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Abstract 

The increasing concern of consumers about the quality and safety of agricultural products all over the world 
has caused organic products to become one of the most popular options for healthy. The increasing trend and 
consumption of organic agricultural products has led to the increasing growth of the market of these products in 
the last two decades. Due to the importance of entering and gaining a share of this growing market, this study 
investigates the factors affecting the international organic products market entry and determines the appropriate 
strategy for entering it using structural equation modeling. The data of this study was obtained by collecting 90 
questionnaires from producers of organic saffron, pistachio, and raisin products in the year 2021 with available 
sampling method in Khorasan Razavi province. The obtained results indicate that the variables of risk and 
motivation to enter the international market directly and the production and marketing ownership indirectly and 
through influencing the motivation to enter the international market, influence the international market entry 
strategy. Based on this, the appropriate strategy for entering the international market of organic products, indirect, 
cooperative and non-attendance strategies such as indirect export, contract production and joint investment was 
obtained. Therefore, it is suggested that the government should remove or reduce the risks caused by sanctions 
and obstacles to enter the market for the direct presence of organic product producers in international markets.  
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Introduction 

In recent years, consumers around the world 
have become increasingly concerned about the 
quality and safety of agricultural and food 
products. Therefore, the need for a healthy diet 
has been created in them (Hansmann et al., 
2020; Wang et al., 2023). Since, no chemical 
pesticides, chemical fertilizers, sewage, 
irradiation or any artificial flavors, colors and 
preservatives have been used in the production 
and processing of organic products (Akter et 
al., 2023), these products are one of the most 
popular options for sustainable consumption 
among consumers (Rizzo et al., 2020; Iqbal et 
al., 2021). In such a way that 38% of Chinese 
consumers (students) are consumers of organic 
products and drinks and 27% of them are buyers 
of organic fruits and vegetables (Ali et al., 
2021). 55.6% of American consumers buy 
organic products (Gundala & Singh, 2021) and 
66.4% of consumers in western Poland buy 
organic food (Kułyk & Dubicki, 2019). The 
increasing tendency and consumption of 
organic products in different countries has 
caused the growth of the market of these 
products. So that, in the last two decades, the 
global sales of organic food and beverages have 
increased from around 13 billion euros in 2000 
to 125 billion euros in 2021 (Willer et al., 

2023). The efforts of different countries to 
produce organic products and enter the 
international markets have led to the formation 
of markets in Asia, Latin America and Africa, 
and the global share of the United States, the 
European Union and China in the sale of 
organic food has decreased (Willer et al., 2021).  

Iran has about 7 thousand hectares of organic 
land and produces crops such as saffron, 
pistachios and raisins organically (Willer et al., 
2023; Iran Organic Association, 2020). Iran 
also has about 7 thousand hectares of organic 
land and produces organic products such as 
saffron, pistachio and raisins and is trying to 
enter this market. But entering the international 
markets and choosing the right strategy for its 
entry is considered a strategic decision for 
(organic) producers in the countries. Because, 
the level of commitment to the international 
market determines the risks they bear and the 
level of control they have over their production 
and marketing in the international market. An 
appropriate entry strategy can increase the 
performance of the producer, and on the other 
hand, choosing an inappropriate entry strategy 
can be very costly and irreparable (Lin & Ho, 
2019). Therefore, the strategy of entering the 
global organic market and the factors affecting 
it are very important. 

 

 
Figure 1- International market entry strategies 
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In general, strategies for entering the 
international market include a wide range from 
export to investment, each of which has its own 
level of risk, control and ownership over 
production and marketing operations (Albaum 

& Duerr, 2008; Lu et al., 2011). In this range, 
according to Fig. 1, entry strategies through 
indirect exports are among the least risky 
with the least control and ownership over 
production and marketing, and the foreign 
direct investment strategy is the most risky 
with the most control over production and 
marketing operations (Skarmeas et al., 2016; 

Masum et al., 2020). 
Several factors affect the strategy of entering 

international markets. International studies 
found factors such as types of risk (Tang & 
Buckley, 2020), access to resources, 
innovation, product characteristics, marketing 
and type of industry, market development, 
technology development, locational advantage 
(Nisar et al., 2012), motivation (Zekiri, 2016), 
demand uncertainty, market size and growth, 
direct and indirect trade barriers, laws, the 
regulations of the competitive market 
(Ravelomanana et al., 2015) and the ownership 
of production and marketing (Xu et al., 2011) 
to be effective on the strategy of entering the 
international market. Iranian studies also 
include competition, marketing mix, laws and 
regulations of the country of origin, 
international experience and government 
support (Tahernejad et al., 2021), company 
size, management characteristics, tariff 
barriers, geographic distance, cultural distance, 
product type and non-tariff barriers 
(Pashazadeh & Adel, 2019), export experience, 
export risks, sanctions, marketing mixes, 
research and development, variety of export 
destinations, reliable brand and attractiveness 
of the place (Mohammadzadeh et al., 2018), 
core capabilities (Mirahmadi & Hamidizadeh, 
2018) and macroeconomic factors, business 
and market factors, financial and credit factors, 
technical and specialized factors, and exchange 
process factors (Nejatianpour & Esmaeili, 
2016) have evaluated the strategy of entering 
the international market as effective. 

