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Abstract

The purpose of this study is to design a business model for broiler breeder poultry
farming cooperatives in Iran. This research was conducted using a mixed-method
approach (qualitative-quantitative). In the qualitative section, data were collected
through semi-structured interviews with 15 experts in the poultry industry and analyzed
using qualitative content analysis. In the guantitative section, the proposed model was
tested using thematic analysis and data collected from 167 experts and specialists in
Iranian poultry farming cooperatives. The research findings indicate that the key
components of the business model include value proposition, target customers,
distribution channels, customer relationships, key activities, key resources, key partners,
cost structure, and revenue streams. Furthermore, the results suggest that implementing
this model can enhance productivity, economic sustainability, and competitiveness in
poultry farming cooperatives.
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Introduction

The poultry industry is one of the vital sectors of agriculture in Iran, playing a fundamental role in
meeting society's protein needs. Among its key components, broiler breeder poultry farms serve as a
crucial link in the poultry meat production chain, ensuring the supply of day-old chicks and the
sustainability of production in this sector. However, many cooperatives operating in this field face
challenges such as fluctuations in feed prices, declining profitability, marketing difficulties, and the lack
of efficient business models. In such circumstances, designing a coherent and scientific business model
can improve the performance of these cooperatives, enhance productivity, and strengthen their
competitiveness in the market. Given the significance of poultry farming cooperatives in Iran’s economic
development, this study aims to design an appropriate business model for them. The model has been
developed and validated based on well-established theoretical frameworks and empirical data collected
from industry experts and specialists. The findings of this study are expected to offer practical solutions
for improving the performance of poultry farming cooperatives and assist policymakers and industry
managers in formulating effective strategies for sustainable development. The poultry industry is one of
the most significant sectors of agriculture and food production in Iran, playing a key role in meeting the
country’s protein consumption needs. Within this industry, broiler breeder farms form an essential part of
the supply chain, ensuring the provision of day-old chicks for broiler farms. However, poultry farming
cooperatives face multiple challenges, which can be categorized into managerial, economic, technical,
and marketing dimensions. Economic issues such as price fluctuations of feed ingredients, dependence on
imported feed and vaccines, changes in government support policies, and exchange rate volatility pose
serious obstacles. Additionally, weaknesses in marketing strategy formulation, lack of adoption of
modern management technologies, and limited access to suitable financial resources have resulted in
reduced productivity and profitability. In this context, designing a scientifically sound and efficient
business model that can address these challenges and pave the way for sustainable growth is crucial. One
of the primary reasons behind the inefficiency of many poultry farming cooperatives in Iran is the
absence of a comprehensive business model in this sector. Many of these cooperatives lack a clear
strategy for market interaction, cost management, investment utilization, and competitive advantage
creation. While some enterprises have optimized their production and supply processes by leveraging
modern business models and digital technologies, poultry farming cooperatives in lIran continue to
operate using traditional methods. This has reduced their competitiveness in the market and, in some
cases, led to their closure or a decline in their activities. Therefore, it is imperative to revise the business
model of these cooperatives using modern management approaches and introduce strategies to enhance
productivity and reduce costs. Beyond economic and managerial challenges, environmental changes and
the growing global sensitivity toward the sustainability of livestock production have further highlighted
the need for a revision of traditional business models. Stricter health standards, concerns about animal
waste management, environmental restrictions, and disease control regulations have put additional
pressure on poultry farming cooperatives. Many of these cooperatives, due to a lack of sufficient
knowledge or inadequate infrastructure, are unable to adapt to these changes. Hence, designing a business
model that not only focuses on economic and managerial aspects but also integrates environmental and
social sustainability considerations can be a significant step toward the sustainable development of these
cooperatives. Given the importance of poultry farming cooperatives in meeting protein demands and the
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numerous challenges they face, this study seeks to design an effective business model for broiler breeder
poultry farming cooperatives in Iran. By utilizing scientific methods and analyzing empirical data, the
proposed model will provide an optimal pathway for increasing productivity, reducing costs, improving
marketing strategies, and complying with environmental standards. It is hoped that the findings of this
study will assist poultry farming cooperative managers and decision-makers in gaining a deeper
understanding of existing challenges and opportunities, enabling them to formulate appropriate strategies
for the sustainable development of this industry.

Lecture Review

Zott et al. (2011) explained that the concept of a business model has emerged from the literature on e-
commerce, strategy, technology, and innovation management. In e-commerce, this concept has been used
to "describe new tools and internet-based methods for business” as well as to provide a classification of
jobs. Additionally, in the strategy literature, it has been used to "explain the mechanisms of new value
creation based on systems, activities, and sources of competitive advantage.” Finally, in the technology
and innovation management literature, explanations have been provided on how to commercialize
technology and new networking approaches to innovation.

In their literature review, Zott et al. (2011) noted that some confusion exists regarding what exactly
constitutes a business model. To address this issue, they conducted a thorough review of the business
model literature to identify several common themes related to business model conceptualization. The first
theme is that business models explain how companies conduct business—for instance, how they create
and capture value. Osterwalder and Pigneur (2010) explained that "a business model is a logical
description of how an organization creates and delivers value while meeting the needs or desires of its
customers.” At its most basic level, an organization is responsible for generating value as a return
(Johnson, 2010). A business model represents the organization's belief about what its customers want,
how they want it, how the organization should structure itself and interact with others to best meet these
needs, and, in turn, how it will generate revenue by doing so (Teece, 2010). Thus, business models tell the
story of how a company persuades consumers to pay for what it offers (the value it creates for them) and
how these payments are converted into profit (Teece, 2010).

