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ABSTRACT 

one of the most important factors in the development of agriculture, is market or 
agricultural products. The purpose of this study was to investigate the feasibility of e-
marketing cucumbers in Darreh Shahr city. The present research is an applied research 
and descriptive survey method. All cucumbers growers Darreh Shahr city, whose numbers 
are 4000, formed the population. By Morgan table, 351 individuals were selected as the 
sample size. Simple random sampling was conducted and questionnaires were used to 
gather data. Validity by a panel of experts and its reliability using Cronbach's alpha (0/90) 
was measured. Data analysis was performed using spss 21 software.Results suggest that, 
prerequisites for e-marketing cucumbers in Darreh Shahr city indexes of information 
technology, policy and support, technical, educational, cultural and social that the farmers' 
knowledge about the electronic marketing of agricultural products, the situation is 
moderate to good. 
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INTRODUCTION 
 

Different types, such as marketing, trade marketing, database, and networking is interactive. With the 

advent of the Internet and e-commerce, e-marketing called fifth marketing model was introduced. E-marketing, 

using the Internet and other communication technologies as a medium for communication between seller and 

customer defined (Brodie et al., 2007). 

Electronic marketing concept, the use of new technologies for communication chain between 

manufacturers, dealers, suppliers, providers of goods and services in general, on the one hand, and the 

purchaser, consumer or general customer on the other hand, the in order to make better decisions, optimize 

goods and services, reducing costs and opening new channels (Rasekhi, 2001). 

E-marketing of agriculture, to eliminate middlemen, reducing costs and finding customers, help 

significantly. Most farmers are small landowners and little investment. The important thing is that the system is 

designed to help farmers to sell product online (Wen, 2007). 

According to Agriculture Organization of Ilam in the 93-92 season, cultivation of cucumbers, in Ilam 

province is 5972 hectares. The city Darreh Shahrof 5,500 hectares of irrigated land, 4,600 acres were under 

cultivation cucumbers. Each year approximately 90,000 tons of cucumbers produced in the valley city, of which 

about 70,000 tones is in excess of consumption. 
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Marketing a product that is high quality, this is traditionally done by brokers and dealers. Due to the lack of 

rural cooperatives, trade unions and workers vegetables, and cold in the valley city, to preserve vegetables and 

lack of efficient marketing and e-marketing, especially vegetables and especially conservatives "cucumber 

farmers forced to sell their products to intermediaries All prices are proposed Sometimes even more than the 

cost of production, are affected. So should seek appropriate ways to shorten the brokers and dealers, and 

marketing cucumbers, to profit from the sale of this product, it is laborious gave farmers. 

Alavian and colleagues (2012) in a study entitled "Feasibility of electronic marketing rice in Rasht city", 

offered in two models: the first model, the exchange between farmers and consumers, through the website, and 

the second model, the exchange between ICT offices rural consumers using the medium. 

Gholamrezayee et al (2008) in a study entitled "The Economic Impact of ICT on marketing of agricultural 

products in Kermanshah city" came to the conclusion that People with different education, equally convinced 

that electronic commerce economic terms, the effective marketing of agricultural products. 

Bajantry (2011) in their study, in a region of India to the conclusion thatPotato growers majority (64 per 

cent) that their product along the major manufacturers of consumer retail sales, have been sold, the highest 

proportion (65%), money (Rs) have received from this channel compared to other marketing channels have 

received  and This indicates that the route is performance. 

Kumar et al. (2010) in a study entitled "Barriers to e-agriculture in rural areas," the study of 200 farmers in 

40 villages and rural poor in India  and concluded that the three most important factors that influence the 

adoption of ICT include the rural life, the difference between education and income. 

Hawaii Department of Agriculture (2006) in a study titled "Feasibility of e-commerce in agriculture, small 

business" has the ability to design websites, shopping cart and payment model electronics. A farmer, agricultural 

companies delivers your product. And a central part, assumes a product to the customer. 

The purpose of this study, the feasibility of e-marketing cucumbers, the city and its specific objectives: 

Identify network for e-marketing cucumbers; Identify the needs of e-marketing cucumbers, and identify 

attitudes of farmers is about electronic marketing cucumbers. 

 

Methods: 

The research 4000, cucumber growers are working valley city. Sample size as Morgan, is 351 people 

respectively. Consultation with experts and professors confirm the validity and reliability of Cronbach's alpha 

values were 0/90. In order to achieve the goals set by the table frequency, frequency, average ratings, standard 

deviation, coefficient of variation for farmers' attitudes about e-marketing cucumbers in the valley city of MDSI 

method was used. 

 

Findings: 

Personal characteristics and agronomic: 

In this study, the majority of the study populations of 323 patients (92%) were male. The average age of 

farmers is accountable 56/48 years. The majority of the frequency 134 (2/38 percent) are Less than high school 

diploma. Most of the farmers with a lot of 203 (8/57 percent) do not have access to computers at home, and only 

89 (25.4%) of the farmers have access to. Minimum cultivation of cucumbers 5.0 acres and is the largest area of 

7 acres. 

First goal, identify the appropriate network marketing e cucumbers 

The findings suggest that farmers (5/57 percent), vegetables Farmers Union, the network for e-marketing 

cucumbers know. While 2/34 percent, state-owned companies have chosen (Table 1). 