Each of these studies have addressed some 
factors affecting the strategy of entering the 
international market. The sum of these factors 
can be classified or aggregated in different 
ways. This study, recognizing the potential for 
categorizing strategies for entering the 
international market based on risk and 
ownership, as well as the significance of 
evaluating the motivation behind market entry, 
categorizes these factors into three components: 
motivation to enter the market, international 
market risk, and ownership or control over 
production and marketing. It assesses their 
impact on entry into the international organic 
products market and determines the most 
suitable strategy accordingly. Hollensen (2008) 
has divided the motives for entering the 
international market to proactive and reactive 
motives. Proactive motives are based on 
producers' internal decisions and their interests 
and include profit and growth goals, 
management goals, foreign market 
opportunities, economies of scale and tax 
benefits. Meanwhile, the reactive motives 
reflect the passive behavior of the producer, 
which comes from the pressure or threats in the 
domestic or foreign markets, as well as from the 
pressure in the internal production 
environment, and includes competitive 
pressures, small and saturated domestic market, 
orders foreign is the development of sales of 
seasonal products and proximity to 
international customers or psychological 
distance (Kubickova et al., 2014). Nisar et al., 
(2012) have found the effects of the motivation 
of Norwegian companies' managers to be 
positive and significant and without influence 
depending on the type of strategy to enter the 
international market. Zekiri (2016) has 
evaluated these effects positively in 
Macedonia. In Iran, considering the smallness 
of the domestic market of organic products, the 
existence of orders and foreign market 
opportunities of the organic products, it seems 
that the motivation to enter the international 
market of organic products has a positive effect 
on the cooperative and indirect strategies of 
entering the international market. 

When risk is studied as a multidimensional 
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concept, it gives a better understanding of its 
effect on the company's entry strategy (Ismail, 
2017). According to studies, the most important 
dimensions of risk are: political risk, economic 
risk, social risk, demand risk and competitive 
risk (Hauger, 2006; Pehrsson, 2008; Anggara, 
2011; Rafat & Farahani, 2019). Studies show 
that the various risks, in addition to the strategy 
of entering the international market, have a 
significant effect on the ownership of 
production and marketing and the motivation to 
enter the international market. As risk 
increases, producers choose indirect entry 
methods such as indirect export with less 
ownership and control over production, and 
their motivation to enter the international 
market decreases (Tang & Buckley, 2020; 
Aguzzoli et al., 2021).  Ownership or control is 
the power that the producer exerts on the 
systems, methods and decisions of the foreign 
business unit. Based on this, ownership or 
control over production and marketing 
operations indicates the power and ability of the 
producer to carry out production and marketing 
operations (Brookes & Roper, 2010). Decisions 
related to full or little control over production 
and marketing operations are based on factors 
such as language differences, market 
attractiveness, industry competition intensity 
(Golalizadeh et al., 2014). Studies show that the 
increase in cultural differences makes 
companies prefer joint investment to full 
ownership. However, when there is a language 
difference, the local partner adds to the 
problems caused by uncertainty and companies 
prefer to use the methods that bring full control 
and ownership (López-Duarte & Vidal-Suárez, 
2010). Market attractiveness including market 
size, market growth, market stability, people's 
income, labor cost, infrastructure, welfare level, 
lack of entry barriers and the number of 
competing companies is another factor that 
affects production ownership (Miecinskienea et 
al., 2014; Almgren, 2014; Dehghan Shabani, 
2017). In addition, the industry competition 
intensity, which shows the competitive 
relationship between small, medium and large 
companies, has an effect on company 
ownership and entering the market. So that in 

industries where the competition intensity is 
less, companies prefer to use the methods that 
bring full control. At the same time, when the 
competition intensifies, companies may prefer 
not to enter fully cooperative strategies. 
Because participation reduces their 
decisiveness in quick response to competitors 
(Tsang, 2005; Koch et al., 2020).  Studies have 
shown that production and marketing 
ownership has a significant effect on the 
motivation and entry of producers into the 
international market. So that private and small 
producers use cooperative methods more than 
large producers (Xu et al., 2011; Ahsan et al., 
2020).  