The second key theme is that a business model represents a systematic depiction of how companies
create, deliver, and capture value (Osterwalder & Pigneur, 2010). The term "activity system" refers to a
system of interdependent activities, focused on a central company, designed to create value for its
customers while allocating a portion of this value to itself and others (e.g., investors), usually in the form
of profit (Zott & Amit, 2010). A system-level perspective "shows the components, the relationships
between these components, and the dynamics™ that form a business model, highlighting the activities a
company undertakes, how they are performed, and when they are executed (Afuah & Tucci, 2000). While
the activity system is centered on a focal company (i.e., the company implementing the model), its
boundaries extend beyond the company and include external actors such as customers, partners, and
investors (Mason & Spring, 2011).

Although several valuable definitions of business models exist (as explained above), they do not
explicitly address the specific components that make up a business model. Therefore, they often provide
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only a limited understanding of business (Teece, 2010). Recently, research has begun identifying the key
components and various interrelationships that constitute business models to enhance our understanding
not only of what a business model consists of but also of what differentiates different business models
from one another (Mason & Spring, 2011). For example, the concept of the activity system, as defined by
Zott and Amit (2010), suggests that the core elements of a business model include components related to
business activities (content), how these activities are linked (structure), and who performs these activities
(governance).

Many business and management scholars quickly point out that the concept of a business model is distinct
from business strategy (Casadesus-Masanell & Ricart, 2010). Ricart (2010) emphasized the distinction
between these two concepts, explaining that a business strategy can be understood as "the choice of the
business model through which a company will compete in the market." Therefore, the business model is
the realization or manifestation of the company's business strategy. Supporting this definition, Shafer et
al. (2005) argued that a business strategy relates to the choices that businesses make, while a company’s
business model reflects these choices and their operational implications. Osterwalder et al. (2005)
clarified that a business strategy focuses on how a company implements its business model.

Despite the strength of the business model concept in illustrating how companies create and capture value
by meeting their customers’ needs or desires, some researchers have criticized it. One of the main
criticisms is that this conceptualization of business activities remains theoretically underdeveloped.
Specifically, concerns have been raised about how distinct this concept is from other "related concepts
such as new organizational forms, ecosystems, activity systems, and value chains or value networks"
(Zott et al., 2011). Perkmann and Spicer (2010) raised concerns about the construct validity of the
business model concept, which also raises questions about its application in empirical research. They
explained that "it is unclear whether this concept refers to something that actually exists." Another
criticism is that the concept only provides a snapshot of an organization’s business logic at a particular
moment in time (Mason & Spring, 2011). A significant limitation of the business model literature is that
it only describes a company at a specific point in time, failing to consider the influence of the business
network on the business model and vice versa. This means that this approach does not readily allow for an
analysis of how businesses evolve over time and the factors responsible for these changes. However, it is
argued that through carefully designed qualitative research, it is possible to identify and compare the
features of an organization's current business model with those it applied in the past and then examine the
internal and external factors responsible for these changes.

Factors Shaping Business Models

This section examines the factors that enable companies to change their existing business models. In this
subsection, the study discusses the internal and external factors that contribute to shaping the
characteristics and development of business models.

Stahler (2004) suggested that organizational, strategic, and technological characteristics play a crucial
role in shaping a company’s business model:
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Organization — The elements assumed by a business model (e.g., organizational structure, processes).
Strategy — The company’s vision and key objectives.

Technology — Various technologies essential for the company’s business model (e.g., hardware, software,
information systems).

Referring to organizational literature, Nadler and Tushman (1980) explained that both formal and
informal internal organizational forces are responsible for shaping a company's characteristics. Based on
their work, Senior and Fleming (2006) noted that the formal subsystem consists of the organization’s
strategy, objectives, and tools for achieving them through operational activities. The informal subsystem
relates to the more hidden elements of organizational culture and internal politics. It also concerns the
direction in which company leaders guide the organization and their interactions with employees.
Essentially, internal organizational factors are as important in shaping the business model as external
organizational factors.

Sachmeh Foroush et al. (2019) stated that the tourism industry has various branches, one of the most
important being health tourism. Any trip undertaken to improve health falls within the scope of health
tourism. Given the significance of health tourism in entrepreneurship, job creation, and revenue
generation, a structured and organized framework is required to address this sector appropriately. The
business model canvas is a well-known method that facilitates the initial design of a business. Since Yazd
province, due to its central location, reputable medical centers, and natural and cultural tourist attractions,
has high potential for attracting tourists and consequently developing tourism-related businesses,
particularly health tourism, which has not been adequately addressed so far, this study identified the needs
of 50 domestic medical tourists through interviews. Subsequently, the business model canvas was
designed using the Osterwalder approach by completing its nine dimensions and was validated by experts
in the field of startups. The findings first highlight the needs of tourists in this sector as the final
customers of health tourism and further indicate that a business model related to medical services can be a
suitable priority for establishing a new business.

Nikbin (2018) stated that the concept of the business model has gained importance for organizations in
achieving success in the competitive world and securing a global position in entrepreneurship. This study
presents the application of the personal construct theory and the repertory grid methodology as a novel
approach to extracting entrepreneurs' cognitive understanding of the business model. This research is
descriptive-survey in nature. Initially, 13 semi-structured interviews were conducted with entrepreneurs in
the field of electronic businesses, resulting in 346 primary constructs related to their cognitive perception
of an effective business model. Using content analysis, 37 secondary constructs were identified. In the
second stage, expert opinions were collected through questionnaires to systematically organize the
constructs of an effective business model. The theoretical contribution of this research is the formulation
of a framework for an effective business model in the electronic business sector using the repertory grid
method. This framework can be beneficial for entrepreneurs in starting and developing businesses and can
serve as a foundation for understanding effective business models in future research.
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Salavatiyan et al. (2018) stated that adopting an appropriate competitive strategy and designing an
efficient business model for Iranian startups in the field of social media can enhance these companies'
competitiveness against powerful foreign counterparts. In this research, Porter's focus strategy was used
as a competitive strategy, and its impact on business model elements was examined. The study aimed to
identify the characteristics of these elements to assist in designing a competitive business model for local
social media platforms. This applied research employed the Delphi method and a panel of 12 experts in
social media. Data were collected through one round of interviews and two rounds of questionnaires.
Ultimately, the study defined the characteristics of five key elements: "customer segments,” "value
propositions,” "distribution channels," "customer relationships," and "revenue streams." This research
introduced a novel combination of two customer segment types, namely the "multi-sided market" and the
"niche market," and provided a relatively comprehensive categorization of customer segments for a local
social media platform influenced by Porter's focus strategy. Additionally, it proposed value propositions,
distribution channels, customer relationships, and revenue streams for each segment.

