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 This research project entitled "A Study of the Elements Effective on the stock  Market 

in the Dispersion of prices " is to explain the importance of the stock market as the most 
essential element of capital market . The general logic behind this paper originates from 

the consensus among economists that an important difference between the economy of 

the developed countries and that of the developing countries is the existence of effective 
and advanced financial markets in the former ones. This is because the existence of 

such efficient financial markets can expand the financial capacity of loaners  and 

improve the competablity and growth of the economy through increasing economic 
efficiency and the level of investment in the process of production. Financial market is 

divided into money market and capital market. Since financial support through the 

capital market requires less cost, governments are after the expansion of the capital 
market in various ways including the introduction of shares to the general public in 

stock markets. In the meantime prices play an important role in the economy and 

consumer. Prices usually include survival, current profit maximization, market share 
leadership and establish or maintain a relationship with the customer. In other words, 

the company can set prices to attract new customers or retain current customers more 

profitable or can determine the price down to competiters  not be allowed to enter the 
market or set prices at a level that will cause the market equilibrium.Also the price is so 

determined to maintain customer loyalty and support resellers. Prices can be 

temporarily lowered to stimulate consumer to  particular brand or so the price that will 
help sell other products. Therefore, the implementation of pricing objectives of the 

company, plays an important role at all levels.In  the  present  study,  through 

descriptive  approach  with  qualitative  method  and  case  study,  we  investigate 
important key factors influencing on the Capital Market in Dispersion of prices. In  

addition  by  presenting  a  new  model  in  accordance  with  the  present condition of 

the organization we explore the  Capital Market model  and  affective factors 
influencing them. The  study  investigates  35  factors  and  extracts  seven  important  

ones, which influence pricing strategy including  environmen factors,  product 

Management,  distribution Management,  standardization strategy ,  market Leader , 
distribution structure  and organizing Market 
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INTRODUCTION 

 

During the past few years, there has been growing interest on choosing the best pricing and marketing 

strategies. [34,35] We have seen a growing increase on competition among  business  owners  and  they  need  

to  have  competitive  pricing  strategies.  Some  choose penetrating  strategies;  the  others try  to  use  dumping 

strategies  trying  to  gain  more  market  share [39].  There  are  literally  various  studies  on  detecting  

important  factors influencing marketing planning and most of these techniques use multiple criteria decision 

making to handle various factors, which are mostly in conflict. In fact, when a person purchases products, he/she 

may  consider  the  brand  first  since it associates  the products  with  the  quality,  functions,  and  thedesign. 

Wang and Tzeng [41] evaluated the customer‘s satisfaction of brand marketing by three electronic 

manufacturing firms in Taiwan based on factor analysis and reported that value pricing is the most important 

factor, followed by consumer‘s price perception. The webpage is often one of the most important factors that 

determine whether the browsers will stay or not. Tang [40] categorized the major purchasing helper from most 

websites and further gathered the common principles of layout at e-commerce webpage; the layout of buying 

helper. The common principles actually provided position-oriented characteristics, which could offer necessary 
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guidelines for planning e-commerce webpage. Li [38] presented a Web-enabled hybrid method for strategic 

marketing planning where it combines the group Delphi technique with a Web-based expert system, called 

WebStra (developed by the author), to support some key factors of the strategic marketing planning process.   

Li [36] reported that the approach was effective and efficient in terms of overcoming time and  

geographical barriers, saving decision-making time, coupling analysis with human judgment, helping consumers 

improve decision-making quality. Li and Li [37] investigated some linking Web-based decision  aid  methods  

for  international  marketing  planning  and exploring the  value  of  such integration. Li et al. [38] presented  a 

Web-based hybrid knowledge automation system, called WebDigital for analyzing digital marketing strategies 

and reported that the Web-enabled knowledge automation system could be an efficient and effective method for 

improving the digital marketing strategy formulation process and its output. 

Pricing strategies for products or services encompass three main ways to improve profits. These are that the 

business owner can cut costs or sell more, or find more profit with a better pricing strategy. When costs are 

already at their lowest and sales are hard to find, adopting a better pricing strategy is a key option to stay viable. 