According to what was mentioned, the 
following hypotheses can be expressed based 
on the relationships between the three 
mentioned factors:  
- Hypothesis 1: Production and marketing 

ownership has a positive and significant 
effect on the motivation to enter the 
international market of organic products. 

- Hypothesis 2: Risk has a negative and 
significant effect on production and 
marketing ownership. 

- Hypothesis 3: Risk has a negative and 
significant effect on the motivation to enter 
the international organic products market. 

- Hypothesis 4: Production and marketing 
ownership has a positive and significant 
effect on the strategy of entering the 
international organic products market. 

- Hypothesis 5: Risk has a positive and 
significant effect on the strategy of entering 
the international organic products market. 

- Hypothesis 6: The motivation to enter the 
international market has a positive and 
significant effect on the strategy of entering 
the international organic products market. 

This study has targeted three organic 
products of saffron, pistachio and raisin in 
Khorasan Razavi province. These three 
products are the main organic products of 
Khorasan Razavi province. According to the 
statistics and information of the Agricultural 
Jihad Organization of the province, the cities of 
Gonabad, Zaveh and Fariman have 450, 235 
and 4.5 hectares of organic saffron with an 
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average yield of 4 kg per hectare, respectively. 
In 2018, this crop received an organic 
certificate from Pars Gawah Gostar Company, 
which is the representative of BCS in Germany, 
and managed to capture more than 40% of the 
country's organic saffron cultivation area. 
Qochan city with 575 hectares of organic grape 
and yield of 3 tons per hectare in 1997 has more 
than 40% share of the country's organic grape 
cultivation area. Fayzabad city in the province 
with 120 hectares of organic pistachio (20% of 
the country's organic pistachio cultivation area) 
and a yield of 500 kg per hectare also has an 
organic certificate from the German BCS 
company (Agricultural Jihad Organization of 
Khorasan Razavi, 2020). 

In order to achieve the purpose of the study, 
structural equation modeling has been used. 
This study used the formative-reflective 
measurement model and confirmatory 
composite analysis. This model is the 
simultaneous presence of the formative 
measurement model and the reflective 
measurement model in the modeling, which 
distinguishes it from other studies in this field.  

 

Materials and Methods 

Measurement model 

In this paper, we used Structural Equation 
Modeling (SEM), which includes two 
measurement and structural models. The 
relationships between the latent variables and 
the observed variables are examined through 
the measurement model, and the relationships 
between the latent variables, which enable the 
testing of statistical hypotheses for the study, 
are evaluated through the structural model 
(Byrne, 2010). Based on the causal 
relationships between observed and latent 
variables, there are two types of reflective and 
formative measurement models. So, if the 
observed variables have a high correlation and 
the direction of causality is from the latent 
variables to the observed variables, then the 
measurement model is reflective (Hair et al., 
2013), and if the observed variables are the 
cause of the latent variables, the measurement 
model is formative (Petter et al., 2007). To 
examine the measurement model, it is used 
confirmatory composite analysis (CCA) 
method that was suggested by Rigdon (2014), 
Sarstedt et al. (2014) and Henseler et al. (2014) 
in variance-based structural equation modeling. 
According to this method, the evaluation 
process of reflective and formative 
measurement models is shown in Table 1 
(Goetz et al., 2013; Howard, 2018). 

 
Table 1- Evaluation Steps of Formative and Reflective Measurement Models Using Confirmatory Composite 

Analysis (CCA) 
Reflective Measurement Model Formative Measurement Models 

1- Estimating of loadings and significance and also, 

reliability of observed variables  

2- Assessing reliability of latent variables using Cronbach's 

α and composite reliability 

3- Assessing convergence validity of latent variables using 

Average Variance Extracted (AVE) 

1- Assessing convergent validity – redundancy 

2- Assessing observed variables multicollinearity using 

VIF (variance inflation factor) 
3- Assessing size and significance of observed 

variables weights 

4- Assessing size & significance of loadings 

Source: Hair et al., 2020 
 
After evaluating and confirming the 

measurement model using the CCA method, the 
structural model is examined based on 
evaluation of structural model collinearity, 
examination of size and significance of path 
coefficients, and f2 effect size (in-sample 
prediction).  

