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Abstract

With the advent of strategic monogement, the mocro levels of mony
economic ond industrial sectors, as well as the micro level of mony
business units, ore oaffected by this modern science. Strotegic
monogement is essential in the textile industry os much more thon ony
other industries. Today, the use of the strategic monagement is more
necessory thon on odvontoge in the textile industry. The productive
sectors should supply their products accurately to survive, to reduce
costs ond to increose revenues. On the other hond, the Tronion textiles
should have been welcomed by the public, therefore the present study
with o proctical purpose wos conducted to explain the conceptuol
model of strotegic morketing monogement ond to verify its impacts on
increasing the orgonizational profitability. The study wos exploined by
using o multivariote decision-moking method (MADM)consist of
GAHP ond ELECTRE along with collecting the experts' opinions from
three fulltime faculty members in the Ironion universities who are the
specialists dominating the strategic ond busingss monogements. To
verify the explained model, oll the hypotheses were investigoted by
using asurvey on a.somple comprising 384 subjects for mon unlimited
statistical population including monogers ond employees of the
componies. The Confirmatory Foctor Analysis (CFA) ond the
Structurol Equoations Modeling (SEM) were opplied in the Tronion
Textile Industry os the cose study by LISREL software. The findings
showed thot the growth ond productivity strotegies positively offect
morketing monogement. Furthermore, the balonced synergy between
“the growth, the productivity strotegies ond the marketing
monogement” (Strotegic Morketing Monogement) positively impacts
on the orgonizational profitability, especially in the Iromion Textile
Industry. With regord to this point ond by studying the proctical foctors
on morketing monogement os avarioble which strotegically impacts on
profitobility, especiolly in the textile industry, the growth ond
productivity strotegies could have the significont impacts on the
strategic morketing monogement ond consequently the synergized
impoct on increosing the orgomizotional profitobility. In foct, the
synergy between these two strategic foctors ond morketing
monogement creates the strotegic morketing monogement in which
“morketing monogement” is on intervening varioble thot plays a vital
role in increasing the profitability of the textile industry.

Keywords: Growth, Productivity, Morketing Monogement, Strotegic
Morketing Monogement, Profitability
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Introduction

With o development in the strategic monogement ond
turning the monogers into this phenomenon to meet the
needs of the orgomization, this opportunity orose for the
componies to ottroct more customers through strotegic
monogement. On the other hond, the intense competition
omong domestic ond foreign corporations forced them to
work out more willingly to mointain their current customers
rather thon to attroct new ones. Morgover, support of clients
in critical conditions is the most importont thing for the
orgonizations insteod of acquiring new customers in which
the supply ond the creation of new values ore vital in
maintoining customers (Ali'ohmadi et ol., 2008).

Thot is why the concepts such os finoncial issues have come
into the focus ond occordingly the “growth & productivity”
strategies ore proposed. In todoay's highly competitive world,
the profitobility is no longer quickly achievable ond the
orgomizational profitobility depends on growth ond
productivity, which have o decisive impoct on the decisions
to purchose ond to use the products. Therefore, most of the
industries in crisis should have used strotegic orms to
improve morketing monogement ond to increose their
profitability, not only for kegping their customers but olso
for oftracting the potentiol customers (Koplon & Norton,
2008).

Strotegic manogement is obtained by synergizing finonciol
perspectives such os productivity ond growth ond non—
financial perspective, such os morketing monogement to
perform the missions ond to moke possible the vision
achievement (Aker, 2014).

It is worth to mention thot this great science con be used to
offer a variety of products in which the strotegic supply of
these products will bring mony odvontoges for the
componies ond their customers (Seyyed'jovodin ond
Esfidoni, 2014).

The present study seeks to address how ond why growth ond
productivity strotegies ore efficient in increosing the
orgonizationol profitabilityincrease by intervening the
morketing monogement.

Theoretical foundations and research background

In the last two decodes, the new approach was proposed in
the field of monagement ond business policies in which the
relatively old term of strategic plonning wos replaced by the
strategic monogement in the ocademic subjects. This
method wos used in oll octive units in relatively lorge
orgomizations. However, there is no ogreement on the theory
ond opplication of strotegy ond strotegic monogement in the
administrotion of monufocturing ond service orgonizotions.
Pundits presented these ideos as well as their opplicotions
differently based on their research and experience with lorge
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business groups. According to Whittington (1999), thirty—
seven books were published on strategic monogement up to
1993 in which most of them have similar contents, but no
stondord frameworks have been issued in this regord yet
(Ferench & Bell, 2014).

It argued that despite hundreds of books on strotegic
monogement, this difference in ottitude is still impressive
(Daft, 1999, Wolton, 2005, Mirseposi, 2014).

Mony strategic plons of the orgonization don't direct towards
the orgonizotionol profitobility. All these plons which ore
used to improve the functioning of the orgonization ore
converted to “strotegic monogement” in synergy with goch
other (Kaplon & Norton, 2008).

According to Schendel & Hofer, the process of strategic
monogement comprised of several primary functions thot
one of them is setting the strategies which ore mostly derived
from the moain strotegies such as growth, productivity, ond
development. According to summer, the strategic
monogement activities ore based on four questions, the most
importont of them is what strotegies ore current ond whot
approoch should be adopted to optimize them. Thomoas
Rogers onswers these questions by this suggestion thot the
policies are not independent, ond they are in on interactive
equilibrium mode with different foctors that both affect ond
are affected. Four essential domains thot impose demonds
on the orgonizations include suppliers, customers,
competitors, ond regulotions. Each of these domoins may
face o strategy such as growth, productivity, ond
development ond therefore they ore recommended to be
used interoctively (Ferench & Bell, 2014).

Dr. Eliyohu M. Goldrott (2006) in the book titled “Critical
Choin” summorized the optimizations of work plon in two
early stages os follows. The first stoge is on ollocation of
strategies such os growth, productivity, ond the second stoge
is to push the octivities toword forword by using intervening
variobles such as morketing monogement (Goldratt, 2015).

In o story format, the menogement is tought in another book
titled “Goal” by the some outhor. This book assigns the
potential into the weokest point in o choin of variobles, i.€.
the bottleneck; five stoges ore described to evoluate the
bottlenecks, including the most crucial stoage of
identification, utilizotion, ond improvement of these
bottlenecks by using the intervening voriables (Goldrott,
2014).

The open systems monogement like os morketing
monogement is o technique which is invented by Krone &
Joyarom €t al., to evaluote industries ond orgonizotions in o
systematic way. Thus, the excellent monagement teom
develops some scenarios, including o description of
industriol ond orgomizotionol expectotions ond demonds
such os how to increose profitobility along with adescription
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of'the initiol onswers of the orgonizotion to these needs to use
business strategies such as growth ond productivity. Then
these meosures onalyze the relevont feosibility, revenues,
ond costs. Therefore, the open systems monogement helps
decision moker's through o review of synergy's outcome
between busingss strotegies such as growth ond productivity
ond the other open systems monogement such os morketing
monogement. These issues highlight the need for
adoptobility ond orgonizational changes, which leod to the
plonning ond implementing the proctical meosures for
“growth ond productivity” (Ferench & Bell, 2014).

Whittington (1993) introduces four general approaches for
the monagement of orgemizations. The approoches that tend
to increase orgonizotionol profitobility as expected ore
classic [rational] ond graduol [noturol] which chonge the
plons. The typical strotegy is philosophicolly exploined ond
considered o pre-fobricated logical process. An ossumption
behind this method is the possibility of dominating inside
ond outside of orgonizotional environment, ond the
decisions which were mode through this process ore
successful in the longterm. Furthermore, according to the
groduol chonge strotegy, as o complement to the clossic
strategy, those orgonizations which segk for moximizing the
profit, survive ond the others ore doomed to decling. This
approach is bosed on the assumption thot the environment
connot be dominated ond the efforts should be mode to
match the strategy to the environment. Mony experts believe
that the productivity approoach is clossic ond rational in type,
while the growth strategy is groduol ond noturol chonge
model. Therefore, strotegists con choose the oppropriote
doctrine or o combination of them oaccording to the
conditions ond contingencies. The contingency based on
models often emphasizes the proper selection of a single
strategy in ling with environmental conditions or
simultongous use of them. Culture is also highlighted os a
major decision foctor (Mirseposi, 2014).