Merely raising prices is not always the answer, especially in a poor economy. Many businesses have been lost 

because they priced themselves out of the marketplace. On the other hand, many business and sales staff leave 

"money on the table". One strategy does not fit all, so adopting a pricing strategy is a learning curve when 

studying the needs and behaviors of customers and clients [20]. Price theory in economics is one of the key 

topics. Dynamic pricing issue is also one of important issues in economics and management  Businesses use a 

number of pricing strategies when marketing their products.Sometimes, a company will reduce prices based on 

the demand of a product or an increase in competition. Companies will also enter new markets with exceptional 

high prices if there is an exceptional high demand for their products. The key to market pricing strategy is 

understanding the current market situation. A company must also determine what customers are willing to pay 

through market research. [9] 

A small business owner may introduce products at relatively low prices, especially when consumers are 

price sensitive or the demand is highly elastic. The major objective for market penetration pricing is to set 

relatively low prices for products in hopes of increasing market share very quickly. Market share is the percent 

of sales a company possess out of all sales in the market. Businesses that use this strategy try to establish a loyal 

customer base immediately. They obtain the customers business, provide exceptional customer service then 

consistently offer promotions or special deals to retain these customers. [12]. Pricing must take into account the 

competitive and legal environment in which the company operates. From a competitive standpoint, the firm 

must consider the implications of its pricing on the pricing decisions of competitors. For example, setting the 

price too low may risk a price war that may not be in the best interest of either side. Setting the price too high 

may attract a large number of competitors who want to share in the profits. From a legal standpoint, a firm is not 

free to price its products at any level it chooses. For example, there may be price controls that prohibit pricing a 

product too high. Pricing it too low may be considered predatory pricing or "dumping" in the case of 

international trade. Offering a different price for different consumers may violate laws against price 

discrimination. Finally, collusion with competitors to fix prices at an agreed level is illegal in many countries 

[3]. 

In this  paper, we present an empirical investigation to find important factors influencing Pricing strategies  

on food industry. The organization of this paper first present details of influencing factors in section 2 while 

section 3 presents details of our results and concluding remarks are given in the last section to summarize the 

contribution of this paper.  

 

Literature review: 

Establishing effective pricing strategies is critical to managers. The pervasive  influence of price is due, in 

part, to the fact that the price cue is present in all purchase situations, especially in services. At a minimum, 

price represents to consumers the expense that must be incurred in the given purchase transaction. Zeithaml et 

al. propose that, because price serves as a proxy for quality for customers, it must be determined very carefully. 

Many authors have identified the importance of pricing for every company‘s profitability, mainly because it is 

the only element of the marketing mix that generates revenues for a firm, while all other elements of the mix are 

associated with costs. 

Avlonitis and Indounas suggest that pricing decisions can be implemented  easily, and at relatively low 

incremental costs. In addition, Shoemaker et al. suggest that pricing is a powerful force in attracting attention 

and increasing sales, and that it can also have a major influence on customer loyalty. Despite the significance of 

pricing, several authors indicate that pricing is the most neglected element of the marketing mix. 

When setting prices in services, basic economic pricing theory needs to be adhered to in which prices are a 

balance of supply and demand factors. In addition, a detailed understanding of total cost (variable, undistributed 

and fixed costs) per unit sold has become increasingly important for restaurant pricing decisions, since 

management must be certain that prices are adequate to cover all costs while allowing reasonable profits to be 

earned. 

http://en.wikipedia.org/wiki/Product_%28business%29
http://en.wikipedia.org/wiki/Service_%28economics%29
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Azad  et al. performed an empirical investigation to detect important factors influencing information and 

communication technology (ICT) implementation in Iranian banking industry. The survey applied  factor  

analysis  to  find  important  factors  and reported  six  factors  influencing ICT including  efficiency  approach,  

new advanced technological  achievements,  human  resource management, service  strategy, growth strategy  

and supporting systems. Azad  et al.  performed another empirical investigation to detect important factors 

affecting customer relationship management  (CRM)  in  an ICT firm based on factor analysis. The  survey 

detected six factors influencing CRM learning performance attributes, enterprise resource planning, perception 

attributes, structure oriented, perception image and organizational resources.  

Many research studies have tried to identify differentpricing strategies that could be preferable under 

differentconditions .However, it must benoted that Murphy and Enis made a rather limitedattempt to correlate 

pricing strategy with the four productcategories, proposing ―market pricing‖ for convenience andpreference 

products, ―bundled or negotiated pricing‖ for shopping products, and ―negotiated pricing‖ for specialtyproducts. 