These steps are explained as below (Hair et 
al., 2020): 

Evaluation of structural model collinearity 

The collinearity of the latent variables is 
evaluated. Structural models with high 
collinearity can increase or decrease 
coefficients and weights or change their signs. 
For this purpose, the VIF values should be 
examined. If these values are less than 3, 
multicollinearity is unlikely to be a problem. 
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Examination of size and significance of path 

coefficients 

This step includes checking the size and 
significance of path coefficients. This process 
enables the researcher to evaluate hypothesized 
relationships between latent variables. Path 
coefficients are standardized values that may 
range from -1 to +1, but rarely approach -1 or 
+1. The closer the values of the path 
coefficients are to 0, the weaker they are in 
predicting the dependent latent variables, and 
the closer the values are to the absolute value of 
1, the stronger they are in predictions. 
 

f2 effect size 

The measure used to predict the structural 
model is the f2 effect size, which provides an 
estimate of the predictive ability of each 
independent latent variable in the model. To 
calculate this value, every predictive latent 
variable is systematically removed from the 
model by SmartPLS software, and a new R2 is 
calculated without that variable. Then, R2 with 
the presence of that variable in the model is 
compared with R2 without that variable, and the 
difference between these two values determines 
whether the investigated latent variable is a 
significant predictor of the dependent latent 
variable or not (Hair et al., 2017). The effect 
size, which is called f2, is rated as small, 
medium and large. Values between 0.02 and 
0.15 are small, values between 0.15 and 0.35 
are medium, and values 0.35 and above have 
large effects (Cohen, 1988). 

 

Research conceptual model  

The studied variables, i.e. motivation to 
enter the international market, production and 
marketing ownership, risk and international 
market entry strategy are measured through a 

set of observed variables shown in Fig. 2. 
Therefore, these four variables are considered 
as latent variables. Since the observed variables 
of gain profit, management experience, market 
opportunity, excess production over demand, 
close to customers and the existence of foreign 
orders are the reasons for the variable of 
motivation to enter the international market. 
Also, the variables of technical knowledge, 
marketing skills, competition intensity, market 
size, market growth, and language difference 
are the causes of the production and marketing 
ownership variable, and the variables of 
sanctions, administrative corruption, 
differences in economic structure, labor laws, 
demand, competitors' activities, and variation in 
prices of competing products are the cause of 
the risk variable, the measurement model to 
investigate the relationship between the 
variables of motivation to enter the 
international market, production and marketing 
ownership, risk and the observed variables will 
be of a formative type according to Fig. 2. But 
because the latent variable of the international 
market entry strategy is the cause of the 
observed variables, its measurement model will 
be reflective in order to investigate the 
relationship between the observed and latent 
variables (Fig. 2). 

To gather data for the study, the researcher 
utilized a questionnaire. The questionnaire 
comprised questions related to the variables of 
motivation to enter the international market, 
ownership of production and marketing, and 
risk, measured on a five-point Likert scale 
ranging from "completely disagree" to 
"completely agree." The validity of the 
questionnaire was checked and confirmed by 
experts. The reliability coefficient was obtained 
by Cronbach's alpha method (0.78), which 
indicates the validity of the questionnaire. 
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Figure 2- Research conceptual model 

 

Questionnaires were completed in person 
from organic producers of saffron, pistachio 
and raisin products in Khorasan Razavi 
province. According to the information 
obtained from the Agricultural Jihad 
Organization of Razavi Khorasan province in 
1400, the producers of raisins (grapes), saffron 
and pistachios in the province are 757, 875 and 
8 people, respectively. To determine the sample 
size in the PLS method, two rules of 10 times 
the maximum observed variables of the 
measurement model among the measurement 
models and the maximum relationships of the 
structural model in the study were used (Hair et 
al., 2017). Based on this rule, by multiplying 
the number 10 by the maximum number of 
observed variables in the measurement model, 
which is equal to 7, the number of samples 
required for the study is 70. However, in order 
to achieve better results, 90 samples 
(producers) with a ratio of 41, 41 and 8 people 

from the producers of raisins (grapes) in 
Qochan, saffron in Zaveh and pistachios in 
Fayzabad, respectively were selected through 
available sampling and were interviewed. 

 

Results and Discussion 

Statistical description of the studied sample 

The characteristics of organic producers are 
shown in Table 2. As can be seen, the producers 
of all three products have received an organic 
certificate from Pars Gavah Company. Grape 
producers in Qochan have an average area 
under cultivation and production per hectare of 
0.86 hectares and 2.97 tons. Saffron producers 
in Zaveh have an average of 0.79 hectares and 
4 kg of yield per hectare, and pistachio 
producers in Fayzabad have a cultivated area of 
15 hectares and an amount of 500 kg per 
hectare. 

