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ABSTRACT
This Study has been carried out to investigate managerial, technical and communicational infrastructures
affecting the electronic marketing of agricultural products from the point of view of Jihad Agricultural
Organization experts of Ilam Province. The current research is considered an applied one regarding the
objectives and a field research regarding the data gathering method and as an empirical study due to the fact that
the independent variables are not completely possible. The statistical population of the current study includes all
the experts working at the Jihad organization for agriculture in Ilam Province which add up to 463. The sample
size was 210 participants, which was calculated by the Cochran’s formula and the stratified random sampling
method. The face validity of the questionnaire was confirmed by the experts related to the field, and high internal
consistency was demonstrated by a Cronbach’s Alpha Coefficient of 0.88. The data analysis was carried out
using SPSS software application. The results of the study showed that there seems to be a significant effect of
communicational, technical and managerial variables in electronic marketing of agricultural products in Ilam
Province, and 64% of the variance in electronic marketing was explained by these independent variables.
Keywords: Electronic marketing, agriculture, communication infrastructure, technical infrastructure, managerial
infrastructure.

INTRODUCTION

resulting in the necessity to pay the middlemen
(Gholamrezaee et al., 2008). Also they have to sell their

One of the issues related to the manufacturing cycle

products for a very low price due to their low income

of agricultural products is marketing and accessing the

and high monetary needs. This is while in today’s age it

customers, which is due to the dispersion of rural

is very much easy with the e-commerce emerging

districts and the production sites of agricultural

everywhere to gather information regarding the last

production and their distance from markets. Hence for

prices in the market, the customers, and the major

the rural residents and farmers, which are considered

shopping centers and with this plethora of information

small producers, going directly to the city markets and

one can definitely make a correct decision (Rasekhi,

transporting the products directly is not cost effective

2003). Meanwhile, a growing segment of customers are
created who have an understanding of technology who
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prefer the information technology based distribution
systems to the traditional ways of acquiring these
services. Satisfying the needs of this particular group of
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customers it is not that easy using the traditional

land are dedicated to the irrigated and rain fed crops in

structures of marketing systems and hence it is necessary

Ilam Province with the most common crops including

to establish a proper context and acquire the needed

wheat, barley, peas, canola, tomato, cucumber, rice, corn

technologies. With the development of electronic tools

and so on. Many of the mentioned crops and other

and e-marketing, manufacturing enterprises especially

produced yields are usually traded using private

commercial agricultural product plants are highly

marketing channels and without the government having

affected. However, the presence of different problems

any influence, so there is a lot of broker and middlemen

and issues regarding agriculture product manufacturing

interference and hence a small share of the final price of

as well as their marketing and distribution lead to the

the products will be earned by the farmers. Generally;

fact that in spite of high quality of the domestic products

the least efficient but most common marketing path in

compared to the foreign ones, the Iranian agricultural

agricultural products supply, especially in Ilam Province,

products do not possess a high level of appearance in the

is the path depicted as producer-middlemen-wholesale-

international markets (Torkmani, 2001). And the current

customers. This is while the best path for marketing

state is that the agricultural products are mostly

agricultural products is depicted by producer-customers.

purchased by the middlemen offering the lowest prices

Hence the presence of agricultural producers (farmers)

possible and are redirected to the main markets, which

in the final selling market will increase the efficiency of

begs the necessity of fundamental changes in the Iranian

the market (Amirnejad, 2010). Among the barriers

agricultural products marketing system. One of the

facing the farmers and agricultural producers to be

solutions which can be of great help in the current state

present in the market as the sellers, we can mention high

of the agricultural products marketing system of Iran

distance from the market (the distance aspect), the poor

would be electronic marketing (e-marketing) due to the

conditions of the roads, the poorness of the producers,

fact that the majority of Iranian agricultural products

lacking or shortcoming of transportation vehicles,

such as pistachio and saffron are considered commercial

uncertainty about the presence of customers in the

and appropriate for export, e-marketing can solve the

market and so on. On the other hand the information

major problems and issues of agricultural producers and

index whether market information or goods information

it is also able to cut the middlemen in many aspects of

increases the likelihood of the participation of producers

the selling process (Woun, 2007; Alavioun et al., 2012).

