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This study aims to address the challenges facing Iran's carpet industry in the global
market, including intensifying competition, shifting consumer preferences, and the
underutilization of modern marketing strategies, by designing an integrated,
indigenous framework for personalized marketing. The research adopts a qualitative,
applied-exploratory approach. Data were collected through 15 semi-structured
interviews with industry experts and analyzed using Braun and Clarke's thematic
analysis method. The findings culminated in the extraction of a seven-pillar
framework that outlines the core components of effective personalized marketing for
this industry: 1) Cultural Distinctiveness and Authentic Design in the Global Market
(blending traditional and modern elements), 2) Product Innovation and Global
Competitive Quality (based on international standards and sustainability), 3) Data
Analysis and Understanding International Markets (utilizing data mining and artificial
intelligence), 4) Digital Marketing and Global Online Presence (on multilingual
platforms with culturally adapted UX design), 5) Pricing Strategy and Global
Branding (value-based pricing and cultural positioning), 6) Customer Experience and
Global After-Sales Service (leveraging technologies such as Augmented Reality), and
7) Global Customer Loyalty Programs. The proposed framework demonstrates that
success in international markets requires the simultaneous integration of these pillars.
In this model, cultural authenticity serves as the core, empowered by technology and
data analysis, delivered to the customer through digital channels, and ultimately
resulting in a personalized experience and enduring loyalty. By addressing a gap in
the existing literature, this study provides practical strategies for enhancing the
competitiveness of Iranian carpets through the fusion of traditional artistry with
modern marketing.

Cite this article: Arefi, A.; Sharafi, V. & Arefi, A. (2026). A Personalized Marketing Framework for Enhancing Iranian Carpet
Brands in International Markets. Journal of International Business Administration, 08 (04),195-216.

https://doi.org/10.22034/jiba.2026.71227.2414
© The Author(s).

Publisher: University of Tabriz.



https://ijms.ut.ac.ir/author
mailto:amin.arefi@hmu.ac.ir
https://orcid.org/0009-0005-5152-7333
https://orcid.org/0009-0005-5152-7333
https://orcid.org/0009-0005-5152-7333

Journal of International Business Administration, University of Tabriz,Volume 08, Issue 04, 2026. pp. 195-216 196

Extended Abstract
Introduction

The Iranian carpet industry, a major cultural and economic asset, faces growing global
competition, shifting consumer preferences, and declining demand for traditional designs
(Saadatyar et al., 2020). Strategic analyses emphasize addressing these challenges through modern
marketing and accurate understanding of foreign customer needs (Naeini Peikani et al., 2021).
Digital marketing mechanisms, including target-market-appropriate websites and culturally
adapted content, are critical for success (Mohammadian et al., 2024). Personalized marketing,
relying on data analytics, AI, and behavioral patterns, enables tailored recommendations,
increasing satisfaction and loyalty (Babatunde et al., 2024; Gooljar et al., 2024). Despite high
quality and authentic designs, Iranian carpets suffer from weak market intelligence and
misalignment with international preferences (Nalchi Kashi, 2014). A literature review shows
domestic research has focused on quality and exports, while international literature lacks a
comprehensive model integrating technology, consumer behavior, and cultural elements
specifically for Iran’s carpet industry. This research aims to design an indigenous framework for
personalized marketing. The key question: How can an integrated, localized model for
personalized marketing of Persian carpets enhance global competitiveness and attract customers
while preserving cultural identity?

Methods

This applied-exploratory study employed a qualitative approach. Data were collected through
semi-structured interviews with 15 experts and experienced practitioners (producers, exporters,
sellers, marketing specialists, academics) selected via purposive judgmental sampling. Interviews
were conducted from November 2024 to January 2025 until theoretical saturation (achieved at the
12th interview); three additional interviews confirmed theme stability. Data were analyzed using
Braun and Clarke’s (2006) thematic analysis (familiarization, coding, searching for themes,
reviewing, defining, and writing). Validity and reliability were ensured through expert review,
participant checking, and inter-coder agreement (test-retest reliability: 74%).

Findings And Argument

Analysis yielded 130 initial codes, organized into 70 basic themes, 20 organizing themes, and 7
global themes. The framework comprises:

1. Cultural differentiation and authentic design: Combining traditional patterns with global
tastes, culturally appropriate colors, and narrating heritage in branding.

2. Product innovation and global competitive quality: International standards (ISO, CE),
multi-stage quality control, sustainable materials, flexible production (luxury/mass
markets).

3. Data analysis and international market intelligence: Analyzing purchase history and search
patterns via Al, segmenting by country/culture, monitoring global pricing.
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4. Digital marketing and global online presence: Multi-language websites, presence on
Amazon/Etsy/Alibaba, cross-cultural UX design, local influencer collaborations.
5. Global pricing and branding strategies: Value-based pricing, emotional branding centered
on “art and authenticity,” positioning as a cultural luxury good.
6. Customer experience and global after-sales service: Multi-language support, augmented
reality (AR) for visualizing carpets in customers’ spaces, international return policies.
7. Global customer loyalty programs: Al-powered recommendations, personalized emails,
global points/rewards systems, exclusive pre-purchase offers.
Cultural authenticity serves as the central core, reinforced by technology and analytics, delivered
through digital channels, resulting in personalized experiences and sustainable loyalty. These
findings align with prior research: cultural differentiation enhances brand loyalty (Tang et al.,
2022); innovation and quality drive competitiveness (Hendrayanti & Nurauliya, 2021); data
analytics enables precise decision-making (Abir et al., 2025); AR improves perceived value
(Hilken et al., 2017); Al-driven personalization fosters long-term loyalty (Ahmed et al., 2025).

Conclusions

This research provides an indigenous, integrated framework demonstrating that personalized
marketing for Iranian carpets requires simultaneous attention to cultural authenticity, product
innovation, data analytics, digital presence, value-based pricing, experiential service, and loyalty
programs. The framework fills a critical gap by linking traditional artistic heritage with modern,
data-driven marketing. Practical recommendations: (1) integrate cultural storytelling with digital
personalization tools (online pattern previews, color selection); (2) invest in Al-based
recommender systems and customer journey analytics; (3) establish multi-language stores on
global platforms with personalized ordering; (4) collaborate with international designers for
market-adaptive product development; (5) deploy AR for immersive, multi-sensory experiences;
(6) implement international loyalty clubs with points, exclusive discounts, and pre-purchase
options for customized products. Limitations include limited access to comprehensive sales data
and potential respondent bias. Future research should examine multiple industries, employ big data
analytics and Al, assess long-term effects, cross-cultural factors, cost-benefit analyses, and explore
VR/AR technologies and advanced loyalty programs.
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