Furthermore, many researchers consider pricingobjectives as establishing essential guidelines for 

pricingstrategy. Also, Kotler  states ―the clearer a firm isabout its objectives, the easier is to set price‖, 

whereasMcCarthy and Perreault  identified three main groupsof objectives: 

1 Profit-maximisation objectives. To pursue this objective,price setting aims at maximising total revenues 

relative tototal costs. 

2 Sales-or iented objectives . This short-term objective is tomaximise sales, as sales expansion is considered 

moreimportant than short-run profits. 

3 Status quo-pr icing objectives. Companies seeking stableprices try to preserve existing prices or match 

competitors‘prices and keep new competitors from entering their market. 

Moreover, according to Monroe ―Pricing objectives should be consistent with and advance corporate and 

marketing objectives‖, which may vary from company to company. For example, some companies try to 

maximise their profits through high prices, while others use low prices to attract new customers. 

Based on the results of the current research, it may be concluded that the combination of corporate 

objectives and product categories leads to situations that could be addressed by different pricing strategies. For 

specialty products, regardless of the objectives served, the high-pricing strategy is more often used, as the 

executives declared. The preference for a high price may stem from their exclusivity and superiority as 

characteristics of products that are usually priced high. In the specialty products markets, the level of 

competition is usually low, and the perceived value of products is high. In such a situation, the ―price band‖ is 

wide enough for products/brands to establish a price position of their own . In the markets of the other product 

categories, the intensity of competition leads to more narrow price bands within which brand equity is a 

determining factor for establishing actual prices. In this context, market share can either be ―bought‖ through 

lower pricing, as is common practice, or ―gained‖ through value-adding marketing wherever product 

differentiation is feasible. [12]. 

Another issue that product marketers should address is the compatibility of supplier and retailer pricing 

strategies for a particular product/brand. What this means is that sometimes retailers offer certain products at 

significantly lower prices in the form of ―special offers‖ in an effort to attract customers, thus diluting the 

pricing and positioning strategies of their suppliers. The problem with retailer price-based promotions is that 

cutting prices eventually leads to price wars where those thatare financially fitter survive. Finally, marketers 

must beconcerned with the fact that the net effect (bottom line)results of certain price strategies and tactics 

might bepractically the same, but on the basis of sales volume andcorresponding market shares, there might be 

significantdifferences depending on the strategies and tactics chosen. [3] For marketers of convenience or 

preference productspursuing any of the three corporate (profit increase) ormarketing objectives (increase of 

market share or competitor prevention), a low-price strategy works better than a high- price strategy. For 

shopping products, the situation appears more complicated as profit maximisation tends to be better served by 

adopting high-price strategies. However, as the research findings show, lower pricing is more frequently used 

when the company aims to increase market share and/or prevent new competitors from entering the market. This 

discussion suggests that the relationship between pricing objectives and strategies can be obscured if one tries to 

relate a pricing strategy to two or more parallel objectives. In such a situation, the assignment of priorities to the 

various objectives is the only way to resolve any possible conflict among the related strategies. [39].   

 

The proposed model: 

Based on previous literature, the variables affecting the market focus. These variables used in  the  study  

are  listed  in  Table  1. As  we  can  observe  from  the  results  of  Table  1,  there  are  42factors influencing  

the  market  development  in  food  industry.  We  have  tried  to  collect  all  these  items  from various  

resources  so  that  it  would  present  a  comprehensive  collection  of  all  possible  criteria influencing market 

development.   
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Table 1: Research variable 

Row   Criteria Reference 

1 The level of technology used in production Beatty & Ritter, 2010 
2 Superior Quality Products Company Cliff  et al , 2011 
3 Innovation in products and services Benveniste & Spindt, P2011 
4 Online sales products Avlonitis &Indounas, , 2010 
5 Competition among retailers selling the product 5Bonsall, P et al.,, J2011 
6 Demand for national brands Cavusgil, 2009 
7 Creating the competitive advantage Fishburn & Odlyzko,2012  
8 Focus on related products and services Viswanathan &Wang,2010 

9 Involvement the marketing and sale in the pricing Beatty &Ritter, 2010 
10 

 