Haji Gholam Sarizdi et al. (2018) stated that in a knowledge-based economy, the most critical form of
support for startups is financial support, as their primary challenge is securing funding during the launch
phase. With the emergence of Web 2.0 and social networks, crowdfunding has become the latest method
of external financing. Various global studies, primarily based on advanced features and leading
crowdfunding platforms, have examined this method from different perspectives through empirical
research. Therefore, it is essential to analyze crowdfunding in Iran to develop this financing method. This
study aims to propose recommendations and a business model for crowdfunding while categorizing the
key players in this method in Iran using empirical data analysis from active crowdfunding platforms. The
empirical analysis of data from five active platforms and 307 campaigns revealed that domestic platforms
have attracted 24,771 supporters, raising over 20 billion rials. The crowdfunding success rate in Iran is
54%, with donation-based and reward-based models having the highest success rates. Since this research
was exploratory and based on empirical data, nine proposed statements were presented.

Basreh (2014) stated that a business model refers to the approach a company adopts in commercial
activities and how it sustains itself by generating revenue. In this model, based on available resources and
customer needs, a value proposition is offered to customers, generating benefits and income for the
company. In other words, a business model describes how a company generates revenue by defining its
position in the customer value chain. In e-commerce, especially when business partners seek suppliers or
bulk buyers for specific products, Alibaba, the world's largest e-commerce website, appears as the top
choice in search engines. This is not solely due to the website's optimization strategies but also because of
its massive database, containing the highest number of registered businesses and trade-related products.
This paper briefly attempts to outline the business model canvas of this powerful website and provides a
response from Alibaba's perspective to the nine key elements of the canvas. These nine elements include:
customer segmentation, value proposition, distribution channels, customer relationships, revenue streams,
key resources, key activities, key partnerships, and cost structure.

Elonen (2019) stated that the Business Model Canvas is a tool commonly used among software startups.
The purpose of this tool is to assist companies in developing new business models and strategies. Even
though this model has been widely adopted by software startups, a lack of academic research on the
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subject can be observed. This thesis evaluates whether the Business Model Canvas should be further
developed when launching a software startup in its early stages. This work is carried out from a team
perspective. First, a proper understanding of software startups is established. Secondly, based on the
literature, the team component is presented, including concepts of resources, networks, self-organization,
and ways of working. Following this, the scope expands to the Business Model Canvas and the lack of a
structured team within it. The theoretical team component is then compared with empirical data. Primary
data consists of interviews conducted with newly established teams, while secondary data is based on
observations of foreign students. The data was collected qualitatively and analyzed using thematic
analysis. The empirical data confirms the validity of two existing constructs within the team component:
resources and networks. The other two constructs are not perceived as significant in the context of early-
stage software startups. Based on the empirical results, a further developed version of the Business Model
Canvas is presented, in which the team plays a central role. This study asserts that early-stage software
startups should consider the team as a leading idea and, rather than focusing on strategic planning in the
initial stages, should prioritize gaining access to diverse resources and extensive networks for their team.
The study confirms that resources and networks are the most critical factors influencing success or failure
in the early stages.

Carter (2018) stated that general business modeling tools are readily available to artists. However, little
has been written about how these tools can be refined or contextualized for visual arts. With little or no
business training, it is unlikely that visual artists possess the necessary skills and knowledge to engage in
business modeling using general tools. By mapping the business activities of seven Australian visual
artists onto the Business Model Canvas of Osterwalder and Pigneur, this research identified several
inefficiencies in using a general business tool for visual arts. This thesis presents a refined iteration of the
Business Model Canvas by Osterwalder and Pigneur. The outcome of this research is the Creative
Business Model Canvas, an adapted tool designed for visual artists in the field of visual arts.

Goyal et al. (2017), in their study, conducted a literature review to understand emerging trends in
conceptualizing the business model theme. The aim of this paper is to stimulate reflective introspection
regarding the theoretical foundations of the business model concept, based on a comprehensive review of
the existing academic literature on the subject. Since the 1990s, the business model concept has gained
attention as a framework for competitive advantage among academic and business communities.
However, despite this attention, there is still no consensus on various characteristics of the business model
concept, such as its definition, components, theoretical foundations, configurations, and applications for
emerging economies. The purpose of this paper is to synthesize the research literature on business models
and provide a diagnostic conclusion regarding its scope and future trends.

Vero (2014) stated that while the Business Model Canvas by Osterwalder is widely used by professionals
around the world, it has not yet been thoroughly examined in academic literature. In this initial
contribution, they presented the results of an intensive, interactive process of data analysis, visual
synthesis, and textual recreation to gain insights into the business model of a single case (Health TV). The
representation (both textual and visual) of the business model must be consistent and robust. Therefore,
they started with the total value of each customer segment. Additionally, beyond the core value
proposition, additional value is created through customer-related activities. Understanding activities at
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both strategic and tactical levels provides deeper insights into overall value creation. Moreover, value
elements for one customer segment can contribute to value creation for others. The interaction between
customer segment value and activities results in a strong customer-oriented marketing perspective in the
business model. The total value for customers generates activities and costs on one side and a revenue
model on the other. Gross margin and sales volume explain how customer value contributes to
profitability. Another major challenge in the Business Model Canvas is identifying the critical resources
behind these activities.