 
Table 2- Specifications of sample producers 

Number of 

producers 

Product 

Name 

City 

name 

Cultivated area 

(hectares) 

Production 

amount (tons) 

The company providing 

the organic certificate 

41 
Soltani grape 

variety 
Quchan 35 102 

Pars Gawah Gostar 

representative of BCS  

41 Saffron Zaveh 41 0.16 
Pars Gawah Gostar 

representative of BCS 

8 Pistachio Fayzabad 120 60 
Pars Gawah Gostar 

representative of BCS 

Source: Agricultural Jihad Organization of Khorasan Razavi 
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Structural equation modeling results 

Structural equation modeling has been used 
to investigate the effect of three variables of 
motivation to enter the international market, 
production and marketing ownership, and risk 
on the international market entry strategy. 
Based on this, in the first step of modeling, the 
measurement model that expresses the 
relationship between the latent and observed 
variables is evaluated. 

 

Measurement model results 

In this study, the measurement model is of 
the formative-reflective type. So, for the latent 
variables of motivation to enter the 
international market, production and marketing 
ownership, and risk, the measurement model is 
of a formative type, and for the latent variable 
of international market entry strategy, the 
measurement model is of a reflective type. The 
evaluation results of these two models are 
shown in Table 3. In the formative 
measurement model, in the first step, the 
convergent validity or redundancy analysis, 
which indicates the degree of correlation of 
each latent variable with the observed variables 
reflecting the same latent variable, is checked. 
The results of this step are shown in the last 
column of Table 3 and it shows that these 
coefficients are greater than 0.7 and significant. 
Therefore, the model has good convergent 
validity. In the second step, the collinearity of 
the observed variables was evaluated through 
the VIF index, and its results in the fifth column 
of the table indicate that the values of the VIF 
index for all the observed variables are less than 
3. Therefore, there is no problem of 
multicollinearity in model. 

In the third step, the relative contribution of 
each formative observed variables in the 
formation of the latent variable is checked. The 
results in the third column of Table 3 indicate 
that among the observed formative variables 
that form the latent variable of motivation to 
enter the international market, gain profit, 
management experience and the existence of 
foreign order, have the largest contribution in 
the formation of the motivation of organic 

product producers to enter international 
markets, respectively. As for the latent variable 
of risk, the variables of sanctions, 
administrative corruption and differences in 
economic structure have the largest 
contribution in the formation of this variable, 
respectively. Regarding the variable of 
production and marketing ownership, technical 
knowledge, market size and marketing skill 
have the largest share in the formation of this 
variable, respectively. 

In the fourth step, the absolute contribution 
(outer loading) of the observed variables in the 
formation of latent variables is evaluated. Its 
results in column 4 of Table 3 show that among 
the observed variables, the latent variable of 
motivation to enter the international market, 
gain profit, management experience and excess 
production over demand have the highest share, 
respectively. Regarding the latent variable of 
risk, sanctions, differences in economic 
structure, and administrative corruption have 
the largest contribution in the formation of this 
variable, respectively. Regarding the variable 
of production and marketing ownership, 
marketing skill, market size and competition 
intensity have the largest contribution in the 
formation of this variable, respectively. 

In the reflective measurement model, the 
outer loadings and validation of the observed 
variables are checked in the first step. The 
results of this model in the third column of the 
second part in Table 3 indicate that the observed 
variables reflect their latent variables well. In 
other words, the observed variables have the 
necessary accuracy to measure the latent 
variables of the study. In the second step, 
validation of latent variables is evaluated using 
Cronbach's alpha coefficient and composite 
reliability coefficient. In columns 4 and 5 of 
Table 3, the results of this validation show that 
the value of both coefficients is greater than 0.7, 
therefore, the measurement model under 
investigation and the latent variable of 
international market entry strategy have 
adequate validity. 
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Table 3- Evaluation results of the formative-reflective measurement model 

Latent variables Observed variables 
Outer weight 

of observed 

variables 

Outer 

loading 
Collinearity 

(VIF) 

Convergent 

Validity 

(Redundancy 

Analysis) 