Beckhord & Harris proposed o multi-stoged strotegic
monogement process for the orgonization with significont
development. They assume thot orgomizotions ore open
systems os they use “morketing monogement” ond the
primory mission of the orgonizotion con be determined in
line with “increasing the profitability”. In this woy, the next
34 onnual demonds such os “finonciol perspective” ore
predicted ond determined; ond the “gops ond discreponcies”
which need modification as well os the desirable situation
such as “excellent orgonizational profitobility” ore proposed
as areolity. Furthermore, the necessory measures ore “odded
together” to realize the desirable condition; ond specific
rules ore determined ond token to ensure the realizotion of
the desirable situation. These measures moy include
“growth ond productivity” strategies. In this regord, the
feasibility studies as well as intentionol ond unintentionol
consequences of “reduced cost ond increosed revenue” ore
investigated. According to Beckhord & Hoarris, executive
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directors, ond top monogers in orgonizations (who work in
this process os a systematic way) improve the likelihood of
realizing the desiroble situotion (Ferench & Bell, 2014).

Absolutism is ingffective on policy moking, ond therefore,
the model should be selected based on the conditions ond
requirements. The mixed model was introduced by Amitai
Etzioni in 1967 os o contingency method for decision
moking ond monogement. This opprooch was odopted to
cope with the deficiencies ond limitations of the rational ond
notural models of policymoking. This model is a mixed
method in which the phenomenon ond concepts in macro
ond strotegic decisions combined with lower-order
incremental decisions. Hence, this method anologized with
two types of wide (mocro) ond norrow (micro) lens. This
mixed sconning includes strategies for resource allocation in
monogement decisions. The mixed model is so adoptoble,
which is mentioned os o method thot creates o balonced,
realistic condition in the optimoal use of rotional strotegies
such os productivity, ond naturol strotegies such os growth
(Alvoni & Sharifzadeh, 2012, Heady, 2007 ond Zohedi,
2014).

David Honna proposed two strategic monogement models
through the design of high-performonce orgonizotionol
models. He called his second model “outer-inner approoch:
design of fully open systems”. Most of the industries
involved in the design of high-performonce-strategic
monogement, emphosize on o “combinotion of strategies”,
which functions well in most coses. The outer-inner
opproach begins the explonation process with constont
environmentol exploration ond investigates the
simultoneous effects of increosed revenues ond reduced
costs, as the primory orgonizational objective of
profitobility, on the demonds ond expectations of industries
ond orgomizations ond on the intervening vorioble as well
(Ferench & Bell, 2014).

In spite of the limitations facing monogers, the issue of
strategic choice which is roised by John Child in early 1970's
suggests thot they still have the significont freedom of action
in odopting strotegies. Although restrictions such os
environmentol foctors offect the orgomizotional structure,
but they ore modified by the adopted policies. On the other
hond, the orgomizations should hove on orgonic structure
with regord to the increased revenues [growth] ond o
mechonical structure in the foce of reduced costs
[productivity] so that they con work with high efficiency.
The componies in which the mixed strotegy is their strotegic
monogement approach should have o combinotion of these
two structures (Scott, 2008 and Robbins, 2008).

The book “Excellent monogement strotegy” by Tregoe&
Zimmermon presents the practical aspects of strotegic
monogement bosed on the synergy between the moin
business strategies such os growth ond productivity. These
outhors hoave helped hundreds of monogement teams by
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developing their orgomizational strategic momogement
(Ferench & Bell, 2014).

Moark Mac Cormoack, outhor of the book “whot dogs not
Horvord teoch” comments on the importonce of satisfoctory
morketing monogement ond subsequently on in oftention
which governs when the learning curve declines. Every
orgomization may foce such a feeling, but usually, it mests
successful monogers who constontly need motivation ond
challenge. One of the main foctors contributing to work
boredom is uniformity ond lock of diversity in the work or
product. Diversity should, be defined in ong's profession or
products ond create new challenges. Therefore, the
difference moy be based on different business strotegies
such os growth ond productivity. When we achieved our
primory professional's objective, i.€. profitability, we should
change it to aladder to help us achigve higher gools. In this
wayy, those con advonce in their business thot advoncement is
anoturol necessity for their componies (Poissont, 2010).

Dole Zond olso observed asignificont discreponcy ond some
conflicts among orgonizotional development strotegies in
the strategic monagement. Greiner & Shein encouroged
corporate gvent brokers to use different strotegies to create o
strategic monogement so that octivities such os morketing
monogement improved in the orgonizotion, ond the teom
wos also improved notobly regording profitobility. Poul
Buller proposed the domoins in which orgonizational
development con improve strotegic monogement as follows:
Moaojor octivities thot create o type of better composition of
corporoate development in strategic monogement include the
creotion of strotegic monogement, choice of appropriate
strategies, supply conditions for successful integration ond
tronsformationol monagement (Ferench & Bell, 2014).

Synergy con gven creote balonce among conflicting forces.
Some experts identified the strotegies of growth ond
productivity os conflicting forces in meoning. Growth is
focused on increased revenues while productivity
emphosizes the cost reduction, in which it is inspired by the
Michel Porter's volue chain thot the necessity for
implementing growth is value creation ond multiplied sales,
while the requirement for ochieving productivity is
ocquiring the operational ond social excellence. Profitobility
con be ottained through drowing o strotegic mop os
perspective architecture of the orgomization while applying
the ospects of learning, improving the internol processes ond
moking the intimocy with customers. However, the
orgonizational engine for ochieving the ideal objective of the
vision is the missions for moking the finonciol perspective,
including the strotegies “growth ond productivity” which
finally lead to the profitobility (Koplon ond Norton, 2008,
Wolker et al. 2004).

The thoughtful onolysis from Morionn Jelinek & Joseph
Litterer describes the importonce of strategies in today's
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turbulent environment ond the morketing monogement
guidonce. They emphosize on the application of the
strategies' skills in the morketing monogement process to
improve the adjustment ond implementation of the strategy
“increosing the profitobility”. Morketing monogement here
is on importont ospect of intervention in strategic
monagement. It necessitotes akind of accurate knowledge of
how to intervene. If this response is inoppropriote, it moy be
destructive or at leost unacceptoble for the industry or
orgonizotion which requires chonges (Ferench & Bell,
2014).

To minimize these risks, Horrison proposed thot the
intervention should be to the extent thot provides the
sustainoble ond stoble solutions to help to improve the
issues. According to Harrison, acting by these criteriashould
be based on accepting the client system ond the culture in
which competition is ongoing. In a nutshell, this con be a
useful tool for strategic monogement. The intervention
method con be investigoted by osking how well does the
study variobles functionl Trrespective of how the concept is
proposed, €.g. by intervening vorioble in morketing
monogement, there is o need to have o full ronge of
conceptuol models (Tbid).

According to Peter Drucker, in the countries with high
expectations ond limited funds ond resources; entreprengurs
ond morketers should ossume responsibility for affoirs os
they con provide more output from less input, which meons
the “reduced costs”[or in other words, productivity]. The
oppellationof the productivity is derived from the bengficial
or successful product. However, the so—colled publicly
occepted “costs reduction” is the term which is used
frequently. Moreover, there is no consensus on the
functional definition of productivity. According to the Jopon
Productivity Center, productivity is scientificolly defined os
moximizotion in using the humon resources, education, te.,
along with “production costs reduction” by developing the
morketing, increosing the employment opportunities ond
trying to increase reol woges ond to improve the life
stondords which generally benefit workers, monogers ond
customers. Morgover, the Europgon Economic Cooperation
Orgonizotion defings productivity as o rotio of output
volumeon input volume (Ayor'rezogi, 2009, Cuoresmaet ol.,
2014).