Fielt (2013) stated in their study that the business model concept has attracted attention across various
disciplines but is still criticized for its ambiguity and lack of consensus regarding its definition and
constituent elements. In this paper, they sought to advance the understanding of the business model
concept by examining three fundamental research areas: business model definitions, business model
components, and business model archetypes. They defined a business model as a representation of an
organization’s value logic in terms of how it creates and captures customer value. This abstract and
general definition is made more specific and operational through its constituent elements, which address
customers, value propositions, organizational architecture (at both the company and network levels), and
economic dimensions. Business model patterns complement the definition and elements by providing a
more detailed and empirical understanding of the business model concept. The main contributions of this
paper are: (1) incorporating the concept of customer value into the definition of the business model and
emphasizing value creation, (2) presenting four key dimensions that business model components should
cover, (3) discussing flexibility through the adaptation and extension of business model components to
suit different purposes and contexts (e.g., technology, innovation, strategy), (4) emphasizing a more
systematic approach to business model patterns using business model elements for their description, and
(5) proposing the use of business research archetypes to empirically explore and test business model
elements and their relationships.
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Figure 1. Conceptual Model of the Research

Research Methodology

This research is applied in terms of its objective and descriptive-analytical in terms of its methodology,
employing a mixed approach (qualitative-quantitative). In the qualitative section, qualitative content
analysis was used to identify the dimensions and components of the business model of broiler breeder
poultry cooperatives. The data for this section were collected through semi-structured interviews with 15
industry experts, including cooperative managers, university professors, and economic specialists. The
interviews were purposefully selected to ensure a diversity of perspectives in the study. The collected data
were then coded and categorized using thematic analysis, and an initial framework for the business model
was developed based on the findings of this stage. After extracting the key components, a questionnaire
was designed based on these findings to quantitatively test the research conceptual model. In the
quantitative section, the research conceptual model was tested using structural equation modeling (SEM)
and the Smart PLS software. The statistical population for this phase included 167 experts, managers, and
members of poultry cooperatives in Iran, selected through purposive sampling. The designed
questionnaire consisted of questions on a five-point Likert scale, whose validity was assessed through
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content validity and convergent validity (AVE), while its reliability was examined and confirmed through
composite reliability (CR) and Cronbach’s alpha coefficient. After data collection, confirmatory factor
analysis (CFA) was conducted to assess the factor loadings of the variables, and model fit was evaluated
using Goodness of Fit (GOF) criteria and t-value ratios. The Smart PLS software was chosen due to its
capability in analyzing models based on small sample sizes, non-normal data distribution, and
multidimensional models. The results of these analyses indicated that the proposed model has a good fit
and can serve as a practical framework for improving the performance of poultry cooperatives in Iran.

Finding

In this research, using the business model, In this paper, we attempt to explain for the first time the
business model of a comprehensive economic activity information system. The main reason for using this
model is its simplicity, clarity, and On Taking the main aspects of an industry to design a business model
It is his job to identify these features through the integration of business model literature and Work and
provide a systematic perspective for designing business models and Work By this researcher
(Strohwalder) has been obtained. It is worth noting that this business model The work has been the basis
of numerous studies, for example, Zoot et al. (2011), Watson et al. (2011), Robb and Jacob (2010), and
El-Debi et al. (2008), which can be considered as support and applicability in various enterprises.

The four main pillars of the business model Osterwalder's work includes the product block, the customer
interface block, the infrastructure management block, and the financial aspects block. The product block
describes what business the company is in and what products and value propositions it offers to the
market. The customer block describes who the target customers are and how to build strong relationships
with them. The infrastructure management block describes how the company performs infrastructure or
logistics activities and how it operates as a network organization. The fourth block describes the revenue
stream and cost structure of the business model. How are they ( Osterwalder, 2004) . The table below
shows the four main pillars and nine blocks of the business model. It shows Osterwalder's work.

Table 1. The four main pillars and nine blocks of the business model Work (Strawwalder , 2004)

Description Sub - district Area
goods and services that are considered valuable to )
_customers Value provided Product
There are those to whom the company wants to provide
value Target customer
They are means of communicating with customers Distribution Customer interface
channel
explains the link between the company and the ) .
.corporation Relationships

10
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describes the coordination of activities and resources Value

.needed to create value configuration

Infrastructure

to execute a repeatable pattern of actions and activities Capability and management

required to create the desired value for customers ability
Agreements on collaboration and partnership with other .
. o Collaboration
companies or individuals to create value
Indicates the money needed for all the tools used in the

Cost structure

business model Financial aspects

.how to make money through a series of income streams | Revenue model

Business model design translates the strategy into a business model blueprint , then finances the model
through internal or external investment, and finally implements it into a real business organization . The
figure below shows the process of a business model from design to =implementation , from Osterwalder's
perspective .

4 h ™ e
Business model Financing the business Business model
implementation < nqmdel < design
The business model is Management creates a The manager

implemented in the form financial structure for the defines and designs

of a structure of business business model (e.g., the correct business
processes and internal funding, venture logic that responds
infrastructure. capital, equity funding) to market

conditions.

Figure 2. The process of a business model from the perspective of (Strawwalder, 2004)

According to Osterwalder (2004), the business model The work is dynamic in nature and does not simply
lead to the explanation of the model, but is evaluated after the explanation of the model and is considered
in the next step for amendments and innovations. According to the above, and according to the Ostwalder
model, the basic themes of this research are: deliverable value, target customers, customer relationships,
customer communication channels, key activities, key resources, key partners, cost structure and revenue
stream.

4.3 Conceptual categories constituting the themes extracted from the business model and Osterwalder's
work

The main conceptual categories that make up the themes extracted from the business model are:
Osterwalder's work is discussed below:

Value to be delivered

11
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Deliverable value is the first block of the nine ontology blocks of the business model. This block can be
defined as a description of the benefits and advantages offered by the firm to its external stakeholders
(Baghchi and Talsky , 2000). The deliverable value theme consists of 10 categories, which are described
below. The conceptual categories that make up the deliverable value theme are shown in the table below,
along with the codes resulting from the coding phase of the interview data.