in the markets as the final sellers (Alavioun et al., 2012).

the

Hence regarding the challenges facing the farmers and

telecommunication company of Iran in the year 2012 the

agricultural crops producers, particularly in Ilam

total mobile penetration rate for Ilam Province was 5.61

Province, e-marketing can easily bridge the gap between

percent which is higher than the national average. In this

the rural districts and the markets using electronic

province there are 299 resident villages equipped with

transactions and it can provide market information for

ICT offices. Also more than 95 percent of the resident

the farmers and with the middlemen gone the presence

villages in Ilam Province possess telecommunication

of producers as the final sellers will be extremely

connection (ringing phones). Based on the information

facilitated. E-commerce with its higher speed and

retrieved from the website of the Iranian census and

efficiency and reducing the transaction costs which is the

information bureau, annually 84086 acres of farming

most successful method of reducing the final cost of the

Based

on

the

data

published

by
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products, has been able to provide a new arena of

and bandwidth), online services index and human

competition, so that losing the sight of this evolutionary

resources index (Alavioun, 2012). Hence regarding the

process will lead to isolation in the international markets

fact that in modern days there are significant

or a very small share of the market. In other words,

developments in the information technology field, many

st

marketing in the 21 century will be very different from

service enterprises provide their goods through internet,

what it has been up to now (Dehghan, 2004).

on the other hand with the widespread global trade, Iran

Marketing comes in different types including

have to embrace the electronic services in order to stay

exchange marketing, database marketing, interactive

up to date with the global players because the global

marketing and the network marketing. With the dawn of

conditions dictate that service and goods distribution

internet and e-commerce, the fifth kind of marketing, e-

systems should be based on information technology and

marketing, was introduced. E-marketing is defined as the

as mentioned before in today’s world the customer

process of using internet and other communication

prefer acquiring different services using electronic

technologies as a means of connecting the seller and the

means and the development of e-marketing has been

customers (Brodi et al., 2007:5). Agricultural e-

influencing the commercial agricultural products as well.

marketing will greatly help the omission of middlemen,

So in this study, with a special attention to the

decreasing the costs and finding the customers. The

importance of agricultural products marketing, using this

majority of the farmers own small farms and they have a

technology in marketing is dealt with from three points

tight budget. Hence the most important issue here is how

of

to design in system which helps the farmers to

communicative aspects of agricultural products in Ilam

electronically sell their produced crops (Woun, 2007).

Province. However since agricultural products marketing

Using the information technology in different economic

includes

sectors including the agricultural sector is gaining much

accompany the products from the farms to the

more driving force in many different countries. For

consuming centers, studying marketing needs a certain

instance in South Korea 56 percent, in Singapore 50

framework one of the most common is the practical

percent, in Cuba 45 percent and in Egypt 20 percent of

approach which categorizes marketing activities into

the farmers use the information technology tools such as

exchange activities, physical activities and facilitative

internet

But

activities. Exchange activities include buying and

unfortunately the economy of Iran bears a deep digital

selling, physical activities include inventory, conversion

gap with the average world economy. In 2010 Iran’s

and transportation and finally facilitative activities

rank in digital economy was 69 and in the rank related to

include grading, standardization and packaging (Abyar

electronic government it landed on the 102 stage of the

& Zaad, 2007). Hence, we decided to study different

world (EIU, 2010). Digital economy is a set of six

aspects of this issue regarding the importance and

measures including the communication index, the

position of the agricultural sector in the national and

commerce index, socio-cultural index, legal index,

provincial development as well as issues related to

government policy index and users-enterprises index.

