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Abstract

The recent studies show that the local market of handmade carpets in Iran has
not been able to perform well in its marketing and be considered as a product
with a brand name. Based on this and from the customers' point of view, this type
of carpet is known based on a series of trade letters transferred from ancient
times. However, its close competitor (machine carpet) has acted somewhat more
favorably and has used branding as one of the strategies to increase success.
Therefore, in order to extend this strategy to handmade carpets, more studies
are needed. In this regard, the main purpose of this study is to examine the
marketing situation of Iranian handmade carpets, ways to create, develop and
position the necessary brand for it. This can be achieved through systematic
branding. In this regard, selected production units in the west province of Iran
with the necessary advantage for this purpose. The statistical population of the
research consists of production units and sellers of handmade carpets in
Kermanshah and Kurdistan provinces. The research results show that marketing
in the studied units has received some attention, but this point is not favorable
for branding. Finally, by holding in-depth interview sessions with experts, 4
brands were identified and their development strategies were examined.
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Extended Abstract

1. Introduction

The lack of new marketing principles and
methods reduces the share of Iran and
increases the share of its competitors
(Doaei & Begham, 2015). The main problem
of the Iranian carpet industry is the
weakness in advertising and new
marketing techniques and marketing
research. Therefore, extensive marketing
research, identifying the needs of
customers in target markets can cause
Iran to rise again to the top of the list of
top carpet exporters around the world
(Haghshenas Kashani & Saeedi, 2011). In
the research on the challenges of
handmade carpets, it was inferred that the
most important challenges in advancing
the handmade carpets are competition
with strong producing countries, lack of
branding, lack of marketing research, and
necessary trainings in this field. Therefore,
efficient branding for handmade carpets
can play a main role in the market of this
product (Nosrat & Karimi, 2016). Cena
(2013) also believes that using "innovative
markets" increases the competitiveness of
the carpets. He predicts that the main
need of the companies operating in the
field of "Indian" handmade carpets is to
define a new brand identity to offer their
products. A review of the previous studies
shows that the domestic market of the
handmade carpets in Iran has not yet been
able to improve the necessary efficiency in
its marketing and be considered as a
product with a brand name. Accordingly,
from the customers' point of view, this
type of carpet is known in Iran based on a
series of commercial letters transferred
from ancient times. Therefore, the main
purpose of this study is to examine the
marketing situation of the Iranian
handmade carpets, as well as ways to

create and determine, and position the
necessary brand for it.

2. Methodology

The present research uses a descriptive
method. Data collection was done through
structured interviews and questionnaires.
In this study, units for commercial
branding were identified through
organizations involved in the field of
handmade carpets. To evaluate the
branding system in the production units of
the studied provinces, 26 units of
handmade carpets were audited. At this
stage, the amount of effort and allocation
of necessary credit to branding in these
units were investigated in a quantitative
manner.

3. Findings

Branding for handmade carpets can
become a tool to introduce and develop
the brand name of a valuable national
product. In this study, using a qualitative
method and  through  purposeful
interviews with the owners of the
production units in the studied provinces,
we first tried to consider how the brand is
formed. Studies on branding in handicrafts
of the provinces in priority have shown
that there is a little desire among the
managers to introduce this product as one
of the most advantageous domestic
products that can succeed in international
markets. This can be based on the type of
systematic view they have toward their
products or on their habits.

4. Conclusion

Highlighting the important factor of
beauty in the Iranian hand-woven carpet
industry, this variable is very important in
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the development and increase of the
target market share of companies active in
this field. From an economic point of view,
it is important to pay attention to the
carpet industry, because first, the added
value of this industry is about 65%, and
second, the products of this industry
constitute the largest part of non-oil
exports. The development of the domestic
market of handmade carpets in Iran as an
important step before exporting it to other
countries, depends a lot on such things as
the type of advertising media, the extent to
which people know about the carpets, and
people's familiarity with the uses of the
handmade carpets.

The results of this study showed that in
these production units, there is a little
power to create valuable brands. However,
there is an advantage in producing the

handmade carpets. Therefore, the results
of this research can help identify and
improve their production space. This
study examines the ability of the
production units in the western provinces
of the country to create a strong and
sustainable brand in the handmade carpet
industry. Definitely, creating valuable and
sustainable brands can help improve the
business environment, identify regional
and local capabilities, and expand
employment.
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