Table 2. Conceptual categories that make up the theme of deliverable values

Conceptual categories that make up the theme Theme
Access to the floor structure Activity classification Economic
Access to general activity information Economic
Access to technical information about the activity Economic
Access to activity development information Economic issues
Familiarity with overall activity assessment Economic
Access to company information Economic
Access to status information Economic
Access to activity distribution Economic
Creating a system Exclusive
Creating a space for interaction and discourse
According to the interviews ~conducted, the philosophy of creating a comprehensive information system
for economic activities, consisting of a set of capabilities There are those who at any time And any place

accessible via the Internet is a vector. This capability These include:

Value to be delivered

@ Access to floor structure Activity classification Economic developments in the sector @ Access to
public information on agriculture, services and industry activities

Economic details including description, capacity unit, minimum fixed capital and Around it, the
necessary space, income and expenses Annual, employment Permanent and temporary birth, period of
pregnancy Measurements and other matters

@ Access to technical information about the activity Economic activities including products and services,
machinery Tools and Equipment, raw materials, skills Human resources, standards, knowledge and
technology, scientific resources,

roadmap Size and film Educational

@ Access to activity development information Economic factors including weakness and threats, strength
Opportunities

Yes, support. Government policies, proposals for development, research needs, market demand levels,
and

import and export volumes of products and services.

12
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@ Familiarity with overall activity evaluation Economic indicators , including the success rate in gaining
domestic and foreign markets Potential growth rate, quality of products and services, sophistication of
technical knowledge, and access to information

@® Access to firm information Economic entities and active trade units (including enterprise
characteristics) Offices, factories and workshops Yes, the context. Activities, products and services,
website, address and contact information

@ Access to sector status information Economic factors based on class structure Classification (including
activity) Hi Economic, economic enterprises and employees (

@ Access to activity distribution Economic sectors in different geographical areas (including provinces
and cities )

@ Creating a system Dedicated tools for quick access to aggregated information from various economic
sectors Including news, economic activities and related economic enterprises, technical information,
development information,

information from experts and specialists.

@ Creating a space for interaction and dialogue between specialists, experts, and owners Theorists,
researchers and interest People in Relationship with economic activities

Target customers

The second block of the nine ontology blocks of the business model Osterwalder's work is about target
customers. This section refers to the selection of a firm's target customers. Effective selection of this
section enables the firm to allocate its capital resources to the target customers who are most interested in
the value the firm can offer. Defining the target customer also helps the firm define effective channels for
finding customers (Osterwalder, 2004). According to all interviewees, the target customers and audiences
of the comprehensive economic activities information system can be all different segments of society.

Table 3. Conceptual categories that make up the target customer theme
Conceptual categories that make up the theme Theme
The sections of society Especially for young people
Government managers
Representatives of the Islamic Consultative Assembly
Capital Makers
Company managers Economic issues
Experts and specialists
University researchers Scientific centers and institutes
Thinkers and Theory Development Processors

Target customers

13
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Because interest Perception of empowerment Information technology for the important issue of
employment and development, The main benefit of using the system is , The target audiences and
customers of the system, broken down by benefit utilization, are:

<« The sections of society Especially for young people through a system with context Business
opportunities Work (activity) Yes Economic) is familiar Listen and this is familiar. It can be very
influential in their future career choices .

<« Government managers at various levels with interest A system of micro and macro information.
Ability to study politics Planning and program To make things clear Special for successful employment
Work more efficiently and effectively .

<« Representatives of the Islamic Consultative Assembly with interest A variety of micro and macro
information can be systematized . From the activity status Economic issues are easily understood and are
used in the development of laws and supervision processes. Employment development and growth will
operate more effectively .

<« Capital May makers They can access the necessary information for capital through the system. Putting
into action Yes Receive economic and benefit from systematic guidance and advice They became strong

<4 Company managers Economic activities are carried out through the system. Ability to provide useful
information from competitors

Suppliers of raw materials, customers of products and services .

<« Experts and specialists through the system Be able to share their knowledge and experiences in
relation to the activity Hi Contribute to the economy and participate in creating a national knowledge
database .

» University researchers and scientific centers through the system Ability to meet research needs

Economic studies have been conducted to respond to research needs with individuals active in the sector.
Economic entities enter into negotiations and interactions. In fact, this system Ability to see the world
Section Production and service facilities, scientific centers and universities Yes .

<« Thinkers and Theory Developers are working through the system. They can use scientific and
theoretical foundations to develop an “ economic activity-based development approach” that forms the
basis of This system is formed by It is familiar, discussed and exchanged. Pay attention .

Communication channels

The third part of the nine ontology blocks of the business model is The work of Osterwalder is the
communication channels that actually establish the connection between the value offered by the system
and the target customers. This part enables the firm to deliver value to the customer directly or indirectly
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through intermediaries (Wiener , 1995). The theme of communication channels includes three conceptual
categories: providing unique services that will generate word-of-mouth advertising, advertising through
radio and television, the press, participating in conferences, symposiums, academic meetings, and
introducing services on websites and blogs, and implementing short advertising programs and lectures in
specific organizations, universities, and schools. The conceptual categories that make up the theme of
communication channels are shown in the table below, along with the codes resulting from the coding
stage of the interview data.

Table 4. Conceptual categories that make up the theme of communication channels

Conceptual categories that make up the theme Theme

Providing unique services that will drive word-of-mouth advertising

Advertising through radio and television, the press, and introducing services on
sites and blogs Communication

Carrying out short promotional programs and speeches in specific organizations, channels
universities and schools, and participating in conferences, symposiums, and
.academic meetings

A) Providing unique services that will generate word-of-mouth advertising.

