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ABSTRACT 
 
Garlic is one of the export crops which has a global reputation in terms of taste and quality. Zanjan 
province produces 23 percent of total garlic crop of Iran and is one the hubs of garlic production in the 
country. Effective factors on marketing of garlic is not well studied in this province. Therefore, the main 
purpose of this study is analysis of factors affecting marketing of garlic in zanjan province. Data was 
collected through a questionnaire validity of which was approved by a panel of expert and its reliability 
was measured by computing cronbach's alpha coefficients (α= 0.81). The statistical population of this 
study consisted of garlic growers of Zanjan province (P= 1250) among which 115 grower were selected 
through stratified proportional sampling. Results revealed that customer satisfaction and crop quality were 
effective on marketing of garlic. Furthermore regression analysis showed that variables of household size, 
farmers' knowledge, agricultural experience, age, area of cultivated land, and the number of services or 
operations have done on garlic had a significant effect on garlic marketing obstacles. Regression analysis 
for the other dependent variable i.e. price of garlic on wholesale buyers' center revealed that garlic 
production cost, market oriented marketing, the cost processing garlic, accessing loans and total 
frequency of garlic are significantly effective on this variable.  
 
Keywords: Garlic, Marketing, price, Zanjan Province. 
 
 
Introduction  
 
Iran economic dependency on oil income will significantly affect economy of this country. A large part of 
imports is compensated with oil income, so reduction of oil reserves will make significant vulnerability to 
this country economy, especially economic sectors which are dependent on imports. Thus finding 
appropriate alternatives for oil income is critical. Agriculture sector, because of ability and capacity for 
relative advantages, is one of the most important sectors for increasing non-oil export (Mirzaeie, 2007). In 
this regard, considering the marketing process is a key factor for increasing farmers' income and finally 
facilitating the export of agricultural crops and productions (Torkamani, 2006). Garlic is one of the 
processed agricultural crops which is exported and its taste and quality have global reputation. Because of 
perishability and voluminousness, garlic like other agricultural crops is exported as dried and processed 
and has a considerable income for the country (Iranian agricultural economy research, 2011). Garlic is 
one of the most important agricultural crops in Iran and the world. Iran is the twelfth country in terms of 
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garlic production. 10- 12 thousands of country lands is usually under the cultivation of this crop. Garlic 
markets is highly influenced by middlemen. Furthermore this crop market is a mass market and is usually 
sold in bulk form by farmers at low prices (Iranian ministry of agriculture, 2011). This study is conducted 
to examine the factors affecting the marketing of garlic from garlic growers' view in Zanjan province  
Literature review. This part of the paper related researches to the question of the study, will be reviewed. 
Norouzi (2000) have studied marketing, sorting and packing of rice and concluded that processing, 
storage, packing, sorting and credits are the most important marketing services. Furthermore retailing 
price was directly and significantly correlated with marketing margin. Hasanpour (2000) has studied 
marketing operation, path, margin, cost coefficient, and effectively of marketing. This study also 
determined the role of marketing factors on garlic price. Results showed that wholesalers, local buyers 
and middlemen respectively buy 42.7, 29.1 and 13.7 percent of garlic in Mazandaran province. Cost 
coefficient and effectively of marketing were respectively 57.8, 16.6 and 25.6 percent.  
Examining of citrus marketing in Tonekabon region revealed that middlemen share from the sale price is 
31 percent while the producers' share is 41 percent. Most of citrus growers presale their crops, therefore 
directing them to appropriate e sale methods is a solution for increasing their income (Assadi, 2005). Hort 
(2006) concluded that five kind of managerial capital including physical, social, economic, human and 
natural capital have an appropriate role in quality and quantity of orchard crops in Germany.  
Kaufman and cifman (2003) showed that retail integration, technical changes in production and marketing 
and demand growth have changed the traditional market relations between producers, wholesalers and 
retailers. This have required the crop providers for conducting marketing services and providing rewards 
in terms of amount of purchase  
 

Research method 
 
Data for this survey study were collected using a structured questionnaire which addressed garlic growers 
of Zanjan province in Iran. The questionnaire included five parts. These parts respectively asked those 
demographic characteristics of garlic growers, economic characteristics of the production, communication 
characteristics, marketing obstacles and marketing management of the garlic growers. Reliability of the 
questionnaire was measured by computing Cronbach’s alpha coefficient. Cronbach’s alpha coefficient 
was calculated at 81, indicating an acceptable level of reliability. Validity of the questionnaire was 
determined by a panel of experts. The statistical population of the study consisted of 1,250 garlic growers 
of Zanjan province of Iran. Data were collected by this questionnaire through interview with wheat 
farmers. The sample size was determined based on the chochron's formula, which consisted of 109 garlic 
growers that had one or more hectare garlic farms. For insuring of selection of farmers that the main 
occupation is garlic growing and therefore have appropriate information.  
 
 
Results 
 
Findings will be illustrated in five parts: descriptions of the demographic variables, economic variables, 
prioritization of obstacles of marketing management, multiple regression analysis of factors affecting 
obstacles of marketing and multiple regression analysis of factors affecting garlic price in wholesale 
centers. 
   
Demographic and Economic Characteristics 
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Men comprised most of garlic growers (92.6%). In terms of the educational level, most of them showed a 
high school diploma Degree (45.2%). The average age of them was 44 years. On average, they had 25.14 
years of farming experience. The economic characteristics of the garlic growers have been presented in 
table 1.  

