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Figure (1) Conceptual research model
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0.946 0.944 12 bl B slagSin
Online Sales Platforms
Marketing of Agricultural Products
0.854 0.852 12 koo (50075 Ll
Sanction Conditions
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0.393 0.475 0.462 0.752 shese Sl
Standard Deviation
0.155 0.226 0.214 0.527 U“fl*-)b
Variance
-1.512 -1.910 -1.710 -0.514 N5z
Skewness
3.778 6.490 6.673 -0.570 & S
Kurtosis
2.000 1.740 1.470 2.000 S
Minimum
4.670 4.740 4.860 4.980 Oy
Maximum
Source: Research Findings Gabos sloadly iaie

o3 ) il 5l S o5 was e Lt e Yoz (SatS 5 (Soz slojlaie )y 555l
bles Slo COVE B V) e ) e sla Sgo iyl 13 [+ Y] ppd obls
B PIPVY sg0) (SowiS Vb o @ lajlade g ol ol slojlode oo 4 mo398
($59lS sodpame bk g oLl (g3 slagke laite jo ohga (FIVYA
Lo ol g2 el sole Sl mis8 Sspiie s alols 5 FoniS e ialydl sammsolis
PLS-SEM wile jome il s (6lo,Sas, by slaznl b slo by, 5l osliti] 5 aiies gole Laosls

Celrosls pl ol g 4525 6l canlin ol ciiinns asls (09 (Jloy) s0le o8 4y aS

Vo, L2 K ) .

g youw] — 99595 90 95" (yg0 3 3l oolisiwl b yogui gole b ooy gole (s
~ 35,5 5adsS 903 (el by el pnd g Wools g )lel sld Sy sy p skiieds
ol sseliawsds bl ob Lxl iagh Lol slopxie I S yo gl (K=S) Cigs ol

' Kolmogorov-Smirnov



1E-OIY o ladlY+ W/ 659lis sladl 10F

28 ol ol o100 3l S b i gden sl (SIG.) (5,10 s mhaw Hlade aS olo
sledolee il oo aSbuljl as Sbsyl Jloymé bydie a5 9 0, bools og (sole
Ay bosls 39 (ole abg,80 4y (PLS-SEM) Si> Ola e PBlas 0505, L g lizle
Dl 4z 5 mosls 5 lal cinogs 4L e by g 9l &5 el cnl plasl 3l o s
Lo o) 1ol 39 (CB-SEM) gl s 5,505, b tlin 13 PLS e i fy 5,505,
o pie 59 Camdy Gluled 2 (98l wilonds wll (F) Jgaz 0 45 (g sole (905l (slaaiily

Sl wal ) egsy ol o besls Llod b, Sl sl (6 pS el (225 Sl

0995 OLe b (3392 @3le (B8 (om ) 32 (5t el B9 ySg0lsS (19051 LS (F) Jgur

Table(4) Results of the Kolmogorov—Smirnov Test for
Assessing the Normality Assumption

P-value' oge3l olel diges g L yusiio
Test Statistic Sample Size Variables
0.000 0.106 384 s)'l_zu Lst«':_s
Social Media
0.000 0.306 384 ST 58 slagSis

Online Sales Platforms
SogkiS sl ez bk

0.000 0.357 384 Marketing of Agricultural
Products
0.000 0.390 384 (koo (oo 25 Ll
Sanction Conditions
Source: Research Findings Gubos sloadl iais

aBuiz adpe sozgpac oamas lis a5 sgr /A 5 S o st Gl (Steod lacy 2
s osliiul (AVE) ozl il il s dawgie (a3l §) [Sen sy oyt gy o
sy 5095 10 5 5V baojles saen sl AVE (gl i wns oo Lt (F) Jsiz aSaisS las
p9o iy dB Jsuz) S - ygd Jomo (ol (rizped S g0 anb |, laojls sllas (sl San

o S ceslin (] STy ol Sl a5 aslpogls 1500 b o] Kianad 5| e o5ls 2 AVE

' significance level (p-value)



100...83bxo Slad o

<9y

' %en o3,
&9y amwle sl (AVE) salz! einl (il )ly Jawgie 51 S Tolayye JBlas oo9y 0
ow‘f oolawl Laao)‘L» |Jio.a>