One of the effective factors in marketing to customers and communicating with them is direct advertising
and word-of-mouth advertising -. Advertising Mouth To Mouth The most powerful- Method
Communications Human is and Message Advertising Positive Using the system Without None A cost-
From Individual To Person Other Transferred It can -be . This Method generally With Use From
Conversation People To Face Face To Face Face It ~takes . Because it is influential. Conversations Face
To Face Very More durable From Transfer Message From Individual To Person Other From Way
Mediator System administrators and managers can use word - of -mouth advertising to- Feeling Positive
In Customers Self Create, Up to They Also To Advertisement and Promotion System Therefore , this
advertising method is the most effective way to attract new customers .

B) Advertising through radio and television, the press, and introducing services on sites and blogs
O Advertising on radio and television, advertising on the Internet and various sites

O Advertising in visual media and home networks, scientific, research and specialized press and
magazines, billboards in high-traffic areas and highways, distribution of advertising brochures in crowded
places and universities and schools that introduce the system and its various services.

C) Carrying out short promotional programs and giving speeches in specific organizations, schools and
universities, participating in conferences, symposiums, and academic meetings.

Advertising in specific organizations, schools, and universities
O Distributing advertising brochures in front of schools, universities, educational institutions, etc.

O Using professional and specialized marketers, participating in exhibitions, conferences,
symposiums, academic meetings, advertising in specific organizations, etc.
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O The use of -wisual and text media is one of the important factors in the development of
advertising -. Before From Choice One Media For Advertisement Necessary is Up to How many? Action
Face Take it;

1) Evaluation Potential Customer For Interest Vector From Advertising
2) Identification Point Saturation Customer In Facing With Advertising
3) Identification Habits Customer and How Use He/She For Facing With Advertising

4) and Point Last That Evaluation Amount Power Credit Media For Persuasion Customer To Purpose
Use From System services

Relations with Customers

. The fourth of the nine blocks of Osterwalder's ontological model is the customer relations
component. All interactions and exchanges that occur between a firm and its customers affect the strength
of the firm's relationship with its customers ( Osterwalder, 2004). The customer relations theme includes
three conceptual categories: professional and equal relationships with all segments, honest relationships
with Considering the customer's interests is to gain their trust, survey customers, resolve problems, and
meet their expectations as soon as possible. The conceptual categories that make up the theme of
customer relations are shown in the table below, along with the codes obtained from the coding stage of
the interview data.

Table 5. Conceptual categories that make up the theme of customer relations

Conceptual categories that make up the theme Theme

Professional and equal relations with all segments of society

Honest relationships with Considering the customer's interests in order to gain their
trust

Customer
relations

Surveying customers and resolving problems and meeting their expectations as soon
as possible

A) Professional and equal relations with all segments of society

Customer relationships must be professional so that the relationship is always maintained and the
customer feels a sense of belonging.

Good communication with customers and gaining their satisfaction and trust leads to satisfaction. Hold
Having They and Becoming They To Customer It can —be.

Identification Up-to-date needs Customers and Accountability To They, Review and Accountability To
Complaints Customers, =programs To make loyal Customers, Measurement Satisfaction Customers Must
In Head Goals and Policies— System administrators Appointment Take it .

b ) Honest relationships with Considering the customer's interests in order to gain their trust
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Sometimes discounts given to customers for recurring subscriptions make them feel that registering in
this way is beneficial for them and they are more satisfied with their choice.

Key Creation Customers Loyal, Creation Communications Meaningful and Feather Gravity Between
Customers is . Satisfaction Customer Functional From Level Qualitative Presentation Services Therefore,
paying attention to system services and the transfer of information and services will be effective in
gaining their satisfaction and trust.

C) Surveying customers and resolving problems and meeting their expectations as soon as possible.

For this purpose, asking customers for feedback to clarify their satisfaction with trainers is a serious
matter.

Today, customer surveys -are one of the aspects of public relations management for closer
communication with customers to identify their needs.

Expectations Customer Expectations is that To How Definitely To it Need No, But Fulfilled To become
it, Feeling Pleasant In He/She Creation Does that Sustainability Relationship particle for direct object
Cause It can be done .

Key Activities

The capacity of a comprehensive information system is economic activities, repeatable patterns of
activities that are carried out by employing capital, producing or offering a product or service to the
market (Wallin , 2000). Activities are the heart of the mission that firms pursue. These are the actions
that firms take to create value and generate benefits. These activities are carried out by an actor, who is
either the firm itself or one of its partners (Osterwalder, 2004). Key activity themes include:

. Introduction and familiarization with the context Business opportunities Work (activity)
Economic sectors) in the three main sectors of the economy ( agriculture, industry and services)

. Creating employment and development , provided that the information system is completed,
developed and used. Broad concept of capability Its goals were achieved .

. Providing complete and accurate information to various segments of society: This information
can Ability For the program Planning and decision Giri Correct answers with minimal risk and error at
macro and micro levels The item was used .

. Interest Taking advantage of the ability Highlights of Information Technology: Quick and easy
access to information anywhere, anytime in any format Various features and storage options Creating and
maintaining a large volume of information

The conceptual categories that make up the key activity theme are shown in the table below, along with
the codes resulting from the coding phase of the interview data.
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Table 6. Conceptual categories that make up the theme of key activities

Conceptual categories that make up the theme Theme

Introduction and familiarization with the context Business opportunities Work (activity)
Economic sectors) in the three main sectors of the economy ( agriculture, industry and
(services Key

Creating employment and development Activities

Providing complete and accurate information to different segments of society

Interest Taking advantage of the ability Information Technology Highlights

Key Resources

To create value, a firm needs resources (Wernfelt , 1984). In this regard, Grant (1991) defined resources
as tangible, intangible, and human skills. Tangible resources include land, equipment, and cash.
Intangible resources include relationships, intellectual property rights, trademarks, and trade secrets.
Human resources consist of the people that the firm employs to create value through tangible and
intangible resources. The intangible needs them (Osterwalder, 2004). The theme of key resources
includes five conceptual categories: scientific sources, experts and specialists, database Yes And the
system The conceptual categories that make up the key resource theme are shown in the table below,
along with the codes resulting from the coding stage of the interview data.