Toheri (1999) defined the Productivity os a significont point
in the orgonizotionol success. The logical relationship
between outputs ond inputs con guorentee productivity ond
high profitobility. Productivity meons the use of corporate
resources while minimizing the costs (Forouzondeh D.,
2009, Seyyed'jovadin, 2014).

The growth stoge in the life cycle of green consciousness
ond purchase includes “promotion of efficiency” through
immediote populority ond economic scale. Also, foir prices
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ond cost reduction ore mentioned os productivity in
commonds 5 ond 9 of the third version of morketing (Kotler
etal.,2011).

The profit center con be controlled by using two control
orms, including growth, which meons increosed revenues
ond including productivity which meons reduced costs. In
this situation, the orgonizationol profitobility is derived from
two pockets; a pocket through increosed revenue ond the
other through cost reduction. It is worth mentioning thot the
productivity is o retrospective strotegy, while growth is o
prospective plon. The synergy between these two seemingly
contradictory orms results in the development plon, which
meons the increased revenues along with the reduced costs
so it con be regorded os on oppropriote model for the
monogement ond strotegic control of orgenizotional profit
centers (Loronge gt al., 2006).

In this respect, the Balonced Score Cord (BSC) method was
proposed by Robert S. Koplon ond David P. Norton in the
early 1990s firstly as o performonce evaluation method ond
then as o tool for implementing the strategy ond the system
to creote strotegic monogement. This method was
introduced more thon two decodes ogo while it wos
presented by these experts in o poper in Jonuory 1992.
Furthermore, this method firstly used os o tool for the
realizotion of strategies in 1994. Componies willingly used
ong of the four aspects including leorning, process
improvement, customer satisfaction, and finoncial
perspective.  This method provides o fromework for
clarification of volue creation by the centrolity of componies
while the synergy is possible through gach combination of
these four ospects. In the meontime, the financial aspect
considered in the present study includes two themes; growth
[revenues increose] ond productivity [cost reduction]. The
strategic momogement ond the mop in the BSC method are o
general structure for describing the strategy. This plon ond
the strategic monagement model obtained by synergizing
the intongible ossets [growth ond productivity Jwith tongible
assets such os orgonizationol busingss units' administrotion
including morketing monogement which stipulates the
assumptions of the BSC strotegy. The hypotheses ond
relevont underlying opproach form some meoningful cousal
relations through BSC in which the strotegic monogement
model is exploined (Koplon & Norton, 2008).

The BSC tends to moanoge complex orgonizotions
strategicolly by focusing on the orgonizational strategies ond
the creation of balonce in criticol regulotory domoins such os
finonciol ond non—finoncial ospects (Alvoni, 2009).

Moreover, the synergy between growth ond productivity is
like os synchronous system which helps the compony
monogement be safe ogoinst recessions ond survive ogainst
the intensely competitive internotionol environment. In this
reason, the product should be produced with the “highest
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quolity” ond “lowest cost” as possible os. Also, the
operational time reduction con reduce the production costs
ond subsequently, it con increase the profit (Tokedo, 2010).

Michogl Porter (1999), the most fomous outhor ond expert in
competitive strotegies, believes thot competitive advontoge
con be obtained by using the strategy of productivity os cost
reduction ond growth os differentiotion ond concentration
(Clorke, 2012).

It is importont to admit, there are mony methods to acquire
the advontoge of “cost reduction”. Successful low-cost
componies con use numerous opprooches which ore
discussed as follows:

1— Non-luxury goods or services are a.supply which meons
the elimination of oll luxuries ond extros from products

2— Product design is a monufocturing design which couses
to save the cost.

3— Production is on operotion which reduces costs during
use of row materiols, distribution, (competition)
workforce, location, (outomation) monufocturing
process, equipment ond overhead.

4— Economy is ascale which saves ond reduces the costs in
on optimol ronge.

5— Experience is a curve, which cuts costs through skills
(Adker, 2014).

“Increosing the revenue” to grow ond revive organizotions,
especiolly for those industries which ore on the wone,
includes the following items:

1- New Moarkets: Moving olong the morket sectors with
growth potential which has been ignored or hos not been
welcomed.

2— New products: Phasing out the existing products by
introducing new products.

3— New applications: Stimulating the growth in on industry
or orgonizotion by adding new requests for products.

4— Reviving marketing (products): A new marketing
method which couses to grow on industry or
orgomization.

5— Government-oriented growth: Governmental incentive
which couses to chonge such os tox incentives.

6— Toking advontage of growing secondory morkets: An
ignored secondory morket, which has some copobilities
similor to the other markets (Ibid).

According to Rumelt €t al. (1994), the leading strategy of
componies comprises three general directions which ore
known os primary strotegies:

—‘Growth” strotegies that enhonce the activities.
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—Staobilization strotegies that do not chonge the octivities

— “Productivity” strategies that reduce the octivities
(Ali'ochmodi et ol., 2008).

A compony con grow internally by developing its operation
ot the local or global scale or externolly through integrations,
ocquisition, ond strategic coolitions. There ore two
fundoamental strotegies reloting to “growth” including focus
ond diversification (Rosouli ond Solehi, 2014):

1— The focus strategy: The orgonizotion con remain along
with the current product, industry or morket by using
this opproach. These two primory focus strotegies ore
vertical ond horizontol growth strotegies:

1-1— Vertical growth strategy: Engoging in duties or
activities thot were used to be done by o supplier or
distributor. Vertical growth, which leads to vertical
integration, is o meosure of receiving row moterials to
production ond retoil. Vertical integrotion comprises
more specificolly “progressive or downword verticol
integrotion” to control the organizationol distribution
chonnels ond “bockword or upward vertical integration”
to monoge the row moterials suppliers of the
orgonizoation.

12—Horizontal growth strategy: Exponding the compony's
geogrophical ronge of products or increasing the
number of goods or services.

2— Diversification strategy: The Compony is
recommended to diversify their investments to control
the situation to cope with increosing competition ond the
high risk. The purpose of diversity is to supply products
in several different oreos instead of focusing on on
individual or a single product. These strotegies include
relevont or homogeneous diversificotion, irrelevont or
heterogeneous diversification and horizontal
diversification:

2-1-Homogenous diversification introduces new products
which are associoted with ong's products.

2-2— Heterogeneous diversification odds new products
which are disassocioted with ong's products.

2-3— Horizontol diversification lounches new products
which ore disossociated with some ong's products but
needed for the customers (Ibid).

According to Finclostin (1996), other growth strotegies
ore os follows:

3—Moarket development strotegy supplies current products in
new morkets.

4— Morket penetrotion strotegy is to enhonce morketing
octivities to increose the shore of current products in
current morkets.
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5— Product development strotegy is to grow the sale ond
share in current morkets by improving or modifying the
dimensions of current products ond supplying new
types of goods.

6— Innovotive strotegy provides new products in new
moarkets.

7— Joint venture plon is the cooperotion of two or more
orgonizotions in oll or parts of their octivities.

Three general competitive strategies, including focus, cost
monogement ond differentiotion ore proposed to overcome
competitors in the industry (Ali'ohmodi et al., 2008).

Another classification is as follows:

— Growth strotegy, including focus [which mentioned
before].

—  Productivity strategy including the following strategies:

— Cost monogement strotegy which defined os costs
reduction.

— Differentiation strotegy which differentiates the
products from the competitors'.

— Cost oriented strategy which involves costs reduction
for a.group of target markets.

— Differentiotion oriented strategy which involves
differentiating products for o group of torget morkets
(Rasouli ond Solehi, 2014).

Morketing monogement is ong of the primory roles of the
different value creation functions in achieving excellent
performonce. Morketing strotegies involve pricing, sole,
product distribution, pressure or promotion ond glosticity or
propogondo.(Khodadad'hosseini ond Azizi, 2006).

Moreover, Solomon (2013) beligves that brond, price, ond
product constitute some of the common beliefs in markets
that play avital role in customers' behavior (Salar, 2014).

Morketing monagement includes pricing ond distribution of
ideos, goods, ond services to do tromsactions thot lead to
individuol ond orgomizational torgets (Kotler, 2009).