Integrated distribution channel Chopra  & Meindl ,2010  

11 Market segmentation of customer types Jagannathan &Almeroth, 2010 
12 Opportunities to use technology Eife, 2011 
13 Distribution of products method Beatty &Ritter, 2010 
14 Customer needs 

 
Raineri & Giaconi,٢٠10 

15 Product Life Cycle Hinterhuber, 2010 
16 Alternative products Roy,  2010 

 
17 Negotiation Conditions with customers Fishburn &Odlyzko ,2012 

18 Brand loyalty Chopra  & Meindl ,2010 
19 Price leadership in the market Benveniste &Spindt, 2011 

20 Led the Company's market share Beatty &Ritter, 2010 

21 Relationship buyer and seller. Rao, R.C. 2010 

22 Market constraints Tsay &Agrawal, 2010 

23 Information about customer needs and future market Folkertsma et al , 2011  
24 Exchange rate fluctuations Iyer, 2011 

25 Standardization of products R. T. ELY , 2010  
26 Market dynamics Barth & Caprio,2009 
27 Investment in short-term monopoly position Cross & Dixit , 2010 

  
28 Recession in Market Formana &. Hun ,2010 

 

29 Provide more services without any changes in product prices Viswanathan &. Wang, 2010 

30 Brand reputation Davidson &.  Simonetto,  2010. 
31 Given the competing prices Smith &.  Nagle , 2010 

 
32 Adoption of new laws and regulations in the country Roy,  2010 

 

33 Media advertising on the product 

 
Dolan , 2010 

34 Copyright (duplication) of the products of the former Viswanathan, 2010 

35 Massive discounts on the goods Hinterhuber,2010 

36 Cultural differences in consumer behavior Raineri, & Giaconi,٢٠10  
37 Activities of company  in  space political risk Chopra & Meindl, 2010 
38 Import tariffs on raw materials needed to produce goods Yunsook hong,  20 09  

39 Create Distribution Company through self-organization Barth,2009 

40 The general level of wages paid to production workers Benveniste & Spindt, 2011  

41 Subsidies paid to producers R. T. ELY ,2010 

42 Maintenance and hoarding of raw materials or products to motivation price 

increase in future 
Chopra & Meindl ,2010 

 

3.1 Data collection and sample: 

The  present  study  employs  a  questionnaire  survey  approach  to  collect  data  for  testing  the  research 

hypotheses.  The  statistical  population  in  this  study includes  manufacturers  and  exporters  of food industry.  

In  this  study,  method  of  sampling  is  simple  random  sampling.  Among  the  exporters  andmanufacturers, 

the study selected 330 people randomly and questionnaires were given. To analyze the data, descriptive  

statistics were used  to  sort  the data in the second part of the data analysis is performed based  on  statistical  

inference. In  this  paper, for  analyzing the  data we use LISREL and AMOS software packages.  
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3.2. Assessing reliability: 

The reliability of the measurements in the survey  was  tested  using  Cronbach‘s  a. Hair et al. stated that a 

value of 0.70 and higher is often ―considered  the  criterion  for  internally  consistent established factors‖. The 

Cronbach‘s a coefficients in parentheses indicating the internal consistency reliability of the measures (a = 

0.899). 

 

3. 3Analysis and results:  

The proposed study designs a questionnaire and distributes it among 330 experts. Cronbach alpha is 

calculated as 0.88, which is well above the minimum desirable limit of 0.70.  In this study, Cronbach alpha has 

been calculated as 0.888 and Table 2 demonstrates the results.  

 
Table 2: Reliability Statistics 

 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

.888 .888 36 

In  addition, Kaiser-Meyer-Olkin  Measure  of  Sampling  Adequacy was  0.77 (Approx.  Chi-Square= 3.714E3  df=596  Sig.= 0.000), 

which also confirms the results of our survey. Table3 demonstrates the results. 
 

Table 3: KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .770 

Bartlett's Test of Sphericity Approx. Chi-Square 3.714E3 

Df 596 

Sig. .000 

 

In this section, research data using  scientific methods are  investigated and they  are analyzed  in  two parts.  

