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 چکیده

ثب تٛخٝ ثٝ ا٥ٕٞت ٔٛضغ ٤بث٣ اػتشاتظ٤ه، پظٚٞؾ حبضش ثب ٞذف  هدف:

اسائٝ ٔذ٣ِ ثشا٢ ٔٛضغ ٤بث٣ اػتشاتظ٤ه ثبصاسٌشا دس كٙؼت پٛؿبن ثب 

 .فبدٜ اص تى٥ٙه دِف٣ ا٘دبْ ؿذٜ اػتاػت

خبٔؼٝ آٔبس٢ دس ا٤ٗ پظٚٞؾ خجشٌبٖ كٙؼت پٛؿبن  روش ضناسی:

ب٘ٝ  ٘فش ثٝ ػٙٛاٖ حدٓ  05دس اػتبٖ تٟشاٖ ٣ٔ ثبؿٙذ وٝ ثٝ كٛست آٌبٞ

بٞ  تخبة ؿذٜ اػت. اثضاس ٌشدآٚس٢ دادٜ  ٕ٘ٛ٘ٝ ٚ ثٝ ػٙٛاٖ پبُ٘ خجشٌبٖ ا٘

ٙبٔٝ خٟت خٕغ آٚس٢ دادٜ اص ٤بدداؿت ثشداس٢ اص تحم٥مبت پ٥ـ٥ٗ ٚ پشػـ

پبُ٘ خجشٌبٖ ٣ٔ ثبؿذ. ثشا٢ تح٥ُّ دادٜ ٞب٢ خٕغ آٚس٢ ؿذٜ اص سٚؽ 

 .ٔشحّٝ اػتفبدٜ ؿذٜ اػت 3دِف٣ دس 

پغ اص تدض٤ٝ ٚ تح٥ُّ دادٜ ٞب٢ ثٝ دػت آٔذٜ اص تى٥ٙه  یافته ها:

ٔشحّٝ ٔذَ پبسادا٣ٕ٤ ٔٛضغ ٤بث٣ اػتشاتظ٤ه ثبصاسٌشا دس كٙؼت  3دِف٣ دس 

ٔتغ٥ش ػٛأُ  7ئٝ ؿذ. ٤بفتٝ ٞب ٘ـبٖ ٣ٔ دٞذ ا٤ٗ ٔذَ داسا٢ پٛؿبن اسا

ِٔٛفٝ(، ػٛأُ 2ِٔٛفٝ(، تٛاٖ سلبثت) 5ِٔٛفٝ(، ػٛأُ ٔـتش٢) 9ػبصٔب٣٘)

ٚ   5ِٔٛفٝ(، ػٛأُ تؼ٥ُٟ وٙٙذٜ) 4ِٔٛفٝ(، ساٞجشدٞب) 4ص٥ٔٙٝ ا٢) ِٔٛفٝ(

 .ِٔٛفٝ( ٣ٔ ثبؿذ 3پ٥بٔذٞب ثٝ ػٙٛاٖ ٔتغ٥ش ٚاثؼتٝ)

٤بفتٝ ٞب ٚ ثب ا٤دبد خب٤ٍبٜ ٔٙبػت ثش٘ذ دس  ثش اػبع نتیجه گیری:

كٙؼت پٛؿبن وٝ أشٚصٜ دس حبَ سلبثت ثب ثش٘ذٞب٢ خبسخ٣ ٥٘ض ٣ٔ ثبؿذ، 

٣ٔ تٛاٖ ثب اػتفبدٜ اص خظ ٔـ٣ ٞب٢ كح٥ح ٔٛضغ ٤بث٣ ضٕٗ استمبء 

خب٤ٍبٜ دس ثبصاس ؿشا٤ظ سلبثت٣ ٔٙبػج٣ سا ا٤دبد وشد ٚ ػٟٓ ثبصاس ٚ ػٛدآٚس٢ 

 .دث٥ـتش٢ سا ثٝ دػت آٚس
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Abstract 
Objective: According to the importance of strategic 

positioning, the present study aims to provide a model for 

market-oriented strategic positioning in the apparel 

industry using the Delphi technique. 

Methodology: The statistical population in this study is 

the garment industry experts in Tehran province that 15 

people have been consciously selected as the sample size 

and as the panel of experts. Data collection tools are notes 

from previous research and a questionnaire to collect data 

from the panel of experts. Delphi method was used to 

analyze the collected data in 3 steps. 

Findings: After analyzing the data obtained from the 

Delphi technique in 3 stages, a paradigm model of market-

oriented strategic positioning in the clothing industry was 

presented. Findings show that this model has 7 variables of 

organizational factors (9 components), customer factors (5 

components), competitiveness (2 components), contextual 

factors (4 components), strategies (4 components), 

facilitators (5 components) ) And the consequences as a 

dependent variable (3 components). 

Conclusion: Based on the findings and by creating a 

suitable brand position in the clothing industry, which 

today is also competing with foreign brands, it is possible 

to create appropriate competitive conditions and market 

share by using the correct positioning policies while 

improving its position in the market. And gained more 

profitability. 
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