agricultural products marketing. The main problem of

Electronic government is a set of three indices including

the present study is that the managerial, Technical and

communication index (landline, mobile, internet access

Communicational infrastructures were not adequately

in

their

career (UNCTAD, 2010).
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prepared regarding electronic Marketing of Agricultural

using SMS. Ali Ahmadi and Rezaee. (2008). in a paper

Products in Ilam Province. We hope that the results of

titled

the current study can provide guidelines for designers,

regarding the development of e-commerce” stated that at

planners

the

the time of introducing new technologies in different

agricultural conditions of the region and also realizing

parts of the world, proper and improper usages for them

the objectives of rural development. Hence the main

emerge. This scenario in the technology importing states

question of the current study is that how much can the

has got a higher likelihood of improper usage due to

technical, communicative and managerial infrastructures

improper implementation and wrong attitudes. They

be effective in the e-marketing of agricultural products?

finally reached the conclusion that traditional marketing

and

policy

makers

for

improving

“identifying

different

e-marketing

models

2. Theoretical Review:

and e-marketing should be implemented in congruity

Regarding the topic of the current study, several

which leads to synergy and for realizing this objective an

theoretical and empirical researches have been carried

extensive marketing strategy should be devised.

out which generally only briefly deal with the subject.

Mamdouhi and Seyyed Hashemi. (2008). in a study

And to give insight to the issue of the study, the

titled “marketing strategy implementation barriers:

following previous studies and researches were chosen

providing a categorization and rating scale for the Iran

and went through as because of their close relationship

Khodro company” reached the conclusion that in a eight-

to this study.

stage categorization the stage for managerial barriers is
the most important one and then structural barriers,

Alavian et al. (2012). in a study with the objective to
evaluate the feasibility of e-marketing rice in Rasht City

cultural,

District showed that around 80 percent of ICT office

resources and resources are ranked respectively. This

managers and 68 percent of paddy cultivators have a

means that in this company scarcity of the resources was

high tendency of using e-marketing for the rice crop and

not a barrier in carrying out the marketing strategy and

more than 70 percent of the participants chose ICT

regarding this aspect the company did not suffer a

office networks as the best option for e-marketing.

shortcoming, rather other stages and aspects form the

Finally based on the results of the study two models

main barriers. Seyyed Javadin et al. (2007). in a study

were proposed. The first model of exchange between the

deal with the investigation of marketing strategies in e-

farmer and the customers involves a website for

markets of dominant manufacturing firms in Iran and

catalogue selling and the second model is carrying out

their results showed that the marketing strategies in e-

the exchange using the ICT offices as the middleman

markets can be categorized into four classes namely

between the farmer and the customers. Rural ICT offices

exchange marketing strategies, database marketing

had a middleman role in both of the models for carrying

strategy, relation marketing strategies and knowledge-

out the buying and selling processes. Mira and Najafi.

based marketing strategies. Moreover investigating the

(2009). investigated and analyzed the penetration and

status of the Iranian dominant companies showed that

success factors as well as the challenges and barriers of

the majority of these firms are looking for adopting

e-marketing using short message service (SMS). They

exchange marketing strategies which are not in

concluded that advertisement is very important in

congruity with the modern economics. Kalantari et al

marketing and a new method of advertisement is by

(2005). Evaluated the marketing conditions of livestock
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and poultry production cooperatives in the chosen

reached the conclusion that three important factors are

provinces.

products

effective in accepting ICT which include the rural

distribution and transportation channels from the

resident environment, education difference, and income

producer to the cooperation to the retailers and at last the

difference. Then they investigated the barriers of using

customers of dairy products had not got the attention it

ICT in agriculture which showed that factors such as

deserved. Also in the majority of cases the dairy

lacking the proper knowledge about the technology,

products had been delivered to the wholesale retailers

uncertainty about the agricultural crop markets, lack of

instead of direct delivery to the customers. Dehghan.

infrastructure in the village and lack of financial

(2004). in a study investigated the necessary alteration in

facilities

the marketing process in the world’s food producing

implementing information technology tools in the Indian

firms in order to realize the e-marketing. In this study

agricultural sector in the studied regions. Woun .(2007).