Motivation to enter 

the international 

market 

gain profit 0.491*** 0.798*** 2.087 0.71*** 

Management 

experience 
0.469*** 0.716*** 1.558  

market opportunity 0.241*** 0.562*** 1.191  

Excess production 

over demand 
0.249*** 0.687*** 1.450  

Close to customers 0.115 0.565*** 1.713  

Existence of foreign 

order 
0.346*** 0.661*** 1.278  

Risk 

Sanction 0.511*** 0.813*** 1.502 0.75*** 

Administrative 

corruption 
0.446*** 0.430*** 1.114  

Differences in 

economic structure 
0. 327*** 0.633*** 1.703  

Labor laws 0.211* 0.322*** 1.195  

Demand 0.110 0.424*** 1.685  

Competitors' activity 0.215* 0.347*** 1.543  

Variation in prices of 

competing products 
0.20** 0.344*** 1.372  

Production and 

marketing 

ownership 

Technical knowledge 0.387*** 0.631*** 1.247 0.73*** 

Marketing skills 0.339*** 0.699*** 1.279  

Competition intensity 0.223** 0.645*** 1.541  

Market size 0.367*** 0.683*** 1.361  

Market growth 0.310** 0.625*** 1.441  

Language difference 0.098 0.298*** 1.089  

  Outer loading 
Cronbach’s 

α 

Composite 

reliability 

Average Variance 

Extracted (AVE) 

 

International market 

entry strategy 

- 
Indirect 

0.817*** 0.71 0.71 0.55 

- 
Collaborative 

0.787***    

- 
Non-attendance 

0.784***    

   Source: Research findings (***, **, * statistically significant at the 1, 5, 10 percent level, respectively)   
 
In the third step, the convergence validity of 

latent variables is evaluated using average 
variance extracted (AVE), the results of which 
are presented in the last column of Table 3. 
Based on this, considering that this index is 
greater than 0.5, it can be said that there is a 
high correlation between the latent variable and 
the observed variables. 

 

Structural model results 

The second step of structural modeling is 
assessing the structural model. In other words, 
after confirming the measurement model using 
the CCA method, the structural model is 
examined based on the following steps: 

In the first step, the collinearity of the latent 
variables of the structural model is evaluated. 
For this purpose, VIF values were used, the 
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results of which are shown in Table 4. As can 
be seen, these values are less than 3 and there is 
no multicollinearity problem in the structural 
model.In the second step, in order to evaluate 
the hypothetical relationships between the 
latent variables, the size and significance of the 
path coefficients are checked. Based on the 
results of these values in Table 4, the variable 
production and marketing ownership is a good 
(positive) and significant predictor of the 
motivation to enter the international market. 
This means that the ability to own production 
and marketing increases the motivation of 
producers to enter the international market. 

Based on the results of Table 4, the latent 
risk variable is a strong (negative) and 
significant predictor of production and 
marketing ownership and the motivation to 
enter the international market. It means that 

different risks reduce the willingness of 
producers to own the production and marketing 
of their products, as well as their motivation to 
enter the market. In addition, the risk variable is 
a good (positive) and significant predictor of 
the international market entry strategy. In such 
a way that the existence of different risks 
increases entering the market through 
cooperative and indirect methods. The variable 
of motivation to enter the international market 
is another variable that is a strong (positive) and 
significant predictor of entering the 
international market strategy. In other words, 
producers are motivated to use cooperative and 
indirect strategies to enter the international 
market of organic products. Therefore, from 6 
hypotheses considered in the study, 5 
hypotheses are confirmed. 

 

Table 4- Structural model result 

Hypothesis Path 
Path 

coefficient 
P-value Inner VIF Effect size 

f2 

1 

Production and marketing 

ownership Motivation to enter the 

international market 

0.59 0.00 1.22 0.78 

2 
Risk        Production and 

marketing ownership 
-0.43 0.00 1.00 0.22 

3 
Risk        Motivation to enter the 

international market 
-0.33 0.00 1.22 0.24 

4 

Production and marketing 

ownership      International 

market entry strategy 

0.20 0.09 2.18 0.15 

5 
Risk         International market 

entry strategy 
0.53 0.00 1.52 0.71 

6 

Motivation to enter the 

international market        

International market entry 

strategy 

0.29 0.00 2.72 0.21 

    Source: Research findings 
 

In the third step, the predictive ability of the 
structural model is examined. For this purpose, 
the f2 effect size index, which is an estimate of 
the model's prediction ability or the size of the 
effect of one latent variable on another latent 
variable, has been used. The values of this index 
are reported in Table 4. Since values between 
0.15 and 0.35 and values of 0.35 and above 
show moderate and high predictive power or 
effect size, respectively (Cohen, 1988), it can be 
said that predictive power and effect Two 

models 1 and 5 are high and the rest are average. 
In other words, the effect of production and 
marketing ownership on the motivation to enter 
the international market, as well as the effect of 
risk on international market entry strategy is 
high and the rest is medium. 