Given the general resources required, moarketing
monogement is o combination of controlloble marketing
compongnts such os price, product, ond sole promotion os
well os distribution chonngls for investment in the predicted
demond oreo. These monogeoble components con be
odopted to the longterm ond short-term in response to
morket conditions, consumers' tostes ond orgonizationol
objectives (Cateora & Grohom, 2014).

Morketing monogement seeks for moximizing the
orgonizotionol profit through coordinotion of the morket
demond when the product is required ond the requested
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product features. In addition to the committed plonning,
orgonizing, guidonce os well as the control of the workforce
ond resources; the morketing monogement is olso
responsible for the tosks os follows (Rezogion, 2008):

1— Torgeting ond determining the morketing strotegies
such os sales torgets ond market development strotegies.

2— Plonning the product type, pricing method, distribution
chonnels, development strotegy, tc.

3— Studying ond identifying the new figlds in the morket.

4— Creoting the demond for the orgonizotional products
ond services (Ibid).

But what is profitl Profit is the difference between totol
revenues ond totol costs of on orgonizotion. The importonce
of profit in orgomnizotions con be described as follows.
Permanent balonce in the markets is bosed on the frictional
theory of profit. Competition in all markets builds on the
monopoly theory of benefits. Innovation in industries and
orgonizoations relies on the chonge theory of profit; ond risk—
toking is bosed on the compensatory theory of profit
(Hoshemi ond Rouzbohon, 2008).

In his series of workshops, Dr. Pat stotes thot in the optimol
conditions, amere 20% of marketing components lead to the
optimoal synergistic boalonce. More interesting ond
informative is thot the smoll proportion is responsible for
stimulating more than 80% of success ond advoncements of
componies ond people in their working life. Therefore, mony
things are worth being socrificed to achieve the balonce os
the synergized balance creates and reinforces the stoble ond
constructive relationship ond provides the brilliont
achievements of the industries ond orgonizotions (Hutson &
Lucas, 2014).

Some of the domestic and foreign studies with the
variables associated with the present study are as
follows:

Aarstad et ol. (2016) conducted amultilevel onalysis of the
dota obtoined from Norwegion industries in o study titled
“Related ond unreloted chonges in orgonizationol
innovation ond productivity” which found a positive
relationship between innovation and the performonce of the
compony, though negoative ossociations were olso found
rorely between productivity foactors ond orgomizationol
performonce. It meons industriol ond specialized argos
contribute to the performonce of componies with high level
of reloted types ond low levels of unrelated types. These
researchers orgue in the functional structure of the area
consisting areversible two-dimensional structure ossocioted
with reloted ond unrelated types. Therefore, the specialized
oreos ore the guidonce voriobles in the productivity of
componies. Morgover, they recommended the population
density to be used as onother direction varioble contributing
to the performonce of businesses.
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Coughlon €t al. (2016) proposed the network morketing
orgomizotion in o study titled “Network Marketing
Orgonizotion: service compensotion, retail network growth,
ond profitobility” ond introduced retail soles chonnels thot
ore not only used by independent retoilers, but also employs
new distributors in o growing network over the course of
time. Payment of commissions in proportion to the volume
of sales wos a service compensation method for motivating
sellers. The decision-moking model of soles growth was also
developed by using this network. The descriptive ond
prescriptive onolysis showed how service compensation ond
other types offect the porometers such os profitobility of
distribution motivation, sales network, growth, ond
profitobility.

Decker &t al. (2016) who conducted a study titled “The
Decline in High-Growth (Young) Firms in the US” believed
those tronsformational companies thot played o vitol role in
the growth of the orgonizotion by introducing major
innovations were declining. This study focuses on the US
using micro dota to identify the behavior of high-growth
young firms over the period 19802010, suggesting reduced
activity of young componies during 1980 to 1990 bosed on a
field survey in the retail sector. Similorly, the post-2000
period exhibits o major decline both in the high-growth of
growing firms in the key innovation of the high-tech
industries ond tronsformotional entrepreneurs.

Driffield et ol. (2016) investigated “the divergent effects of
institutionol reforms on firm's productivity ond profits.” The
consequences of vorious components of institutional
reforms on the performonce of individuol businesses
investigated in Centrol ond Eostern Europeon countries from
1998 to 2006 to empiricolly ossess this issue. Chonges were
found to affect profitobility differently from productivity by
suggesting profitobility os on ombiguous meosure of
performonce. However, higher impoct on the state-owned
firms compored to the domestic ond foreign componies.

The study conducted by Filipe et ol. (2016) titled
“Absorptive copacity ond business model innovotion os
ropid development strotegies for regionol growth”
investigated innovation ond responsibility for monoging
chonge os o complex phenomenon ot the fundomental level
of orgonizotions. They used ortificiol neural networks
modeling to study the structure which used to identify the
hidden mediating variobles that may influence the growth.

The study conducted by Homssens et al. (2016) titled
“Regulations, profitobility, ond risk-adjusted returns of
Europeon insurers: An empiricol investigotion” showed thot
morketing monogers ore under pressure to grow their
products regording revenue ond profitobility. Therefore,
olert morketing monogers toke odvontoge of different
opportunities to creote low—cost, sustainoble growth ond
obtoin original cost concepts to set amarketing budget. This
study showed positive effects of growth on increosing the
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profitability ond revenue in the orgomizations.

The study conducted by Herndndez et ol. (2016) titled
“Effects of internal ond external links on the firm growth”
showed that componies could achieve the growth strategy by
odopting two types of internationol operations, including
internol process related to the global supply ond externol
operation related to the providing service or sale in forgign
morkets. Moreover, the componies using both of these
tronsoctions showed to become more successful. This study
supports the hypothesis os the relationship between the
inside ond outside of the operation. Bosed on o smoll ond
medium somple of different Europeon sectors ond by
ochieving empiricol findings, it is olso suggested thot
simultongous hidden ond overt oction enhonces the
favorable effect on the turnover growth in comporison with
performing only asingle type of internotionol service.

The study conducted by Borchoei ond Yousefi (2014) titled
“Effects of strotegic monogement on entrepreneurship ond
its role in nationol development” explores the strotegic
monogement factors offecting entreprencurship. In oddition
to describing different theories in this study, it exploins the
factors that influence the oacceptonce of strategic
monogement in the theorstical model which is onolyzed
based on entrepreneuriol behovior ond concluded thot
behavioral foctors in orgonizotionol entrepreneurs ploy o
fundamental role in recognition of strotegic monogement by
potentiol customers.

The study conducted by Rostompour (2009) titled
“Maoarketing strotegic plonning” investigotes the obstocles to
implementing the strotegic plonning in Iron Khodro
Compony. After exploining the foctors offecting strotegic
plonning, morketing strotegies were examined in this study
ond concluded thot the behavioral foctors in orgenizationol
moarketers play o fundomental role in plonning by monogers.

The study conducted by Seyyed'javadin ond Yozdoni (2002)
titled “Foctors which influence the customers who use bonk
services: Case Study: Bonk Somon™ uses a Davis strotegic
monogement model of IT to explore o sample comprising
120 customers of Boank Somon. They investigate the foctors
affecting the decision mode by customers of Bonk Somon
whether they use the internet bonk services or not. This study
investigated the impocts of on intervening vorioble on the
eose of use ond usefulness of the services. The findings show
that the accepted model of IT strategic monogement is
appropriote for describing the behavior of using the onling
bonking services. Moregover, it is found thot the customers'
perception in the cose of the gosy use ond usefulness of the
services is positively related to the self-effectiveness of the
client by using acomputer to utilize the services.

Section 1: Explanation of hypotheses and model of the
study

Whot is regarded in this port of the reseorch is amultivoriote
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decision called Multiple Criterioe Decision Moking
(MCDM) which is also highly regorded by researchers in the
complex decision in recent decodes. In this type of decision
moking, several models are considered; including two
categories consist of Multiple Objective Decision Moking
(MODM) ond Multiple Attribute Decision Moking
(MADM) (Azor & Rojobzadeh, 2008). Initially, the
Grouped AHP model ond then, MADM including
ELECTRE ond Shonnon Entropy techniques were used in
the study to explain the hypotheses along with the possibility
of providing the research model with mony advontoges in
comporison to other methods.