First, descriptive statistics are used to sort the data and then part of the data analysis is performed  based on  

statistical inference. Factor analysis and structural  equation  analysis  of  the presumptive test was used and the 

primary question is to find out about important factors influencing Capital Market in Dispersion of prices. To  

answer the first question the exploratory factor analysis has been used. Table 4 and 5 present the results of 

analyzing the data.  

  
Table 4: Descriptive Statistics  

Descriptive Statistics 

 N Range Minimum Maximum Skewness Kurtosis 

 Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

VAR00001 330 3.00 2.00 5.00 -.535 .138 .726 .276 

VAR00002 330 3.00 2.00 5.00 -.759 .138 .052 .276 

VAR00003 330 3.00 2.00 5.00 -.616 .138 -.431 .276 

VAR00004 330 3.00 2.00 5.00 .246 .138 -.303 .276 

VAR00005 330 4.00 1.00 5.00 -.180 .138 .059 .276 

VAR00006 330 4.00 1.00 5.00 -.483 .138 -.089 .276 

VAR00007 330 4.00 1.00 5.00 -.347 .138 .512 .276 

VAR00008 330 4.00 1.00 5.00 -.103 .138 .031 .276 

VAR00009 330 4.00 1.00 5.00 -.532 .138 .525 .276 

VAR00010 330 4.00 1.00 5.00 -.513 .138 .164 .276 

VAR00011 330 4.00 1.00 5.00 -.487 .138 1.066 .276 

VAR00012 330 4.00 1.00 5.00 -.891 .138 .450 .276 

VAR00013 330 4.00 1.00 5.00 .084 .138 -.417 .276 

VAR00014 330 3.00 2.00 5.00 -.181 .138 .025 .276 

VAR00015 330 3.00 2.00 5.00 .173 .138 -.327 .276 

VAR00016 330 4.00 1.00 5.00 -.380 .138 -.479 .276 

VAR00017 330 3.00 2.00 5.00 .009 .138 -.756 .276 

VAR00018 330 3.00 2.00 5.00 -.006 .138 -.524 .276 

VAR00019 330 4.00 1.00 5.00 -.895 .138 .435 .276 

VAR00020 330 4.00 1.00 5.00 -.330 .138 -.257 .276 

VAR00021 330 3.00 2.00 5.00 -.155 .138 -.570 .276 

VAR00022 330 4.00 1.00 5.00 .097 .138 -.520 .276 

VAR00023 330 3.00 2.00 5.00 -.391 .138 -.686 .276 
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VAR00024 330 4.00 1.00 5.00 -.711 .138 .701 .276 

VAR00025 330 3.00 2.00 5.00 -.427 .138 -.356 .276 

VAR00026 330 4.00 1.00 5.00 -.193 .138 -.288 .276 

VAR00027 330 3.00 2.00 5.00 -.497 .138 -.327 .276 

VAR00028 330 4.00 1.00 5.00 -.027 .138 -.150 .276 

VAR00029 330 4.00 1.00 5.00 -.258 .138 -.323 .276 

VAR00030 330 4.00 1.00 5.00 -.407 .138 -.396 .276 

VAR00031 330 4.00 1.00 5.00 -.290 .138 -.580 .276 

VAR00032 330 4.00 1.00 5.00 -.595 .138 .490 .276 

VAR00033 330 4.00 1.00 5.00 -.506 .138 -.038 .276 

VAR00034 330 4.00 1.00 5.00 -.553 .139 .368 .276 

VAR00035 330 4.00 1.00 5.00 -.152 .138 .082 .276 

VAR00036 330 4.00 1.00 5.00 -.448 .138 -.352 .276 

Valid N (listwise) 328        

 
Table 5: Total Variance Explained 

 Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative % Total % of Variance Cumulative % 