 

Conclusions and Suggestions 

Increasing concern of consumers about the 
quality and safety of agricultural and food 
products around the world has caused them to 
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tend to organic products and food as an 
alternative to conventional agricultural 
products and foods. The increase in trend and 
consumption of organic products has caused the 
growth of the market of these products, so that 
the global sales of organic food and beverages 
have grown about 9 times in the last two 
decades. Therefore, different countries are 
trying to enter this market and gain a share of it. 
Iran also produces major export products such 
as saffron, pistachios and raisins organically, 
and it is necessary to adopt a suitable strategy 
to enter the international market of organic 
products. Due to the importance of this issue, 
this study has investigated the influencing 
factors on the strategy of entering saffron, 
pistachio and raisin products into the 
international market of organic products and 
determining appropriate strategies. For this 
purpose, the factors affecting the strategy of 
entering the international organic market were 
analyzed and investigated in a new category 
under the three factors of motivation to enter the 
market, international market risk, and 
production and marketing ownership or control. 
The data of the study was collected through 
available sampling method and interviews with 
about 90 producers of these products in 
Khorasan Razavi province. 

In order to achieve the aim of this study, 
structural equation modeling was used. In this 
study, unlike most studies in the field of 
structural equation modeling, a formative-
reflective measurement model was employed in 
the initial stage of modeling. In other words, to 
explore the relationship between observed 
variables and latent variables, both reflective 
and formative measurement models were 
utilized. This approach was adopted because 
some latent variables are the cause of the 
observed variables, while others are the result. 
In other words, the latent variable of the 
International market entry strategy is the cause 
of the observed variables, including the 
indirect, collaborative and non-attendance 
strategy, and it is the opposite for the latent 
variables of risk, production and marketing 
ownership, and the motivation to enter the 
international market. It means that the observed 

variables include sanctions, administrative 
corruption, differences in economic structure, 
labor laws, demand, competitors' activities, and 
variation in prices of competing products are 
the cause of the risk variable. The variables of 
technical knowledge, marketing skills, 
competition intensity, market size, market 
growth, and language difference are the cause 
of the variable production and marketing 
ownership, and the variables of gain profit, 
management experience, market opportunity, 
excess production over demand, close to 
customers and the existence of foreign orders 
are the cause for the variable motivation to enter 
the international market. Therefore, due to the 
presence of two types of measurement models 
in the study, the analysis of the results was 
slightly different from the studies based on a 
reflective measurement model. 

The results of the formative measurement 
model showed that the model has good 
convergent validity based on redundancy 
analysis. The collinearity evaluation of the 
observed variables through the VIF index 
indicates that there is no multicollinearity 
problem in the formative measurement model. 
The relative contribution of each of the 
formative observed variables in the formation 
of the latent variables indicates that among the 
formative observed variables that form the 
latent variables, gain profit, sanctions and 
technical knowledge have the largest share in 
the formation of the motivation to enter the 
international market, risk and production and 
marketing ownership, respectively. In 
evaluating the absolute share of the observed 
variables in the formation of latent variables, 
gain profit, sanctions and marketing skills have 
the largest share in the formation of the latent 
variables of motivation to enter the 
international market, risk and production and 
marketing ownership, respectively. In essence, 
the primary factor shaping the motivation to 
enter the international market of organic 
products is the profit gained by producers. The 
predominant factor influencing risk is the 
sanctions imposed on the country, while the 
principal factor shaping production and 
marketing ownership is technical knowledge 
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relative to marketing skills in absolute terms. 
The results of the reflective measurement 
model indicate that based on outer loadings, the 
observed variables, including indirect, 
collaborative and non-attendance strategies, 
well reflect the latent variable of the 
international market entry strategies and they 
have the accuracy required for measuring the 
latent variable of the international market entry 
strategy. Validation of the latent variable using 
Cronbach's alpha coefficient and composite 
reliability coefficient also confirms the 
appropriate validity of the measurement model 
under investigation and the latent variable of 
the international market entry strategy. In 
addition, the convergence validity of the latent 
variables using the average variance extracted 
(AVE) showed that there is a high correlation 
between the latent variable of the international 
market entry strategies and the observed 
variables. 

The results of the second step of structural 
modeling, which is the examination of the 
structural model using the CCA method, show 
that there is no internal collinearity problem of 
the latent variables of the structural model. The 
evaluation of hypothetical relationships 
between latent variables, size and significance 
of path coefficients also showed that 5 of the 
hypotheses of the study are confirmed. So that 
the variable of production and marketing 
ownership has the biggest effect on the 
motivation of producers to enter the 
international market. In fact, the ability to own 
the production and marketing of agricultural 
products increases the power of producers and 
increases their motivation to enter the 
international markets of these products. This 
result is in line with the findings of Ahsan et al. 
(2020)'s study (Ahsan et al., 2020). Based on 
this, it is suggested that institutions such as the 
Ministry of Jihad Agriculture hold training 
programs to increase the ability of producers in 
the field of organic product production and 
marketing. In addition, risk reduces production 
and marketing ownership and the motivation to 
enter the international market. It means that 
different risks reduce the ability of producers to 
own the production and marketing of their 