For example, in Group decision moking based on MADM,
there is no need to gother the members of the experts at the
meeting to moke adecision and to discuss about the problem
structure, while in Delphi method, the members of the
Experts were osked through questionnaire ond or individuol
interviews so thot the final decision is dependent on the
formation of the group meetings. On the other hond, when
the opportunity of o debote between members of the Expert
Group to ochieve consensus is not provided; use of the
Analytical Hierarchy Process (AHP) ond ELECTRE
method os o model of the multivariate decision through the
MADM show the background ond necessity of decloring
comments even more specialized; so that the MADM gven
allows the experts to reconsider the cotegorical structure ond
to review the existing issue through onolyzing the different
levels; while in Experts' Delphi method, the researcher sets
up the problem as this itself con monipulate ond even couse
on grror in decloring the opinions of the experts. Though in
some coses, the response of the Experts' Delphi method to
the paired comparisons may be non-lingar os the psychology
shows the reoction of some entities relating to o stimulus,
moay be more consistent with o nondingor function; but in
this study, it was tried to fit the stote of opinions as o lingor
form to simplify ond to understond the issue better
(Asgharpour, 2015).

In the technique of Delphi, it is principally tried to use the
statistical distribution within relevont medion to hit off the
experts' opinions ortificiolly; in the other word, it may occur
a futile consensus becouse of unfolding the comments under
pressure to achieve confirmation. Also, Delphi technique
hos striven for ochieving a consensus ond this consensus is
not essentially the most accurote comment ond collective
judgment. Therefore, such a collective experience moy
cause to suggest some generol terms, instead of offering ony
porticulor model. On the other hond, in the Delphi technique,
itis assumed on the equolity of experts regording knowledge
ond experience, but in proctice, this ossumption may be not
correct. Specifically, on special topics, distribution of the
experts is unequal, so that some of the specialists have o full
knowledge of the subject, while the others may have o less
knowledge about the topic of the investigation.
Chorocteristic of restotement ond replication in Delphi
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technique olso couses to monipulate the experts' replies or
comments. The other limitations are the lack of dedication
ond commitment ond also rushed responses. In addition to
oll of these, fatigue ond loss of experts ore the other
limitations of this technique (inspired by Shi, Yong &t al.,
2009).

Therefore, in the present reseorch, Delphi method of experts
is not noticed by the outhors; ond due to this reason,
decision-moking criteria such os the voriobles in this study
were used in plonning ning questions by using the method of
MADM to receive the Experts' opinions, including three
full-time foculty members of universities ond higher
educational institutions of the country in the speciolized
fields of strategic ond business monogements. So that to
discover the relotionships ond the effects between research
variobles, explicitly, the study variobles, including growth,
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productivity, morketing monogement ond increosing the
profitobility along with specific questions, such as “whether
varioble V directly hos the most occurote ond positive impact
on voriable V'l ” were sent to the experts. After receiving the
responses in the spectrum 0 ond 1 (0 meons the obsence of a
direct ond specific impact ond one meons there is adirect ond
specific impact), the formotion of the three decision—
matrices separately for each of the experts wos corried out
which are in the following:

V1= Vorioble “growth”
V2 =Vaorioble “productivity.”
V3 =Vorioble “morketing monogement”

V4 =Vorioble “increasing the profitobility.”

Table-1: First expert decision matrix

Expert No.1 (D1) V1
Variable 1 (V1) 1
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 1

V2 V3 va4
0 1 1
1 1 0
0 1 1
0 0 1

Source: arranged by authors

Table-2: Second expert decision matrix

Expert No.2 (D2) Vi
Variable 1 (V1) 1
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 0

V2 v3 va
0 1 0
1 1 1
0 1 1
0 1 1

Source: arranged by authors

Table-3: Third expert decision matrix

Expert No. 3 (D3) V1
Variable 1 (V1) 1
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 0

V2 V3 v4
0 1 1
1 1 1
0 1 1
1 0 1

Source: arranged by authors

To moke the components as no-scale porometers which
resulted by collecting the received comments; gach of the

decision matrices was normalized by using the Euclideon
Norm os follows:

Table-4: First expert normolized decision motrix

Expert No.1 (ND1) V1

Variable 1 (V1) 05
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 0.5

V2 V3 va
0 033 033
1 033 0
0 033 033
0 0 033

Source: arranged by authors
Table-5: Second expert normalized decision motrix

V2 V3 va
0 0.25 0
1 0.25 033
0 0.25 0.33
0 0.25 033

Expert No.2 (ND2) Vi
Variable 1 (V1) 1
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 0

Source: arranged by authors

Table-6: Third expert no

rmolized decision motrix

Expert No.3 (ND3) Vi
Variable 1 (V1) 1
Variable 2 (V2) 0
Variable 3 (V3) 0
Variable 4 (V4) 0

V2 V3 va
0 0.33 0.25
0.5 0.33 0.25
0 0.33 0.25
05 0 0.25

Source: arranged by authors
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In order to avoid menipulating the responses which arrived
from the experts and the possibility to enjoy the pristing
views ond to avoid the errors which occur in ossessment
while responding, it wos trying to synthesize the comments
of these specialists in a grouped decision-moking motrix by
amoth method in which this combination con be called as o
type of “quontitotive consensus”. In order to avoid
interference of reseorchers in setting ond reguloting the
structure of the reseorch issug, the Delphi method wos not
used. A critical element in the group decision moking is the
importonce terms of sach member of the experts (inspired by
Azor ond Rajobzadeh, 2008).

In this regord, the comments of gach member may have o
special significance. This feature considered in accordonce
with the academic ronk of the members os the significonce
for the first person with the academic rank of Full Professor
wos considered, 3; for the second person with the acodemic
ronk of Associote Professor wos considered, 2; ond for the
third person with the academic ronk of Assistont Professor
wos considered, 1. Finally, to combine/synthesize the
comments (quontitotive consensus), the expert's decision—
moking group motrix colculoted os follows by using the
geometric meon ond the GAHP method (inspired by Azor
ond Rajobzadeh, 2008):

Table-7: Experts decision moking combined group motrix
(Synthesizing the comments)

Synthetic

Vi

V2

V3

V4

Variable 1 (V1)

0.707

0

0.315

0

Variable 2 (V2)

0

0.794

0.315

0

Variable 3 (V3)

0

0

0.315

0.301

Variable 4 (V4)

0

0

0

0.301

Source: arranged by authors

In this step, the model of ELECTRE used as ong of the
MADM methods to discover the relationships between the
variobles influencing the path on eoch other based on o
combination of the experts' comments. The opplication of
this approach builds on the concept of the explonation of the

relationships ond the effects ronking p — q between the
study variobles (inspired by Shi, Yong et al., 2009).