the researcher investigated the required conditions for

proposed a commercial system for electronic sale of

the realization of e-marketing in Iranian food industries

agricultural products which deals with selling, financial

and then in order to direct the marketing managers of the

analysis and market prediction and includes three main

food production companies of the country they proposed

parts: 1- the financial part, 2- the order part which is

a model for implementing e-marketing. His results show

responsible for product information gathering and status

that the required conditions for realizing the e-marketing

analysis, and 3- the managerial part which supervises

process in the food production companies have not been

buying and selling. Also a database section was

met but the proposed model is accepted by the marketing

considered which records the fundamental information

managers of the food production companies. Shahrokhi

such as the selling rate, the selling costs, orders, market

Yeganeh (2001). in a research deals with evaluating the

price and so on. Martin and Jagadish .(2006) in a study

feasibility of applying information technology (internet)

investigated the marketing range and marketing system

in order to decrease the transportation problems and the

efficiency in fresh crops of New Guinea using the supply

pollution of Tehran City. The variables studied in this

chain model. Their results confirmed the dynamic nature

research include: personality traits of the individuals, car

of the marketing system which in turn means the

access rates, computer access rate, familiarity with

development of New Guinea markets in the current

computer and the internet, the internet usage rate,

conditions. Marketing services were carried out by the

people’s work activities, educational and academic

private sector and the market activists competed for

activities of the individuals, recreational activities of the

creativity in the development of these services and they

individuals, buying goods and services and the effects of

consider the customers’ needs. The infrastructure’s

using internet on decreasing the transportation problems

weaknesses led to limited services and increasing related

of Tehran. Also he shows that using internet in Tehran

costs. Finally they concluded that using the supply chain

City can have a very effective role in reducing the

framework can provide a great understanding about the

transportation problems. Particularly this technology can

agricultural marketing systems efficiency in developing

have a great role in reducing the pollution rate of Tehran

economies. The Hawaiian agricultural organization

City. Kumar et al .(2010). Carried out a study on 200

(2006)

farmers from 40 poor and remote villages in India and

competency of the farmers, internet infrastructures and

They

finally

concluded

that
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product delivery to the market in order to investigate the

objectives and a field survey regarding the data gathering

feasibility of e-commerce in small agricultural firms and

method. Also it is an empirical study due to the fact that

then they designed a website which was able to host a

the independent variables are not completely possible.

shopping cart model as well as electronic payment. The

Regarding the methodology of the study it is considered a

farmer delivers his crops to the agricultural firms and a

causal one. The statistical population of the current study

central firm will take the responsibility of delivering the

includes all the experts working at the Jihad organization

goods to the customers. This plan was backed up by the

for agriculture in Ilam Province which add up to 463. The

agricultural ministry of the USA and in 2006 it started

sample size was 210 participants, which was calculated by

with 24 agricultural firms. Shahata et al .(2006)

the Cochran’s formula and the stratified random sampling

interviewed 147 cooperative managers in order to

method. The statistical sample selected from the 8 city of

evaluate the feasibility of e-commerce in agricultural

Ilam province by using probability sampling. This means

cooperative companies. The results showed that almost

that the number of experts in each city divided by total

46 percent indicated their tendency towards using e-

population experts, and the resulting number is multiplied

commerce and among them 33 percent indicated that

by 210. The sample subjects were asked to fill out a

they needed technical assistance and 19 percent were

questionnaire as a means of gathering the required data.

willing to invest in this plan.

Research tool has been prepared based on theoretical
framework and Literature review. The face validity of the

3. Research Objectives:

questionnaire was confirmed by the experts related to the

The main objective of the current paper is to

field of Marketing and Business Management in the

investigate the effect of managerial, technical and

university of Ilam and Islamic Azad University of Ilam.

communicational factors affecting in e-marketing of

Thus, some of the question of questionnaire was removed

agricultural products in Ilam Province during the time

or Modified based on their vision. In order to confirm the

period from 2012 to 2013. The most important specific

stability of the questionnaire the Cronbach’s Alpha

objectives of the current study are the following

Coefficient was used which was calculated to be %884, an

* Determining the priority of managerial, technical,

acceptable range which was enough for gathering

and communicational factors from the point of view of

information. independent variables of the study include

participants

technical variables (7 questions), communicative variables

* Evaluating the effect of technical, communicative

(5 questions) and managerial variables (8 questions) and the

and managerial variables in the agricultural products e-

dependent variable of the research is the feasibility of e-

marketing

marketing for the agricultural products of Ilam Province (4
questions).