 
Table (1): Economic Characteristics of garlic growers 

Economic Characteristics   Average Standard 
deviation  

Income (Rial) 400000000 13.60 
On the cultivation land (Hectare) 2.22 .82 

 
Total production 42.4 13.59 
Price one Kilogram garlic on the 
farm (Rial) 

8100 397 

Price one Kilogram garlic on the 
wholesale centers (Rial) 

10300 5030.6 

The cost of producing of one 
tone garlic (Rial) 

63000000 23.27 

The cost of processing of one 
tone garlic (Rial)    

17000000 44.91 

Other costs 18000000 39.26 
The amount of d reduce 
determined by buyer 

18000000 40.056 

The amount of loan from bank 
(Rial) 

90000000 50.160 

 
 
Rankings of marketing management obstacles 
 
The 10 items of marketing management obstacles were listed according to their ranking in table 
2. It shows that “management structure” had the lowest CV score (0.231), and was ranked as the 
most important item. Furthermore "the high costs of cultivating and harvesting" had the highest 
CV score, and therefore was ranked as the least important item.  
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Table (2): Rankings of marketing management obstacles 
Ran
king

Item Mean Standard 
deviation 

CV 

1 Management structure 1.99 0.46 0.231 
2 Weak storage 2.40 0.56 0.233 
3 Lack of farmers' awareness  1.12 0.32 0.381 
4 Governments'' instrumental perspective 

toward private sector 
1.80 0.53 0.291 

5 Uncertainty about supplying the costs by 
farmers' organizations 

1.80 0.63 0.351 

6 Lack of financial power for delaying sales 
to a appropriate time 

1.3 0.49 0.376 

7 Lack of farmers' satisfaction 2.74 0.45 0.384 
8 High costs of cultivating and harvesting 1.40 0.60 0.428 
 
 
Multiple regression analysis of factors affecting marketing management obstacle  
 
Multiple regression was conducted to assess the effects of the independent variables on marketing 
management obstacles (Table 3). Research results showed that variables of household size, 
farmers' knowledge, agricultural experience, age, area of cultivated land, and the number of 
services or operations have done on garlic had a significant effect on garlic marketing obstacles. 
 
 
Multiple regression analysis of factors affecting garlic price at wholesale centers  
 
Multiple regression showed that garlic production costs, product –oriented marketing, sale costs, 
access to loan, total production and total cost of sale significantly affected the garlic price at 
wholesale centers. 
 
Table (3): Multiple regression analysis of factors affecting garlic price at wholesale centers  

variables b Beta t-value Sig.(2-tailed) 
Constant  20647.8 0.235 11.25 0.00 
Garlic production costs -5.14 -0.39 -3.07 0.00 
Product–oriented 
marketing  

-905.0 -0.376 -4.65 0.00 

Cost of garlic processing 2.63 0.235 2.30 0.023 
Access to loan -806.5 -0.264 -2.88 0.005 
Total frequency of garlic -230.8 -0.197 -2.18 0.031 

 
 

Conclusion 
 
Considering the average of studied sample it can be concluded that they are middle- aged and thus 
trainable. Therefore, extension classes in the field of marketing can improve the garlic marketing in the 
region.  
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Garlic growers have not participated in any training course about different aspects of marketing. Thus 
short courses about principles of marketing in the seasons that garlic growers have more free time is 
recommendable.  
Considering the problems that root in small size and scattering of lands including on time access to 
inputs, access to processing operation, lack of access to market information, and also inefficiency in sale 
of garlic, establishing cooperation can help garlic growers in different aspects of marketing. 
Results revealed a strong correlation between land size and accessibility to market and so selling the 
crops. Thus supportive mechanisms and polices should have a more focus on small scale farmers with 
low income. This finding is consistent with Hosseini, et al. (1387). Furthermore, applying more effective 
methods of extension and developing the informing networks in villages can leads to more accessibility to 
market of garlic. In this regards, applying new methods of marketing such as network marketing can 
evolve the marketing of garlic.  
Limited access to financial resources and loans was one of the five factors on accessing market.  
Thus providing loan with low interest when garlic growers need financial resources, can help the farmers. 
Storage facility and market accessibility correlation imply that constructing central stores in appropriate 
locations can help farmers for better marketing of garlic and reducing its wastage (cf. Mortazavi and 
Fallahi, 2008).  
One of the other effective factors on accessibility of market were middlemen. Thus justifying the share of 
production agents is necessary. Establishing cooperative for producing and distributing garlic by 
collaboration of wholesalers and farmers can justify or remove the negative role of middlemen in the 
marketing process.  
Considering the prevalence of interpersonal channels and sources of communication among garlic 
growers, these channels and resources such as Islamic council of the village, local leaders and influential 
people can have a great role in extension of marketing among garlic growers.  
 
Methodology 
 
Data for this survey study were collected using a structured questionnaire which addressed garlic growers 
of Zanjan province in Iran. The questionnaire included five parts. These parts respectively asked those 
demographic characteristics of garlic growers, economic characteristics of the production, communication 
characteristics, marketing obstacles and marketing management of the garlic growers. Reliability of the 
questionnaire was measured by computing Cronbach’s alpha coefficient. Cronbach’s alpha coefficient 
was calculated at 81, indicating an acceptable level of reliability. Validity of the questionnaire was 
determined by a panel of experts. The statistical population of the study consisted of 1,250 garlic growers 
of Zanjan province of Iran. The sample size was determined based on the chochron's formula, which 
consisted of 109 garlic growers that had one or more hectare garlic farms. For insuring of selection of 
farmers that the main occupation is garlic growing and therefore have appropriate information.   
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