At first, the formation of the concordonce motrix requires
assessing the variobles' weights. In this reoson by using the
toble—7, the Shonnon Entropy method wos opplied to
calculote the weights which ore on the table—8; ond then the
formation of the concordance motrix is possible as shown in
Table— 0 through the weights of the variobles:

Table-8: Calculating weights of research variables by the Shannon Entropy method
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Vi

vz

Va4

V3

Vi

o707 ___— o

0.315

el ]

-1.155

vz

031s

——— o

-1.155

v

0.315

o |En
-1.155

-1.2

Ve

4]

SN 0.301

-1.2

EL

-0.721

-0.721

L

0787

0.260

=1,

0.868

0213

Wisdy/ d

0.33

0.08

.28

Source: arranged by authors

Table-9: Specify the collections Concordance and Discordance

Cancordance
Collection

Discordance
Collection

il

1.3.4

13,3

12,3
23,4
1,2,3

13,3

2,3,4

13,4

1,2,3,4

D3;

24

Day

14

Caz

12,4

Daz

Source

: arranged by authors

Table-10: Formoation of Concordonce matrix

Concordance
Matrix (1)
vi

vi

v2

0.67

v3

0.72

va

0.72

v2

0.69

0.72

0.72

v3
2]

0.69
0.41

0.67
0.59

0.92

1

Source: arranged by authors
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To determine the Effective Concordance matrix, threshold I  orequalto the threshold, reloting component in the motrix G
through the following formulais colculated: I=IKL/m(m-1)  is 1 ond otherwise is zero).
=0.71(If ony member of concordonce motrix, is greoter thon

Table-11: Formation of Effective Concordonce motrix

Effective vi v2 v3 va
Concordance (G)

vi - [} 1 1

V2 o — 1 1

v3 o [} — 1

v4 0 0 1 —

Source: arranged by authors

Also by using the group decision-making motrix of experts  in Table 9, concordonce matrix was formed as toble— 2:

Table-12: Formation of Discordonce motrix

Discordance vi v2 V3 va
Matrix (NI)

Vi — 1.00 0.42 0.42
V2 0.89 — 0.38 0.38
V3 1.00 1.00 = [}
v4 1.00 1.00 1.00 —

Source: arranged by authors

To determine the Effective Discordance matrix, threshold  is smaller thon the threshold, reloting component in the
NI through the following formula is calculated NI =  motrix His 1 ond otherwise is zero).
NIKL/m(m-)=0.71(If ony member of discordonce matrix,

Table-13: Formotion of Effective Discordonce matrix

Effective Discordance Vi v2 V3 va
(H)
Vi - 0 1 1
V2 0 — 1 1
V3 0 0o = 1
\Z 0 0 0 —

Source: arranged by authors
The motrixes G ond H hove been combined with goch other  thot specified in toble—14:
and given the overall efficient ond comprehensive model
Table-14: Formation of the Overoll Effective motrix

Total Effective Vi V2 v3 va
Matrix (F)
Vi = 9] 1 1
v2 0 — 1 1
V3 0 o] = 1
v4 o 0o o —

Source: arranged by authors
The motrix toble14 shows the ronking os below which  study:
meons the “Explonation” of hypotheses ond model of the

Figure-1: The effective relationship between the research variables
Through a combination of experts’ opinions

Source: resulted by table-14

The hypotheses ond the pottern of the study are developoble  opinions ond by using the ELECTRE method os a.model of
are os follows by discovering the working relationships  opplied decision-moking in MADM. The relationship which
between the study voriobles through consensus of experts'  is shown os dotted suggested for the future study:

Figure-2: Explanation of the model of the smdy Based on the combination of experts’ opinions

Source: resulted by table-14
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Concepts and definitions:

Studying the foctors associoted with strotegic synergy,
found the concepts such os strotegic monogement ond
morketing monogement, which ore useful on the
orgomizational profitability, so that, they con be linked to the
increase in profitability which was the subject of synergy
between the strotegies “growth ond productivity” with
“morketing monogement” (Ohmag, 1992 ond David, 2000).

The present study, so, studied the impocts of growth ond
productivity on increasing the profitobility-bosed morketing
monogement os the mediating vorioble in the textile
industry. In this section, the concepts ond definitions
ossociated with the study voriobles were explained.

The development process of an effective strategy has
three steps as follows (Ali'ahmadi et al. 2014):

The first step: Identifying ond anolyzing the opportunities:
Observing the objective or subjective stimulus ond
identifying opportunities by careful people (the need of
textile buyers to be awore of fobrics prices).

The second step: Identifying and onalyzing the bottlenecks:
Identifying key success factors (KSF) ond fundomental
bottlenecks in using the opportunities such os customer
communicotion chonnels ond the collecting system of the
lotest informotion on textiles price.

The third step: Proposing the strategy: Selecting the most
oppropriote hypothesis using the key copabilities in
bottlenecks like on introduction in the telephone, internet,
ond website to the clients ond ocquiring the informotion
required for apayment (Ibid).

Growth strategy:

The growth strategy is to increase revenues by ochigving
intongible orgonizotion resources which improve the firm's
profitobility. Koplon ond Norton (2008) suggested the
growth strategy, including the concepts such os the creation
of the advontoges ond values which ore expected by
customers ond affected by good or bod octivities of the
compony.

The present study divided the growth strategy into four
sections (inspired by Rasouli and Salehi, 2014)
including:

1— Heterogeneous diversification strotegy involving the
new product introduction, but unreloted to rivals'
products.

2— Homogenous diversificotion strategy involving the new
additional product ond reloted to rivals' products.

3— Horizontol growth strategy involving the geographical
development of the compony's products ond increosing
the number of goods ond services.
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4— Vertical growth strategy involving the tosks or octivities
which were used to be done by a.supplier or distributor.
Vertical growth leads to the vertical integration (Ibid).

Given these explanations, the hypotheses are presented
in this section as follows:

Moin Hypothesis 1: “Growth strotegy” impocts on
morketing monogement.

Sub-hypothesis 1: Heterogeneous diversification strategy
impocts on morketing monogement.

Sub-hypothesis 2: Homogenous diversification strotegy
impocts on morketing monogement.

Sub-hypothesis 3: Horizontol growth strategy impocts on
morketing monogement.

Sub-hypothesis 4: Vertical growth strotegy impocts on
morketing monogement.

Productivity strategy:

Productivity described as costs reduction by oachieving
intongible orgonizational resources based on busingss units'
administration ond by octual tronsactions to provide high—
quality goods ond services, oppropriote responding to
comments ond suggestions, perfect behavior ond
deliberotely ignoring short-term benefits to achieve long—
term advontoges. Productivity strotegy is to create, mointoin,
ond reinforce orgomizational resources (Koplon & Norton,
2008) ond is divided into the three dimensions (Aoker, 2014)
as follows:

1— Product design strategy which is developing ond
monufocturing the products which save costs.

2— Production/operation plon which is produced or
operated os costs reduction using row moteriols,
distribution, (competitive) workforce, place,
(omtomatic) production process, equipment ond
overhead.

3— Experience curve strotegy which is a cost reduction
using experiences (Ibid).

Therefore, the hypotheses in this section presented as
follows:

Moin Hypothesis 2: “Productivity strategy” impocts on
morketing monogement.

Sub-hypothesis 5: Product design strategy impocts on
morketing monogement.

Sub-hypothesis 6: Production/operation strategy impacts on
morketing monogement.

Sub-hypothesis 7: Experience curve strotegy impacts on
morketing monogement.
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Marketing management:

Morketing monogement plays o key role in mony
commerciol tronsoctions, especiolly in non—profitoble
conditions. Profitobility tronsoctions include features such
as morketing os well as control ond operation, which
highlight the significont role of strategic morketing
monogement in profitobility (Poissont, 2010).

Moreover, occording to Solomon (2013), some common
beliefs in the morkets, which play o key role in customers'
behavior include brond, shop, price, advertissment ond
promotion, product ond poackage (Solor, 2014).

Morketing manogement defined os the monner of plonning
ond implementation of ideo, pricing, promotionol
advertising ond distribution of ideos, goods, ond services to
conduct tronsoctions to meet individual ond orgonizational
needs (Kotler, 2009).

The hypotheses ossocioted with variobles of marketing
monogement ond orgemizotion's profitobility now presented
as follows:

Moin hypothesis 3: Morketing monogement impocts on
increasing profitobility.

Strategic marketing management:

The strategic monogement model, which stipulates the
hypotheses of the strotegy, is developed by using the synergy
between intangible ossets (growth ond productivity) ond
tongible ossets such os businegss units' administrotion in
orgonizotions ond morketing monogement. Using the BSC
method, the hypotheses os the bosis of the strotegy is formed
which use the cousal relationships to clorify the mop or the
strategic monogement model (Kaplon & Norton, 2008).