1 6.796 19.418 19.418 6.796 19.418 19.418 2.575 7.356 7.356 

2 2.521 7.204 26.622 2.521 7.204 26.622 2.244 6.411 13.768 

3 2.019 5.770 32.392 2.019 5.770 32.392 2.189 6.253 20.021 

4 1.810 5.172 37.563 1.810 5.172 37.563 2.185 6.243 26.263 

5 1.559 4.455 42.018 1.559 4.455 42.018 2.080 5.942 32.205 

6 1.462 4.177 46.195 1.462 4.177 46.195 1.990 5.686 37.891 

7 1.416 4.045 50.241 1.416 4.045 50.241 1.967 5.621 43.512 

8 1.317 3.763 54.003 1.317 3.763 54.003 1.904 5.440 48.952 

9 1.227 3.506 57.509 1.227 3.506 57.509 1.776 5.075 54.027 

10 1.101 3.147 60.656 1.101 3.147 60.656 1.729 4.940 58.967 

11 1.053 3.009 63.665 1.053 3.009 63.665 1.644 4.698 63.665 

12 .985 2.815 66.480       

13 .931 2.659 69.139       

14 .916 2.619 71.758       

15 .816 2.331 74.089       

16 .803 2.294 76.383       

17 .759 2.170 78.553       

18 .714 2.039 80.592       

19 .658 1.880 82.473       

20 .646 1.847 84.320       

21 .595 1.701 86.021       

22 .556 1.588 87.608       

23 .538 1.536 89.145       

24 .509 1.456 90.600       

25 .425 1.215 91.815       

26 .405 1.158 92.973       

27 .389 1.112 94.085       

28 .336 .959 95.043       

29 .310 .886 95.929       

30 .305 .872 96.802       

31 .295 .843 97.644       

32 .229 .655 98.299       

33 .212 .605 98.904       

34 .197 .563 99.467       

35 .186 .533 100.00       

Extraction Method: Principal Component Analysis. 
 

Fig. 1 demonstrates Eigenvalues for each factor and a special agent with the highest value indicates that 

after seven factors, the curve becomes smooth and we choose seven factors for the proposed study.    

 



1764                                                  Somayeh Hozouri and Majid Farnia, 2014 

Advances in Environmental Biology, 8(10) June 2014, Pages: 1758-1771 

 

 
Fig. 1: Scree plot 

 

Table 6 demonstrates the results of component matrix on eleven factors, before and after varimax rotation. 

 
Table 6: Component Matrix 

Component Matrix 

 

 

ROW 
Variables Components 

  1 2 3 4 5 6 7 8 9 10 11 

1 Dynamic market .697           

2 Investment in short-term 
monopoly position 

.674           

3 Subsidies paid to 

producers 

.613           

4 Massive discounts on 

goods 

.579           

5 Led the company's market 

share 

.543           

6 Adoption of new laws and 

regulations in the country. 

.533           

7 Production of goods 

according to cultural 
differences 

.511     .375      

8 Media advertising on the 

product 

.508           

9 Established Broadcast 

companies 

.498           

10 Negotiating conditions 
with customers 

.487           

11 Provide more services 

without any changes in 

product prices 

.480   -.382  .460      

12 Level of technology used 
in production 

.474    .420       

13 Customer needs .473           

14 Products   Internet sales .455           

15 Exchange rate fluctuations .450   .332        

16 Price leadership in market .431       .426    

17 Demand for national 

brands 

.419 -.369          

18 Active participation in the 
political risks 

.400 .393          

19 Focus on related products 

and services 

.505 -.520          

20 Hoarding Products  .464     .416     

21 Recession in Market .420 .422       .376   

22 Brand Loyalty  -.402  .395        

23 Innovation in products and .351 -.384          
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services 

24 
Competition among 

retailers selling the product 

.342  .493         

25 
Superior Quality Products 

Company 

.353  -.447    .357 .331    

26 
Intervention the marketing 
unit in pricing 

  .435  .395       

27 
Market segmentation In 

terms of customer 

 -.411 -.418         

28 Standards in production  .368  -.446        

29 Product Life Cycle  .346  .431  .374      

30 Alternative products  .395  .405      .357  

31 Distribution method     .387 .350      

32 
Import tariffs on raw 

materials 

.359 .359    -.377      

33 
Integrated distribution 
channel 

.393 .356     .396     

34 
The general level of wages 

paid to production workers 

.445        -.510   

35 
Copy of the previous 

product 

   -.376   .336   -.395  

Extraction Method: Principal Component Analysis. a. 11 components extracted. 
 

Table 7: Rotated Component Matrix 

Rotated Component Matrix 

 

 
row 

Variables Components 

  1 2 3 4 5 6 7 8 9 10 11 

1 Media advertising on the 

product 

.627           

2 Exchange rate fluctuations .595           

3 Active participation in the 

political risks 

.581           

4 Investment in short-term 
monopoly position 

.543  .363         

5 Adoption of new laws and 

regulations in the country. 