products and the motivation to enter the market. 
In other words, despite the various risks in 
international markets, producers have problems 
in having full ownership of their production and 
marketing operations, and with a sense of risk, 
their motivation to enter the international 
market decreases. The findings of Tang & 
Buckley, (2020) also confirm this influence. On 
the other hand, the positive effect of risk on the 
international market entry strategy indicates 
that the presence of various risks increases the 
strategy of entering the market through 
cooperative and indirect methods, and in other 
words, direct entry strategies. This finding is in 
line with the findings of Aguzzoli et al. (2021). 
Therefore, for the direct presence of organic 
producers in international markets, the 
government should try to eliminate or reduce 
some risk factors such as sanctions. 

Finally, the positive effect of the variable of 
motivation to enter the international market on 
the strategy of entering the international market 
of organic products shows that the tendency of 
producers is to use cooperative and indirect 
strategies to enter this market. The results of 
Zekiri's study Zekiri (2016) and Nisar et al. 
(2012) also confirm this finding. Based on the 
results, the hypothesis of the effect of 
production and marketing ownership variable 
on the strategy of entering the international 
market was rejected. Although this means that 
the production and marketing ownership does 
not have a significant effect on the strategy of 
entering the international market, but this 
variable indirectly has a positive effect on the 
international market entry strategies through a 
strong effect on the motivation to enter the 
international market and indirectly increases 
the international market entry strategy through 
cooperative and indirect methods. 

From all the hypotheses of the study, it can 
be concluded that due to the positive and 
significant direct effect of risk and the 
motivation to enter the international market on 
the international market entry strategy, as well 
as the positive and significant indirect effect of 
production and marketing ownership on the 
international organic products market entry 
strategy, the best strategy to enter the 



Aghasafari et al., Investigating the Appropriate Strategy to Enter the International Market       409 

international market of organic products is 
indirect, cooperative and non-attendance 
strategies such as indirect export, contract 

production and joint investment. 
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 چکیده

 از ییک به ایگانیک تا محصرلات   اارت  شرد   کیفیت و ایمنی محصرلات  کاراویزد  ی ارراارر  سان ار        کنندگان ازافزایش نگرانی مصرر  
 حصلات  م این فزایند  بازای یشد  نیک،کااویزد ایگا  محصلات   یوزافزون مصر   و گرایش. شلاند  ت دیل االم و پایدای  مصر   هادگزینه ترینمح لاب

اات. به  لیل اهمیت ویو  و کس  اسمی از این بازای یو به یشد، این مطالعه به بریای علاامل مؤثر بر یاه ر  ویو  به        اشته  همرا   ی  و  هه اخیر به یا
اتفا   مدل    بازای بین ا  براد ویو  به آن با ا صلات  ایگانیک و تعیین یاه ر  منا ااختاید می   المللی مح عه با هاد این مطالپر از .  ا  اازد معا ت  

ن گیرد  ی  اترس  ی ااتان خرااا   با یوش نملانه 1400پراانامه از تلالیدکنندگان محصلات  زعفران، پسته و کامش ایگانیک  ی اال        90آوید  مع
یت بر المللی به طلای مستقیم و متغیر مالک  ات آمد  حاکی از آن اات که متغیرهاد ییسک و انگیز  ویو  به بازای بین    ات آمد  اات. نتایج به  یضلاد به 

معنا ای  ایند.    المللی اثر مث ت و نالمللی، بر یاه ر  ویو  به بازای بی  طلای غیرمسرررتقیم و از طریث اثرگیاید بر انگیز  ویو  به بازای بین   تلالید و بازاییابی به    
المللی محصرلات  ایگانیک  ای . بر این ااراس، یاه ر  مناار  براد ویو  به بازای    که ییسرک اثر کاهند  و معنا ای بر انگیز  ویو  به بازای بین ضرمن این 

صا یا  غ        بین ضلاید مانند  اایکتی و غیرح ستقیم، م صلات  ایگانیک، یاه ر هاد غیرم ارمایه   المللی مح ستقیم، تلالید قرای ا د و  اترک   گیایدیرم م
اشی از تحریم  هاد نالمللی، ییسک شلا   ولت براد حضلای مستقیم تلالیدکنندگان محصلات  ایگانیک  ی بازایهاد بین    یو، پیانسا  می  ات آمد. از این به

 اد براد ویو  به بازای یا یفع نملا   یا کاهش  هد.و ملاانع انگیز 
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