 
Table 1: Distribution of the sample according to the appropriate e-Marketing Network 

Percent Frequency Appropriate network 

34.2 

8.3 
57.5 

120 

29 
 

202 

Public companies 

Village cooperatives 
Union workers vegetables 

100 351 Total 

 

The second goal: identify the needs of e-marketing cucumbers 

To identify the needs of e-marketing cucumbers six indicators considered are: Index of information 

technology, policy measures and support, technical index, education index, an indicator of cultural, social 

indicators. The farmers' knowledge about the parameters of the study is that the results are as follows. 

 

 

 

 

 
 



565 
 

 

Table 2: Ranking of farmers' knowledge of the culture of information technology 

Rank Factor 

Changes 

Deviation 

Criterion 

Average 

rating 

The knowledge and skills of farmers Factor 

1 0.234 0.934 3.982 Awareness of e-marketing of agricultural products IT 

Culture 

2 

0.238 1.069 3.776 Proficient in the use of 

 computers 

3 0.288 1.1 3.811 Proficient in the use of the telephone bank 

4 0.318 1.208 3.794 Proficient in the use of the Internet 

5 

0.344 1.338 3.88 Proficient in the use of e-mail 

 

1 
0.229 0.869 3.789 Low-interest bank loans and long-term e-marketing 

 activities 
Policy 
and 

Support 2 0.231 0.881 3.8 Government support for product marketing cucumber 

3 0.248 0.871 3.509 Free e-marketing consulting for activists 

4 
0.255 0.991 0.255 Special facilities for the launch of e-marketing 

 

1 0.173 0.645 0.712 Path manufacturer -wholesaler - retailer - consumer Technical 

2 
0.226 0.813 3.60 Path-producing industries 

 (pickles building) _Consumer 

3 
0.204 0.889 0.204 Path leading manufacturer- 

retailer-consumer-retailer sale_ 

4 

0.214 0.896 4.179 Manufacturer-retailer-route 

 processing (Pickled  

cucumbers) as a consumer 

1 
0.231 0.855 3.695 Education experts, associations and cooperatives of 

farmers and managers in the use of e-marketing rules 

Education 

2 0.2496 0.98 3.945 Training courses marketing of agricultural products 

3 3.726 0.93 0.2498 Training facilities to introduce e-marketing 

4 
3.874 0.968 0.2498 Scientific views and experiences of  

implementing agenciesE-marketing 

1 

3.039 0.773 0.254 Trust in vegetables 

 growers Union to sell E cucumbers 

Social 

2 

2.888 0.738 0.255 Trust in rural cooperatives to sell electronic 

Cucumbers 

3 

0.937 0.869 0.295 Foster teamwork and 

 collaboration with unions and 
Cooperative marketing of 

 agricultural products 

4 
2.549 0.930 0.364 Active participation in trade unions vegetables 

growers 

1 3.427 0.878 0.256 Reform programs of purchase Cultural 

2 3.643 0.944 0.25 Increased risk-taking spirit 

3 

0.039 1.00 0.33 Promoting the traditional 

 marketing e-marketing 

4 

2.968 1.04 0.35 Promotion of the use of   

e-marketing 

 

The results showed that, compared with the skills, the knowledge of e-marketing, the situation of 

agricultural products is better and had a mean score of 3.9 out of 5. IT skills are rated on a scale of 3.7 to 5, 

respectively. In the case of cultural indicators, policy and support, training and social gained an average rating 

3.5 of 5 that the results suggest that the prerequisites feasibility of electronic marketing cucumbers, indices, 

moderate to good. 

Technical indicators results show that the path chosen by farmers, the path manufacturer-wholesaler-

retailer-consumer and manufacturer-route processing (pickles building) _ Consumer suggests cutting out 

middlemen, wholesalers and direct purchase or industries, from agriculture. 

The third objective: Farmers' Attitudes toward e-marketing cucumbers 

     the farmers' attitudes toward e-marketing cucumbers, MDSI method was used as follows: 

A = Low: A <SD - Average 

B =: modest SD - Average ≤ B <mean 

C = fairly high average ≤ C <SD + average 

D = high: D ≥ SD + average 

According to Table (3) A total of 198 patients with 4/56 frequency, attitude is "fairly positive attitude and 

129 percent with 8/36" electronic marketing cucumbers were positive. 
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Table 3: Distribution of farmers' attitudes toward e-marketing cucumbers 

Percent Frequency Attitude 

56.4 198 Positive 

36.8 129 Fairly positive 

6.8 24 Fairly negative 

100 351 Total 

 

Discussion and Conclusion: 

The study finds that, in the case of research, education and cultivation, it had no effect on the adoption of e-

marketing Cucumber farmers with different education and cultivation is too low, the size of electronic 

marketing believed that they will have a positive impact on sales Which confirmed the results (2008) 

Gholamrezayee and colleagues. But Kumar et al (2010) argue that the differences in education, income disparity 

and the rural life, influencing the adoption of ICT. The path chosen by farmers, which implies the elimination of 

middlemen and farmers tend to deal with a wholesaler or processing that results in e-marketing model verify 

Bajantry (2011), the Hawaii Department of Agriculture (2006), Alawi  and colleagues (2012). 

Another result of this study is to assess the attitude is "positive farmers, electronic marketing is cucumbers. 

In terms of e-marketing farmers' cucumbers leads to easier access to market, sell and deliver products faster and 

increase revenues, and the influence of the markets in the new demand for the product and increase the 

awareness of farmers. 

Based on the results of this study, two models for e-marketing cucumbers are suggested: the first model, the 

exchange between cucumber and processing is done without intermediaries. The second model is the exchange 

between the cucumber-wholesaler-retailer-consumer. According to the views of farmers, wholesalers, of course, 

vegetables Union workers will be offered only as an intermediary. 
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