Table 7. Conceptual categories that make up the theme of key resources

Conceptual categories that make up the theme Theme
Scientific sources
Experts and specialists Key Resources
Base Yes And the system Internet

Key partners

Key partners are the seventh of nine blocks of the business model ontology. The work of Osterwalder is
that the list of partners of a firm identifies which activities and which resources are distributed among the
partners (Topscott and Lowy , 2000). The key partners theme includes three conceptual categories of
experienced, skilled, and expert individuals in various economic activities, students, both current and
recent graduates, retirees, etc., who collaborate in completing the system information. These individuals,
who collaborate with the system as a project, upload information related to economic activities into the
desired format of the system through training and under the supervision of experts. The conceptual
categories that make up the key partners theme are shown in the table below, along with the codes
obtained from the coding stage of the interview data.

Table 8. Conceptual categories that make up the key partners theme

Conceptual categories that make up the theme Theme
Experienced, skilled and knowledgeable people in various economic activities
Students, both current and recent graduates Key partners
Retirees

Cost structure
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This block includes all the costs that a firm incurs to create and deliver value to its customers. If a firm
focuses on its core competencies and core activities and relies on its network of partners for its non-core
competencies and activities, this will be a significant potential for reducing its costs in the value creation
process (Osterwalder, 2004). The cost structure theme includes four conceptual categories, including:

1- The costs of comprehensive system information, which include:

. Information collection costs
. Cost of loading and storing data
. Cost of verification and accuracy of information by experts

2- System and software design costs: The system software is designed on the web.
3- Advertising costs

Table 9. Conceptual categories that make up the cost structure theme

Conceptual categories that make up the theme Theme
Costs of collecting comprehensive system information
System and software design costs Cost structure
Advertising costs

Income stream

The last block of the business model Osterwalder's work is the revenue stream of a firm, which represents
the firm's ability to convert the value it provides to customers into money and revenue streams
(Osterwalder, 2004). The revenue stream theme includes:

1- Income from the annual membership fee that users must pay.

At the beginning of the system, the user will not be charged for using the information, and users will have
access to up to 5% of the information for free, and if the user needs more information, he or she must pay
a membership fee to the system.

2 - Income from values (selling information)

Income Resulting from Sale Information The system can be divided into two parts: "Sales" Knowledge
and Services "Danesh™ and Sale Services and Products "Additional™ divided.

In addition to paying the membership fee in the system, if the user needs more comprehensive
information, he can purchase scientific materials and prepared documentation available in the system.

In fact, the comprehensive information system is a bridge between the information applicant and the
information holder. This means that the user applying for information is one of the jobs in the system, for
example: the capital required to start a business, the specifications of the required location, the required
human resources, the required specialties, and such information. This basic and general information can
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be obtained for free from the comprehensive information system for economic activities. However, to
obtain more supplementary information, one must pay a membership fee and use the available
supplementary information. If the user's information needs are not completed at this stage, the user can
purchase the electronic content of his desired job from the system.

3- Income from system advertising

As the presence and membership of users in the system increases and the number of users increases,
advertisements from other companies and economic enterprises in the system will become valuable. Thus,
on the pages related to each economic activity, advertisements from related companies can generate
income for the system.

4- Income from mechanized consulting after the organization matures

Using artificial intelligence for mechanized consulting: In other words, if the system user receives all the
information available in the organization and needs advice to implement his business in the final decision-
making stage, he can use the mechanized consulting or expert system and artificial intelligence of the
system. That is, the user is guided by intelligent and mechanized systems. For example, the user has
selected an economic activity such as ostrich farming and has thoroughly reviewed the educational
materials available on the site. But in the final decision-making stage, he needs to know whether the
activity in the ostrich farming business is economically justified for him with the capital he has? Here, the
system will provide mechanized advice based on the information and statistics it has and using the expert
system and artificial intelligence .

Table 10. Conceptual categories that make up the income stream theme
Conceptual categories that make up the theme Theme
Revenue from annual membership fees that users must pay
Revenue from the sale of information
Revenue from system advertising
Revenue from mechanized consulting after the organization matures

Income stream
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Suggested values

Income streams
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Figure 2: System Business Model Process Information Comprehensive Activity Yes Economy

According to the conceptual categories obtained from the interviews, it can be seen in response to the
main research question that in the comprehensive information system of economic activities, the target
customer is all segments of society, and in order to attract them, several communication channels —were
proposed by the interviewees, such as providing quality services over time and introducing services in
various ways. In order to maintain these customers over time, a series of relationships, resources, and
activities —are required. According to the interviewees, these resources and activities require expertise and
capital. If these are properly established in the system, customer satisfaction and loyalty will follow.
According to the business model based on Ostwalder, the two options -of cost structure —and revenue
stream are the main financial flows of the system -, and the interviewees have proposed the need for very
large capital in order to complete the comprehensive information system of economic activities, -and
have stated —that these costs —can be financed through investments from key partners, and the system will
then have its main and secondary income.

Conclusions

The results of this study indicate that designing an appropriate business model for broiler breeder poultry
cooperatives in Iran can play a significant role in improving productivity, reducing costs, and enhancing
their competitiveness. The findings from qualitative and quantitative data analysis revealed that multiple
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factors contribute to the formation of a successful business model in this industry, including managerial,
economic, marketing, technological, and environmental dimensions. One of the most important findings
of this study is the significance of supply chain management and cost control in production. The
cooperatives under study often face fluctuations in the prices of livestock feed and dependency on
imports, which directly impact their profitability. Accordingly, the research findings emphasize that
adopting supply management strategies—such as entering long-term contracts with domestic suppliers,
utilizing alternative feeds, and minimizing resource wastage—can contribute to the financial
sustainability of these cooperatives.