.493    .337       

6 Customer needs  .732          

7 Innovation in products and 

services 

 .644          

8 Level of technology used in 
production 

.369 .461        .349  

9 Dynamic market .334 .407  .331    .348    

10 Competition among retailers 

selling the product 

  .731         

11 Products   Internet sales   .642         

12 Demand for national brands   .601         

13 Standards in production    .773        

14 Provide more services 

without any changes in 
product prices 

   .773        

15 Production of goods 

according to cultural 

differences 

   .504  .498     0.363 

16 Price leadership in market     .759       

17 Led the company's market 
share 

    .703       

18 The general level of wages 

paid to production workers 

    .408      0.403 

19 Market segmentation In 
terms of customer  

     .578   .42

0 

  

20 Brand Loyalty      .502      

21 Negotiating conditions with 

customers 

  .459   .475    .343  

22 
Focus on related products 

and services 

 .367   .380 .423      

23 Product Life Cycle       .788     

24 Alternative products       .583 .437    

25 Hoarding Products       .526    0.343 
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26 
Integrated distribution 

channel 

      .427  .41

8 

.351  

27 Subsidies paid to producers            

28 
Import tariffs on raw 

materials 

       .706    

29 Recession in Market .340       .632    

30 Massive discounts on goods        .369    

31 
Superior Quality Products 
Company 

        .78

7 

  

32 
Established Broadcast 

companies 

        .57

8 

  

33 Distribution method          .711  

34 
Intervention the marketing 

unit in pricing 

         .648  

35 Copy of the previous product           0.811 

 

Note  that extraction method in Table 7 was based on Principal Component Analysis. Rotation Method, 

Varimax with Kaiser Normalization and rotation  converged  in  11  iterations. The  proposed study  determined 

sevsn importan factors influencing Capital Market including environmental factors, product Management,  

distribution Management, standardization strategy, market Leader, distribution structure and organizing Market. 

The results of the implementation of factor analysis have provided seven factors, which are explained next. 
 

Table 8: Interpretation of the results of the factor analysis 

 Indexes Important  

coefficient 

P-value Result 

Environmental 

factors 

Investment in short-term monopoly position /0 51 
 

<0.001 Accept 

Recession in Market 50/0  <0.001 Accept 

Media advertising on the product 0/ 41 

 

<0.001 Accept 

Active participation in the political risks (war, riots and 

revolutions, etc.) 

/0 36 <0.001 Accept 

Exchange rate fluctuations 0/33 <0.001 Accept 

Adoption of new laws and regulations in the country. /0 32 <0.001 Accept 

Product 

Management 

Level of technology used in production /0 58 
 

<0.001 Accept 

Customer needs /0 38 <0.001 Accept 

Innovation in products and services /0 32 <0.001 Accept 

Focus on related products and services 30/0  <0.001 Accept 

Distribution 

Management 

Negotiating conditions with customers /0 58 <0.001 Accept 

Competition among retailers selling the product /0 36 

 

<0.001 Accept 

Demand for national brands /0 34 <0.001 Accept 

Production of goods according to cultural differences /0 57 

 

<0.001 Accept 

Standardization 

strategy 

Dynamic market (customers product potential - a 
potential market for the product) 

/0 56 <0.001 Accept 

Provide more services without any changes in product 

prices 

/0 40 

 

<0.001 Accept 

Standards in production 30/0  <0.001 Accept 

Market Leader 

Led the company's market share 60/0  

 

<0.001 Accept 

The general level of wages paid to production workers 0/50 
 

<0.001 Accept 

Price leadership in market 0/24 <0.001 Accept 

 

In addition, the results of our test does not confirm the effects for seven variables including, product Life 

Cycle, alternative products, maintenance and hoarding of raw materials or products to motivation in the future 

prices,superior Quality Products Company, integrated distribution channel, established Broadcast 

companies,market segmentation In terms of customer types 

 

The results:  

In this section, we present details of our findings on seven influencing factors.   

 

The first factor:  Environmental factors: 

The first factor is associated with environmental factors. Table 9 demonstrates details of our study. As we 

can observe from the results of Table 9, ―Investment in monopoly market in short term‖ is number one priority 
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followed by ―Market recession‖, ―Amount of media  advertisement‖, ―Market activity with high level of 

political risk‖, ―Currency fluctuation‖ and ―Rules and regulations‖.  