* Determining the cumulative share of technical,
communicative and managerial variables in explaining
the variance in agricultural products e-marketing in Ilam

5. Results and Discussion

Province.

5.1.

Communicative

and

Informatics

Infrastructure
Table (1) shows the status of communicative and

4. Methodology:

informatics factors related to implementing e-marketing

The current study is an applied study regarding the
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of agricultural products. In order to identify the most

organization’s structure with the marketing strategies

important effective factors in implementing agricultural

and the presence of ample information regarding the e-

products e-marketing, coefficient of variation (CV) was

marketing field were among the least effective and

used. The ranking results show that respectively the

important factors for implementing agricultural products

factors of congruity among the different sectors related

e-marketing.
The results obtained in this section indicate that

to production and marketing (Mean: 4.07, CV: 0.185),
and proper communication among the managerial layers

Production

and e-marketing information flow in managerial layers

separately and there has not been comprehensive

(Mean: 3.81, CV: 0.209) were the most effective

coordination among them. Second, the interaction

communication and informatics factors. Moreover the

between the different levels of organizational managers

factors

has not been effective.

of

congruity

of

the

Jihad

agricultural

and

marketing

sectors

have

worked

Table 1. The Status of Communicative and Informatics Factors Effect in Implementing Agricultural Products
Electronic Marketing
Item

Mean

SD

CV

4.07

0.753

0.185

1

3.81

0.798

0.209

2

Ample and proper communication among the task layers of marketing

3.77

0.825

0.218

3

the presence of ample information regarding the e-marketing field

3.71

0.843

0.227

4

congruity of the Jihad agricultural organization’s structure with the marketing strategies

3.92

0.935

0.238

5

congruity among the different sectors related to production and marketing
proper communication among the managerial layers and e-marketing information flow in
managerial layers

Rank

Source: Research Findings Scale: 1= low 2=below average 3=average

4=high

5.2. Managerial Infrastructure

conditions and fluctuations (Mean: 3.9, CV: 0.196). In

In order to evaluate the managerial infrastructure

contrast the item for the rate of creativeness among the

factors effect in implementing agricultural products e-

managers and experts of Jihad agricultural organization

marketing.

(Mean: 3.9, CV: 0.256) was the least important and

8 questions of

Likert interval five-point

5=very high

effective factor.

scale were chosen due to the fact that they are related to
managerial aspects and their importance had been

The result shows that the role of management in

showed before. The participants were asked to show

controlling infrastructure market is primarily important

how much they agree with them. As it can be seen from

to achieve the implementation of e-marketing. This

Table (2), the most important effective managerial factor

indicates that the producer, the consumer and business

in implementing agricultural products e-marketing is

markets tend to stabilize the market and Freed from the

strong leadership, controlling the market, and customers

power of market intermediaries.
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Table 2. The Status of Managerial Effective Factors in Implementing Agricultural Products Electronic Marketing
Item

Mean

SD

C.V

Rank

Strong leadership and controlling the market and customers conditions and fluctuations

3.9

0.768

0.196

1

The careful support of the higher management of Jihad organization for implementing
the e-marketing plan

4.14

0.865

0.208

2

Accurate skills of the managers regarding marketing, customers’ tendencies, customer
relations and …

4.11

0.885

0.215

3

Flexible management for identifying and implementing customer-approved changes in
agricultural products

4.01

0.922

0.229

4

The accurate skills of the management regarding the philosophy and cost and revenue of
e-marketing

3.88

0.899

0.231

5

Tendency of the organization’s management for using internet in marketing

3.89

0.929

0.238

6

The creativity of the managers and staff of Jihad organization

3.9

1

0.256

7

Risk-taking rate for the managers and staff for accessing the customers using a website

3.55

0.968

0.272

8

Source: Research Findings

Scale: 1= low 2=below average

3=average

effects

in

4=high

implementing

5=very high

agricultural

products

e-

marketing in the studied region. In contrast the items of

5.3. Technical Infrastructure
in

the widespread presence of ICT offices in villages and

implementing e-marketing in agricultural products was

crop producing regions as well as the access to high-

investigated using 7 items. The results of variation

speed internet connections for advertising regarding the

coefficient in Table 3 shows that the items of updating

agricultural products are respectively the least important.