Wojlw 1 Rea 2195 (B) Jguar
Table(5) Convergent Validity of the Constructs

(AVE) suiszz! yivw! (il 53 (uiilno e
Average Variance Extracted (AVE) Variable
0.742 ibre sl
Social Media
0.734 LJJBL“ LJ"'5)'q 6Lm9i“‘
Online Sales Platforms
0.667 6})5L‘i‘5 sloJpazo gs’l-‘)l)l”
Marketing of Agricultural Products
0812 ot (go 25 Lyl

Sanction Conditions

Source: Research Findings Gabos sloadly iaie
b i gl zloenl il )l Sl Jlade 0gd oo oamlice (B) Jgaz ;o a5 aigS len
oazaolis a5 ol i /0 (Llas aie 51 aS Canl <IFEYY g JAVYD o Gudios ol

e L"bo)Lw WLA.A Ls,l)io.m LS"5)

1,515 219,
Ll Joilipys jliel o u505lail gl gail Saladlxe 5 pgo 0,505, ;5 Y- 1,88 jlxs
Wb ojle o (AVE) calzlzenl (uilly jlade nKleo pgo ain; loe opl 4 4y
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' convergent validity
¥ Partial Least Squares (PLS) method

¥ discriminant validity
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Online Sales Platforms
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Marketing of Agricultural Products
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Sanction Conditions
Source: Research Findings Gabos sloadly iaie
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! standard estimation mode

¥ measurement model

¥ structural model

¥ Standardized Root Mean Residual (SRMR)
® Normed Fit Index (NFI)
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' Confirmatory Factor Analysis (CFA)
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Result Total Indirect R) t- Relationships among research Hvpotheses
Effect Effect Direct Effect Value variables yp
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b 0525  0.778x0.675 - i RNt USRI Cong
Confirmed The role of social media — Main
Marketing of agricultural products
(with the mediating role of online
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bk = slme slad pki
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Confirmed The role of social media — Sub 1
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Online sales platforms —
Marketing of agricultural products

' Model Fit Indices
¥ Goodness Of Fit
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Introduction

The rapid growth of digital technologies has reshaped agricultural marketing
by transforming how firms engage consumers and access markets. In Iran,
increasing internet penetration, expanding e-commerce platforms, and rising
social-media participation have accelerated this shift, especially under
international sanctions that restrict access to global markets and
technologies. These constraints have made digital ecosystems essential for
domestic agricultural brands. Despite the known role of social media and
online sales platforms, the combined influence of these mechanisms under
sanction pressures remains understudied. Golestan Company, with broad
product variety and an active online presence (Digikala, Snapp Market,
Basalam, and its official e-commerce channels), offers an appropriate case
for this analysis. This study examines how social media and online sales
platforms contribute to agricultural marketing performance, with sanctions
included as a moderating factor.

Materials and Methods

This applied, descriptive-survey research used the PLS-SEM method. The
population consisted of consumers of Golestan’s key products purchased
through major online platforms During the year 2024. Using Cochran’s
formula, 384 respondents were selected via available sampling. Data were
collected using a standardized 26-item Likert questionnaire derived from
recent international studies. Construct validity was assessed through CFA,
and reliability was confirmed using Cronbach’s alpha and composite
reliability. Structural paths, including mediation and moderation, were
analyzed in SmartPLS 3 via bootstrapping. Social media and online sales
platforms were modeled as independent variables, marketing performance
as the dependent variable, and sanctions as a moderator.

Results and Discussion
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Results showed that social media significantly enhanced brand awareness
and credibility (B=0.567), while online sales platforms strongly improved
purchase facilitation and conversion rates (f=0.778). Social media also
affected platform engagement (f=0.675), yielding an indirect effect of 0.525
on marketing performance. Under sanction conditions, both primary
mechanisms intensified: sanctions strengthened the effect of social media
(B=0.595) and online platforms (f~0.586). These findings indicate that in
restrictive environments, consumers depend more on digital trust cues,
making online interactions more influential. The effectiveness of digital
marketing under sanctions results from transferring relational capital built
on social media into transactional platforms, turning engagement into
sustained customer attachment.

Suggestions

Brands should adopt data-driven digital marketing, enhance content-based
engagement, and streamline online purchase processes. Improving user
experience—through simpler interfaces, dependable delivery, and credible
after-sales service—can increase repeat purchases. Innovative packaging
with QR codes indicating product origin and authenticity can strengthen
consumer trust, particularly important under sanction-driven uncertainty.
Future studies may investigate constructs such as digital trust, payment
security, and brand identity, or conduct comparative analyses across
agricultural sub-sectors or pre- and post-sanction periods.
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