marketing strategy of logistics business—case of Vietnam, Asian
J. Shipp. Logist. 36 (2020), no. 4, 224-234.

M. Wetzels, G. Odekerken-Schroder, and C. Van Oppen, Using PLS path modeling for assessing hierarchical
construct models: Guidelines and empirical illustration, MIS Quart. 33 (2009), no. 1, 177-195.

K. Yamagishi, A.R. Sanosa, M. de Ocampo, and L. Ocampo, Strategic marketing initiatives for small co-operative
enterprises generated from SWOT-TOWS analysis and evaluated with PROMETHEE-GAIA, J. Coop. Organ.
Manag. 9 (2021), no. 2, 100149.



	Introduction
	Theoretical foundations and research background
	Strategic marketing
	Furniture industry
	Research background

	Research methodology
	Research findings
	Identifying the underlying factors of the strategic marketing model in the furniture industry
	Designing the initial model of strategic marketing in the furniture industry
	Validation of strategic marketing model in furniture industry

	Conclusion and suggestions