The effect of Technical Infrastructure factors

products

In this context we can say that there is a lack of

marketing, responsibility of Jihad organization for

information necessary to make full use of the Internet

establishing ICT networks in villages and internet

among agricultural experts

the

information

related

to

agricultural

competency of Jihad staff have the most significant
Table 3. The Status of Effective Technical Factors in Implementing Agricultural Products Electronic Marketing
Item

Mean

SD

CV

The ability to update the information related to agricultural products marketing

4.1

1.07

0.260

1

Internet competency of Jihad organization’s staff

3.87

1.12

0.289

2

Responsibility of Jihad organization for establishing ICT networks in villages

3.8

1.1

0.289

3

Presence and development of internet usage trend among the farmers

3.93

1.15

0.292

4

The ability to found websites related to e-marketing

3.81

1.14

0.299

5

Accessing to high-speed internet connections for advertising agricultural products

3.96

1.19

0.300

6

The presence of ICT offices in villages and crop production regions

3.76

1.28

0.340

7

Source: Research Findings

Scale: 1= low 2=below average
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Also the Fisher statistic (F) is in 0.01 level of

5.4. Research Hypothesis:

significance, hence it can be deducted that there is a

5.5.1. Communicative infrastructures are effective in
the Electronic Marketing of Agricultural Products in

significant

relationship

between

the

independent

Ilam Province

variables present in the regression model and the

5.5.2. Technical infrastructures are effective in the

dependent variable in 99 percent significance level.

Electronic Marketing of Agricultural Products in Ilam

Moreover, the multiple regression results show that

Province

model determination coefficient

equals 0.413

5.5.3. Managerial infrastructures are effective in the

which indicates that 41.3 percent of the dependent

Electronic Marketing of Agricultural Products in Ilam

variable variations are determined by the model’s

Province

independent variables. Based on the obtained model
determination coefficient in this study it can be stated

5.5. Multiple Regression Analysis

that several factors affect the implementation feasibility

In this study for explaining the cumulative role of the

of agricultural products e-marketing with the factors

independent variables of the research on the dependent

studied here could explain 64.3 percent of those factors.

variable multiple regressions was used with ENTER

In order to determine the importance and role of the

method. The results of multiple regression analysis are

independent variables in predicting the dependent

presented in Table (4). Those independent variables will

variable beta values should be used. Since the beta

be used in multiple regression analysis whose significant

values are standardized we can determine the relative

relationships with the dependent variable are confirmed

importance of the independent variables based on them.

in correlation analysis. In other words, all the

High values of beta show the relative importance and

independent

significant

role of the variable in predicting the dependent variable.

relationship with the variable of the tendency of the

Hence, it can be concluded that respectively managerial

participants were entered into the multiple regression

infrastructure and then information and communication

analysis. Moreover in order to determine the linearity

infrastructure

between the independent variables the Variance Inflation

implementation feasibility of agricultural products e-

Factor (VIF) test was used. If the value of the statistic is

marketing. It can be seen that all three independent

between 1 and 5, the problem of linearity does not exist

variables

(Hejazi et al, 2011). As can be seen from the results of

Agricultural

VIF statistic in Table 9 there is no linearity netween the

assumptions of this study is confirmed.

variables

which

had

a

independent variables.
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Table 4. Simultaneous Multiple Regression for Investigating the Effect of Independent variables in the
Implementation feasibility of Electronic Marketing
Independent Variable

B

Beta

t

Sig

VIF

Tolerance

X Intercept (constant)

0.817

-

3.59

0.000

-

-

Information and Communication Infrastructure (X1)

0.197

0.194

2.35

0.02

2.11

0.473

Managerial Infrastructure (X2)