Strategic morketing monogement describes the degree of
synergy between the strategies of growth and productivity
with morketing monagement. The features of marketing
strategic monogement include mentol, sensory ond objective
obilities. An increose in profitability is on outcome of
strategic morketing monogement, which is defined os the
synergy of mental copobilities such os “growth”, physical
copobilities such as “productivity” ond sensory copobility
like “morketing monagement”. In which manogers moke o
profit as aresult of strategic purchosing ond selling (inspired
by Kaplon & Norton, 2008; Kotler, 2014).
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Increasing the profitability:

Profitobility is o foctor that enobles orgonizotions ond
industries to increase their own revenues ond reduce the
costs by moking the relationship between strotegic
monogement ond morketing monogement so that
orgonizotionol profitobility is enhonced (inspired by
Gogonis gtol.,2015).

Behavioral tendency or morketing monogers' plon increoses
the likelihood of profitability. Behavioral intention indicates
the degree of the trend in morksting monogers to perform the
torget behavior. Effects of behavioral intention or oction
show thot the monogers ore willing to be involved in ways
with on increose in profitobility (inspired by Robbins, 2008).

Bosed on the results obtained from the bockground of the
present study, the hypotheses developed ore os follows:

Main hypotheses:

Moin Hypothesis 1: The strategy of growth impacts on
morketing monogement.

Main Hypothesis 2: The strotegy of productivity impacts on
morketing monogement.

Moin Hypothesis 3: Morketing monogement effects on
increasing the profitability.

Sub-hypotheses:

Sub-hypothesis 1: Heterogengous diversificotion strotegy
impocts on marketing monogement.

Sub-hypothesis 2: Homogenous diversification strategy
impocts on morketing monogement.

Sub-hypothesis 3: Horizontol growth strotegy impocts on
moarketing monogement.

Sub-hypothesis 4: Vertical growth strotegy impocts on
morketing monogement.

Sub-hypothesis 5: Product design strotegy impocts on
morketing monogement.

Sub-hypothesis 6: Production/operation strategy impacts on
morketing monogement.

Sub-hypothesis 7: Experience curve strotegy impocts on
morketing monogement.
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The conceptual model of the research

s

" Independent variables

Growth strategy:
1-heterogeneous diversification
2-homogeneous diversification
3-horizontal growth
4-yertical growth

Productivity strategy:
1-product design
2-operation / production
3-experiment curve

- -inspired by Kaplan & Norton, {2008)

Intervener variable

Marketing
Management

Dependent variable

Increasing the
Profitability

Figure-3: The conceptual model of the research

Section 2: Verification of the hypotheses ond the model of
the study

The research methodology

It was on opplied resgorch regarding objectives ond osurvey
regording the descriptive method used.

Statistical population

The stoatistical populotion of this study includes oall
orgonizotionol monagers ond employees.

Statistical sample and sampling method

The somple size colculoted bosed on the unlimited
population formulo owing to lack of access to detailed
stotistics on orgomizotionol monogers ond employees.

Sample size:

The study somple wos obtoined using the unlimited
population sompling formulo os follows (Bowker&
Liebermon, 1996):
z¢ x g?
2
€

n= 2

n: minimum somple size;

Za/2: is estimated os 1.96 considering o confidence interval
0f95%;

&: allowable toleronce of error (gstimation accurocy) which
is considered 0.05;

2: varionce of the population;

The somple size estimated 384 bosed on the unlimited
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population somple size ond determinotion formulo of o
confidence intervol 0of 95% ond vorionce of 0.5.

~(1.96) 2 x (0.5)°

0,05 = 384

The method of sampling:

The cluster sompling wos used in this study to account for
the geogrophical clossification (Azor & Momeni, 2012).

Data collection tools:

Stondord questionnaires ond the methods presented in the
following were used to collect doto, (Ahronjoni, 2014).

Librory studies:

Librory studies comprised the investigation of documents to
develop the theoretical bockground, which included the
study of specialized books, articles, journals ond scientific
publications (Quivy, & Compenhoudt, 2006).

Interview with managers and experts:

Determining appropriate components by the sociol, cultural
ond busingss atmosphere ond the cose study of Ironion
Textile Industry.

Using the questionnaire:

The questionnoire of growth strotegy wos adopted from
“Strategy-oriented orgonizoation” by Koplon & Norton
(2008) ond “Advonce strategic monogement” by Rosouli &
Salehi (2014). The questionnaire of productivity strotegy
was developed bosed on “Market strotegic monogement”
Aoker (2014). The survey of morketing monogement ond
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increasing the orgonizational profitability was also prepored
by using three importont references, including “Marketing
monogement” ond especiolly “Morketing 3.0: From
Products to Customers to the Humon Spirit” by Kotler
(2011).

Statistical method and data analysis

The present study used descriptive ond inferentiol onolyses.
The dota collected were onalyzed in SPSS while
confirmatory foctor onalysis (CFA), regression model os
well as poth onalysis ond structurol equation modeling wos
used to omolyze the doto collected from the stondord
questionnaire in LISREL.

Volume 9 Issue 7, Jan. 2017

Validity and reliability of the data collection tool

Content legality ond constructs legitimocy used to confirm
the questionnaire validity. To develop aomodel of the study
ond to meosure content volidity, experts' opinions were used,
ond the CFA was used to measure constructs validity.

The reliability of the tool is also confirmed by colculating
Cronboch's alpho.

The Kaiser-Mayer-Olkin (KMO) test

The KMO test is used to ossess the adequocy of
sampling. Toble— Sshows the results of the KMO test for
each of the variobles.

Table-15: Results of the KMO test

Variable KMO value
Growth strategy 0.814
Productivity strategy 0.780
Marketing strategy 0.758
Increasing the profitability 0.775

Source: arranged by authors

According to toble—5, all the KMO coefficients are higher
thon 0.7 which suggests the adequocy of sampling in the
foctor onolysis. Figures 4-7 illustrote the results of the
construct validity of the study questionnaire, obtained using

CFA. Table— 6 shows the results of Cronboch's olphaond the
survey reliobility. The Cronboch's alpha received is more
thon 0.7 which suggests occeptoble reliobility.

Figure<4: Standard estimation model of “productivity strategy™

Source: output of LISREL Software

» AdE=241, P-value=0.00000, RM3IEA=0.O053

Figure-5: Standard estimation model of “growth strategy™

Chi-Square=209.74,

www.pbr.co.in

df=131, ®P-value=0.00000. RMOEA=O.048
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Figure-6: Standard estimation model of “marketing management”
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Source: oulput of LISREL Software

Figure-7: Standard estimation model of “increase in profitability”
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Source: output of LISREL Software

Table-16: Reliobility of the study constructs

Construct Cronbach's alpha
Growth strategy 0.958
Heterogeneous diversification 0.885
Homogenous diversification 0.858
Horizontal growth 0.875
Vertical growth 0.888
Productivity strategy 0.916
Product design 0.866
Production/operation 0.804
Experience curve 0.784
Marketing management 0.780
Increasing the profitability 0.791

Source: arranged by authors

Pearson analysis

The potential relationships omong the study components
should first be identified before investigoting the hypotheses
ond determining the possible effects of components on ong
onother.
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Table— 7 shows the results of the Pearson test conducted to
determine the correlation omong the study voriobles.
Moreover, the obsence of relotionships between the
components ceoses the investigation of the related
hypothesis.
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Table-17: Peorson correlation results

Variable 1 2 3 4 5 6 7 8 9 10 11
Heterogeneous 1 - - - - - - -
diversification
Homogenous 0.821" 1 - - - - - - -
diversification
Horizontal growth 0.675  0.710 1 - - - - - -
Vertical growth 0.774° 0.752° 0.806 1 - - - - -
Growth strategy 0923 09200 0849 0916 1 — - - -
Product design 0936  0.783 617 0710  0.862 1 - - -
Production/operation 0.850  0.685  0.622°  0.692° 0799  0.794 1 - -
Experience curve 0.657  0.699 0702 0.862  0.803 058 0575 1 -
Productivity strategy 09127 0825 07497 0879 0939  0.880 0878  0.863 1
Marketing management 0590  0.626  0.597  0.697  0.693  0.628° 0498 0773  0.744 1
Increase in profitability ~ 0.599°  0.619  0.711° 0798 0.743 0629 0535 0841 0788  0.852 1
N=384 ** p<0.01

Source: arranged by authors

As seen in toble-17, there are relationships among all the
study components ond the hypotheses con, therefore, be
assessed.