 
Table 9: 

 

 
The second factor: Product management : 

Product  management  is  the  second  important  issues  and  they  include  four  factors,  which  are 

summarized in Table 10 as follows,  

 
Table 10: The summary of factors associated with product management 

 
As we can observe from the results of Table 10, all four factors of ―The level of technology used in 

products‖,  ―Customer‘s  needs‖,  ―Focus  on  related  products‖  and  ―Innovation  in  products  and services‖ 

are having positive effect on capital Market. 

 

4.3. The third factor: Distribution management: 

Distribution  management  is  the  third  important  issues  and  they  include  five  factors,  which  are 

summarized in Table 11 as follows,  

 
Table 11: 

 
According to the results of Table 11, ―The conditions for negotiation‖ is number one priority followed by 

―Offering product through internet‖,  ―Competition among retailors‖ and ―Demand for national brand‖.  

 

4.4. The fourth factor: Standardization strategy: 

Standardization strategy is the fourth important issues and they include three factors, presented in  Table 12 

as follows,  

 
Table 12: 

 
According to the results of Table 12, ―Dynamics  of  market‖  is number one priority followed by ―Offering 

better services with no price change ‖ and ―Applying necessary standards on products and services‖.  
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4.5. The fifth factor: Distribution structure: 

The structure of distribution channels is another factor with three sub-components, presented in Table 13 as 

follows, 

 
Table 13: 

 
According to  the results of Table 13, none of three factors is statistically significance and we can conclude 

that distribution structure has no impact on capital Market. 

 

4.6. The sixth factor: Market leadership: 

Market leadership is the other factor with three sub-components, presented in Table 14 as follows,  

 
Table 14: 

 
According to the results of Table 7, ―Leadership in present market share‖ is number one priority  followed 

by ―Paid wages‖ and ―Leadership in price on the market‖.  

 

4.7. The seventh factor: Market orientation: 

The last factor is associated with market orientation with four factors presented in Table 15 as follows, 

 
Table 15: 

 
According to the results of Table 15, none of four factors is statistically significance and  we  can conclude 

that market orientation has no impact on capital Market. 

 

Conclusion: 

This paper has presented an investigation to detect important factors influencing Capital Market. The 

proposed study of this paper has extracted five important factors including environmental, product management, 

 distribution management, standardization strategy and market leadership. In terms of environmental  factors,  

―Investment  in  monopoly  market  in  short  term‖  is  number  one  priority followed by ―Market recession‖, 

―Amount of media  advertisement‖, ―Market activity with high level of political risk‖, ―Currency fluctuation‖ 

and ―Rules and regulations‖. Product management is the second  important  issues  where ―The  level  of 

technology  used  in products‖, ―Customer‘s  needs‖, ―Focus on related products‖ and ―Innovation in products 

and services‖ are having positive effect on Capital Market. The next factor, distribution management, includes 

different factors including ―The conditions for negotiation‖ is number one priority followed by ―Offering 

product through internet‖, ―Competition  among  retailors‖  and  ―Demand  for  national  brand‖.  In  terms  of  

following  good standards, ―Dynamics of market‖ is number one priority followed by ―Offering better services 

with no  price  change  ‖ and ―Applying  necessary  standards on  products  and services‖. Finally,  market 

leadership  is  the  last  item  where  ―Leadership  in  present  market  share‖  is  number  one  priority followed 

by ―Paid wages‖ and ―Leadership in price on the market‖. 

Regarding the results of first question, we can offer 7 hypotheses that identified by exploratory factor 

analysis and by the Confirmatory factor analysis they reject and accept of and ranking of each of the 

components of market share. Table 16 shows details of our findings on seven variables. 
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Fig. 2 shows details of the relationship among various components in standard form 

 
 

Fig. 2: The results of survey in standard form 

 

Based on the results of confirmatory factor analysis, the importance of each factor on Dispersion of 

prices.are summarized in Table 17 as follows, 

 
Table 16: The results of confirmatory factor analysis 

Important  coefficient Factor 

0/98 Standardization strategy 

/0 89 Environmental factors 

/0 88 Distribution Management 

/0 87 Market Leader 

/0 77 Product Management 
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