0.242

0.258

3.12

0.002

2.11

0.474

Technical Infrastructure (X3)

0.173

0.204

2.51

0.013

2.02

0.494

R=0.642

= 0.408

Adjusted

= 0.408

F=51.64

Sig= 0.000
Regarding the methodology of the study it was

Based on the results of Table 9 the linear equation

considered a causal one. The statistical population of the

obtained from the regression analysis is:
0.817
Where

0.197

0.242

0.173

current study includes all the experts working at the
Jihad organization for agriculture in Ilam Province

denotes the implementation feasibility of

agricultural products e-marketing,

which add up to 463. The sample size was 210

denotes the

information and communication infrastructure, and

participants, which was calculated by the Cochran’s

denotes the managerial infrastructure, and

formula and the stratified random sampling method. The

is the

results of the study show that all three sets of variables

technical infrastructure.

affect agricultural products marketing in a way that all
6. Conclusions

the

three

infrastructures;

namely

communicative,

This study was carried out in order to investigate the

technical and managerial were able to explain 64.3

effects of communicative, technical and managerial

percent of the variance in the implementation feasibility

infrastructures on the implementation feasibility of

of agricultural products marketing in Ilam Province. The

agricultural products electronic marketing. The current

results of the current study confirms the results obtained

study was an applied study regarding the objectives and

by Alavian et al (2012), Ali Ahmadi &Rezaee (2008),

a field survey regarding the data gathering method. Also

Mamdouhi and Seyyed Hashemi. (2008), Dehghan

it was a non empirical study due to the fact that the

(2004), Shahrokhi Yeganeh (2001), Woun (2007),

independent variables are not completely possible.

martin & jagadish (2006) and Shehata et al., (2006).
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دراﺳﺔ أﺛر ﺗوﻓر اﻟﺑﻧﻳﺔ اﻷﺳﺎﺳﻳﺔ اﻹدارﻳﺔ واﻟﻔﻧﻳﺔ اﻻﺗﺻﺎﻟﻳﺔ ﻟﺗﻘدﻳم ﺧدﻣﺔ اﻟﺗﺳوﻳق اﻹﻟﻛﺗروﻧﻲ ﻟﻠﻣﻧﺗﺟﺎت اﻟزراﻋﻳﺔ
ﻓﻲ ﻣﻘﺎطﻌﺔ إﻳﻼم ﻓﻲ إﻳران
محمد عرايش*