Beyond economic concerns, the managerial dimension is also a fundamental challenge for poultry
cooperatives in Iran. The study's findings showed that many of these cooperatives lack a clear strategy for
growth and development, and decision-making is predominantly based on traditional experiences. While
in developed countries, cooperatives in this sector leverage digital technologies, management information
systems, and artificial intelligence to optimize their performance, domestic cooperatives still rely on
conventional methods. Structural equation modeling (SEM) using Smart PLS software revealed that
implementing an efficient management system—including strategic planning, workforce training, and the
adoption of modern technologies—positively impacts the financial and operational performance of
poultry cooperatives. These findings highlight the necessity of transforming the management practices of
these cooperatives and shifting toward scientific decision-making methods.

Another critical aspect examined in this study was the role of marketing and market development in the
success of poultry cooperatives. The results showed that weaknesses in marketing programs, excessive
reliance on intermediaries, and the absence of a clear sales strategy are among the key challenges faced
by these cooperatives. Quantitative data analysis indicated that utilizing digital marketing tools, product
branding, expanding distribution channels, and establishing direct communication networks with buyers
could significantly enhance sales and profitability. Furthermore, the findings suggest that increasing
transparency in the supply chain, adopting direct sales models, and developing online platforms for
product distribution could eliminate intermediaries and increase cooperatives' share of final profits.
Therefore, adopting modern marketing strategies is an inevitable necessity for the competitiveness of
poultry cooperatives in the current market environment.

Finally, the environmental and sustainability dimension was identified as a key consideration in designing
the business model for these cooperatives. The rising health standards, environmental restrictions, and
growing legal pressures to manage livestock waste have compelled poultry cooperatives to adhere to
sustainability principles. The study findings indicated that implementing sustainable policies—such as
optimizing water and energy consumption, recycling livestock waste, utilizing modern ventilation
systems, and adopting pollution-reduction technologies—can not only reduce operational costs but also
positively impact environmental conservation and increase the cooperatives’ market credibility.
Additionally, structural equation modeling demonstrated that embracing and implementing sustainability
standards directly enhances economic performance and boosts consumer trust. Thus, integrating
sustainability principles into the business model of poultry cooperatives is not only a legal requirement
but also a competitive advantage.
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The findings of this study confirm that designing an efficient business model for broiler breeder poultry
cooperatives in Iran can significantly improve productivity, reduce costs, and enhance competitiveness.
Structural equation modeling using Smart PLS software validated that key dimensions—such as supply
chain management, improved managerial processes, the development of marketing strategies, and
adherence to environmental sustainability principles—directly impact the performance of these
cooperatives. Among these, effective cost management and securing livestock feed were identified as
major challenges that can be improved through strategies such as long-term contracts, the use of
alternative feeds, and resource optimization. Additionally, weaknesses in management and strategic
planning were recognized as serious obstacles to the growth and development of these cooperatives,
necessitating the adoption of scientific methods, digital technologies, and management information
systems. The study findings also demonstrated that implementing modern marketing programs—such as
leveraging digital platforms, branding, and expanding direct distribution channels—could reduce
dependence on intermediaries and increase the cooperatives' market share. Moreover, this research
emphasizes that for poultry cooperatives to maintain their market position, they must prioritize
environmental sustainability principles. Enhancing health standards, reducing environmental pollution,
optimizing energy and water consumption, and employing modern waste management technologies are
among the factors that can directly enhance cooperatives’ credibility and reduce operational costs. The
findings suggest that adherence to these principles can not only increase consumer trust and minimize
regulatory barriers but also create a sustainable competitive advantage for these cooperatives.

In summary, this study confirms that designing a comprehensive business model that integrates all these
dimensions not only enhances the financial and operational performance of poultry cooperatives but also
paves the way for their long-term sustainable development. Therefore, it is recommended that cooperative
managers utilize the findings of this research to adopt new strategies for optimizing their processes and,
by leveraging modern technologies, digital marketing, and sustainable management practices, increase
their competitiveness in the market.

Practical Managerial Recommendations

Optimizing Supply Chain Management: Poultry cooperatives should adopt strategies to reduce
dependence on foreign suppliers, such as sourcing inputs from domestic providers, establishing long-term
contracts with livestock feed producers, and utilizing cost-effective feed alternatives.

Implementing Digital Technologies in Management: The use of Management Information Systems (MIS)
and data analytics software such as Smart PLS can help optimize decision-making processes, reduce
costs, and enhance productivity in poultry cooperatives.

Developing Digital Marketing Strategies: Establishing online platforms for direct product sales,
improving social media advertising, and utilizing analytical tools for better customer insights can increase
market share and reduce reliance on intermediaries.
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Training and Empowering Workforce: Conducting training programs for managers and employees in
areas such as supply chain management, digital marketing, technology adoption, and cost management
can enhance the overall performance of cooperatives.

Enhancing Energy Efficiency and Environmental Management: Utilizing modern ventilation systems,
reducing water and energy consumption, recycling livestock waste, and adhering to environmental
standards can lower operational costs while improving market credibility.

Strengthening Inter-Cooperative Collaboration and Forming Regional Unions: Establishing joint unions
among poultry cooperatives in Iran can enhance bargaining power in procurement and enable resource,
equipment, and technical knowledge sharing.

Expanding Product Diversity and Developing Production Lines: Cooperatives can explore market needs
and diversify their product offerings by producing by-products such as organic eggs, livestock feed
supplements, and various protein-based products.

Establishing Support Funds and Facilitating Financial Access: Setting up investment funds and securing
bank financing for poultry cooperatives can provide financial stability and support business expansion
efforts.
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