Findings

Statistical description ond onolysis methods, especially path
onolysis, utilized to onalyze the dato. The descriptive
statistical results obtained ore given in table—18.The first

step in poth onolysis is to determine o pre—experimentol
structurol model comprising oll the variobles. Directions of
flow in different poths indicote the relotionships between
variobles. To drow the path diogrom, nomes of variobles ore
first written ond orrows ore then leorned from each varioble
toward the voriobles on which we beligve it is effective to
compare the effects of the model voriobles.

Table-18: Descriptive statistics of the study somple

Description Frequency Relative frequency Cumulative relative frequency

Male 249 64.8 64.8
Gender

Female 135 35.2 100
Under 20 21 5.5 5.5
21-30 176 45.8 51.3
Age 31-40 127 33.1 84.4
41-50 42 10.9 95.3
Over 50 18 4.7 100
High school diploma 93 24.2 24.2
Associate degree 60 15.6 39.8
Level of BS 171 44.5 84.4
education MSc 52 135 97.9
PhD 8 2.1 100
1-5 194 50.5 50.5
Frequency 6-10 99 25.8 76.3
of monthly 11-15 50 13.0 89.3
marketing 16-20 24 6.3 95.6
More than 20 17 4.4 100
Less than 1 year 119 31.0 31.0
1-2 years 160 41.7 72.7
ex;’;’:’i:‘nce 2-3 years 57 14.8 87.5
3-4 years 30 7.8 95.3
More than 4 years 18 4.7 100

Source: arranged by authors

All the coefficients ond porameters of the model
stondordized in this output. Figure-8shows the significonce
of all the coefficients ond porometers of the model while
Figure-9 illustrotes the estimotes of the poth coefficients

www.pbr.co.in

between the model test variobles (for o foctor to be
significont, its obsolute significont value should be more
thon 1.96).
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: Significance value model (T) of the relations between
the model variables (associated with the main hypotheses)
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4084
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Chi-2quare=447.22, df=215, P-value=0.00000, RM3EA=0.074

Source: output of LISREL Software

: Estimation model of (path coefficient) of the relations
between the variables (associated with the main hypotheses)

Chi-Square=447.22, df=215, P-value=0.00000, RMSEA=0.074
Source: output of LISREL Software

The following toble is displayed to represent the  relotionships ond the coefficients of the porometers better.

Table-19: Testing the study hypotheses

Independent Depend dependent variable Degree Significance Result (approval or Degree Significa Result (approval or rejection
variable variable dimension of effect value rejection of the sub- of effect nce value of the main hypothesis)
hypothesis)
Heterogeneous 0.037 0.144 The first sub-hypothesis:
diversification Rejected
Homogenous 0.173 3.64 The second sub-
Growth Marketing diversification hypothesis: Approved The first main hypothesis:
strategy management Horizontal growth 0.404 4.76 The third sub-hypothesis: 0.665 11.14 Approved
Approved
Vertical growth 0.244 3.72 The fourth sub-
hypothesis: Approved
Product design 0.249 4.15 The fifth sub-hypothesis:
Approved
Productivity Marketing Production/operation 0.221 3.56 The sixth sub-hypothesis: 0.164 3.89 The second main hypothesis:
strategy management Approved Approved
Experience curve 0.377 5.06 The seventh sub-
hypothesis: Approved
Strategic Increase in The third main hypothesis:
marketing profitability | s e 0.518 9.66 Approved
management
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According to toble-19, horizontal growth (score: 0.404),
verticol growth (0.244) ond homogeneous diversification
(0.173) are dimensions of growth strategy with respectively
the highest effects on morketing monogement. Similorly,
experience curve (0.377), product design (0.249) ond
production/operation (0.221) ore dimensions of
productivity with the respectively the highest effects on
morketing monogement. Furthermore, marketing
monogement or strotegic morketing monogement (0.518)
significontly offects increosed orgomizational profitability in
the textile industry across the country. Also, growth strategy
(0.665) was found to have higher effects on the varioble of
trust compored to the productivity plon.

Model fitness results

Besides estimoting the model coefficients ond errors,
LISREL provides o series of fitness indicators to help the
researcher test the model fitness. Fitness indicators obtained
show that the model is in good conditions os the ratio of chi—
square to the degree of freedom (y2/df) is 2.79 and 2.07.
They are less than the allowable limit (3) as was the case for
RMSEA with values below the threshold of 0.08 (0.043 and
0.074), suggesting no need for modifications. The P-value is
0.000, which is less thon 0.5 whileg all the significance values
associated with the model poarameters are higher thon 1.96
ond therefore significont.

Conclusion

The present study investigoted the effects of strategies of
growth ond productivity on the increose in profitability of
orgonization by emphosizing morketing monogement os the
medioting vorioble. The primory purpose of this study wos to
proposg criterio to encourage morketing monogers to use
growth ond productivity in different conditions ond
industries, especially textile industry, by creating
competitive odvontoge. The findings suggest thot the
strategies of growth ond productivity significontly offect the
morketing monogement, which in turn considerobly offect
on orgonizotion increase in profitability in the Tranion textile
industry. In foct, growth ond productivity offect the
orgomizational increose in profitobility through morketing
monogement. Horizontol growth, os o dimension of growth
strategy ond experience curve, os on ospect of productivity
strategy, hos the highest effect on morketing monogement
ond ultimotely offect the orgonizational increose in
profitobility in textile industry through the vorioble of
morketing monogement. Morgover, the growth strotegy is
more effective thon o productivity strategy in morketing
monogement. Although the first sub-hypothesis, indicating
the effectiveness of various diversifications in morketing
monogement, wos rgjected, growth ond productivity
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strategies, in generol, have positive effects on morketing
monogement ond commercialization monogement olso has o
positive effect on the orgonizational increase in profitobility.

Recommendations for future research

The design of the existing study was to identify the role of
morketing strotegic monogement in on increose in
profitobility of the study orgenizotion in the Tronion textile
industry. Other variobles ond strategies con be explored in
future studies. It is worth mentioning that morketing
monogement os o new study orea in strotegic monogement
requires extensive reseorch to identify its different
dimensions. The effects of the rest of growth ond
productivity components are therefore recommended to be
studied in marketing monogement ond subsequently
orgonizotionol increase in profitability.

Practical recommendations of the study

Given that morketing monogement is o key foctor in the
orgonizoationol increose in profitobility, morketing monogers
of orgonizations ore recommended to improve their teom
profitability by trying to identify, develop ond reinforce
corporote strotegies ond gnoble their components. Monogers
of teams are supported to creote the best conditions for their
orgonizotion ond industry ond pove the way for the
development of their team by using morketing strotegic
monogement ond the synergy between finonciol ond non—
finoncial strotegies to estoblish morketing strategic
monogement. Optimization strategies ore recommended to
be odopted in morketing monogement to pave the way for
growth, productivity ond increose in profitobility of
orgonizotions. Monogers could also be integrated into
orgonizotionol missions ond visions by maintoining the
synergy between hidden strotegies ond morketing
monogement to see positive effects of their ottempts for
excellence. Tt olwoys emphosized that middle monogers
choose appropriote behaviors in occordance with
competitive strotegies while maintoining the operational
ond social advontoge and ovoid weokness ond fragmentotion
in the implementation of growth ond productivity strotegies.
It will couse the stoff to believe that the atmosphere,
governing their orgonizotion is strotegy-oriented ond the
team respects their performonce. This type of meosures
creotes the spirit of cooperation ond results in the positive
synergy. Also, ateom of experienced, motivated ond creotive
monogers ore recommended to be formed to exchonge ideos
on strategies for increasing ond reinforcing profitobility in
working group sessions, oppreciote o good job to strengthen
ond promote them, moke constont attempts to estoblish work
business continuity omong the stoff ond involve them in
orgonizational objectives.
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Source: An Introduction to"Strategic Marketing Management™
inspired by Balanced Scorecard (BSC), Kaplan & Norton, (2008)
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Figure-10: Final Conceptual Model of the Research
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