ﻣﻠﺧـص
ﺗﻬدف ﻫذﻩ اﻟدراﺳﺔ اﻟﻰ ﺑﺣث ﻣدى ﺗوﻓر اﻟﺑﻧﻳﺔ اﻷﺳﺎﺳﻳﺔ اﻹدارﻳﺔ واﻟﻔﻧﻳﺔ واﻻﺗﺻﺎﻟﻳﺔ اﻟﻼزﻣﺔ اﻟﺗﻲ ﻳﺗطﻠﺑﻬﺎ اﺳﺗﺧدام اﻟﺗﺳوﻳق
اﻹﻟﻛﺗروﻧﻲ ﻟﻠﻣﻧﺗﺟﺎت اﻟزراﻋﻳﺔ ﻛﻣﺎ ﻳراﻫﺎ اﻟﺧﺑراء ﻓﻲ ﻣﻧظﻣﺔ اﻟﺟﻬﺎد اﻟزراﻋﻳﺔ ﻓﻲ ﻣﻘﺎطﻌﺔ إﻳﻼم ﻓﻲ إﻳران .وﻳﻌ ﱡد ﻫذا اﻟﺑﺣث
ﺗطﺑﻳﻘﻳﺎً ﻣن ﺣﻳث أﻫداف اﻟدراﺳﺔ واﺳﺗﺧدام ﺑﻳﺎﻧﺎت أوﻟﻳﺔ ،وﺑﺣﺛﺎً ﺗﺟرﻳﺑﻳﺎً ﺑﺎﻋﺗﺑﺎر أن اﻟﻣﺗﻐﻳرات اﻟﻣﺳﺗﻘﻠﺔ ﻟﻠدراﺳﺔ ﻏﻳر
ﻣﺣددة ﺗﻣﺎﻣﺎً .ﺗﺿﻣﻧت ﻣﻧﻬﺟﻳﺔ اﻟدراﺳﺔ اﺳﺗﺧدام ﻋﻳﻧﺔ ﻋرﺿﻳﺔ طﺑﻘﻳﺔ ﻟﺟﻣﻊ اﻟﺑﻳﺎﻧﺎت اﻷوﻟﻳﺔ ﺑﺎﺳﺗﺧدام ﻣﻌﺎدﻟﺔ ﻛوﻛرﻳن ﺗﺿم
 210ﺧﺑﻳ ًار ﻣن ﺑﻳن  463ﺧﺑﻳ ًار ﻳﺷﻛﻠون ﻣﺟﺗﻣﻊ اﻟدراﺳﺔ وﻫم اﻟﺧﺑراء اﻟﻌﺎﻣﻠون ﻓﻲ ﻣﻧظﻣﺔ اﻟﺟﻬﺎد اﻟزراﻋﻳﺔ ﻓﻲ ﻣﻘﺎطﻌﺔ
إﻳﻼم .وﻗد ﺗم اﺧﺗﺑﺎر اﻟﺻدق اﻟظﺎﻫري ﻻﺳﺗﻣﺎرة اﻟدراﺳﺔ ﻣن ﺧﻼﻝ ﺧﺑراء ﻓﻲ ﻣﺟﺎﻝ اﻟدراﺳﺔ ،واﻻﺗﺳﺎق اﻟداﺧﻠﻲ ﺑﻳن ﻓﻘرات
اﻟدراﺳﺔ ﺑﺎﺳﺗﺧدام ﻣﻌﺎﻣﻝ أﻟﻔﺎ ﻛروﻧﺑﺎخ ﻟﻠﺛﺑﺎت اﻟذي ﺑﻠﻎ  0.88ﻣﻣﺎ ﻳﺷﻳر إﻟﻰ وﺟود درﺟﺔ ﻣرﺗﻔﻌﺔ ﻣن اﻻﺗﺳﺎق .ﺗم ﺗﺣﻠﻳﻝ
ﺑﻳﺎﻧﺎت اﻟدراﺳﺔ ﺑﺎﺳﺗﺧدام ﺑرﻧﺎﻣﺞ  ، SPSSوأظﻬرت اﻟﻧﺗﺎﺋﺞ أن ﻫﻧﺎك ﺗﺄﺛﻳ اًر ﻣﻌﻧوﻳﺎً ﻟﻠﻣﺗﻐﻳرات اﻟﻣﺳﺗﻘﻠﺔ اﻹدارﻳﺔ واﻟﻔﻧﻳﺔ
واﻻﺗﺻﺎﻟﻳﺔ ﻓﻲ اﻟﺗﺳوﻳق اﻹﻟﻛﺗروﻧﻲ ﻟﻠﻣﻧﺗﺟﺎت اﻟزراﻋﻳﺔ ﻓﻲ ﻣﻘﺎطﻌﺔ إﻳﻼم ،وأن  %64ﻣن اﻟﺗﺑﺎﻳن ﻓﻲ اﻟﺗﺳوﻳق اﻹﻟﻛﺗروﻧﻲ
ﻳﻌود ﻟﻬذﻩ اﻟﻣﺗﻐﻳرات.
اﻟﻛﻠﻣﺎت اﻟداﻟﺔ :اﻟﺗﺳوﻳق اﻹﻟﻛﺗروﻧﻲ ،اﻟزراﻋﺔ ،اﻟﺑﻧﻳﺔ اﻷﺳﺎﺳﻳﺔ اﻹدارﻳﺔ ،واﻟﻔﻧﻳﺔ ،واﻻﺗﺻﺎﻟﻳﺔ.

* ﻗﺳم اﻟزراﻋﺔ ،ﺟﺎﻣﻌﺔ ازاد ،اﻳﻼم ،اﻳران.
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