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Many companies have great products but fail due to a weak business model. In this unit, we explore how

successful business models are built to convert value into sustainable profit.
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Core Idea | dunujll ajaall

2linll caen uy yug Joell 23gai e uuy Jhai lgialg i alaiin dlind alspdll go pis

Many companies have good products but fail due to a weak business model — not a weak product.

Examples | dlinl

Companies with excellent products — anlg alalpl 253gni (jga ljlino [aiin ellini alapn v/
.but no clear revenue model

.Companies that sell a lot but remain unprofitable — @1y Jga (ralg i gui ailaph v/

Companies that grow fast then — @jadill aldaaill caern wn jlgii pi dcpny gnii alapn v

.collapse due to poor cash flow
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A business model is the way an organisation creates value, delivers it to customers, and converts it into revenue and profit.

Who is the customer?¢ Jinell ga (0

What value do we offer?¢lgnaai sill antdll Lo

How do we deliver it?Slgnadi cars

How do we generate revenue?Scilalyl (@i wius

The business .Lalnidl asnull Joei wala angl Joell gigni :Executive Message | cuataiill dlluyll
.model explains how the company operates economically
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Business Model | Jn=ll 23gni
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Explains how value is created and revenue is achieved.
YHow do we operate | ¢ Jowi cdls

Strategy | ditiliw |

Juualinll e (ggaill alais angi
Explains how to outperform competitors.
¢YHow do we win | $jgai s
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.The business model and strategy are complementary and inseparable .Logiu
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they buy — The customer does not buy the product .lgilc (Jrn1y L5|JI aniall 5yum J1.aiinll 5;um U Jinoll
the value they receive

Reduce Cost | aalaill (Aas Save Time | cuagll pagi

Lowering operational expenses .aiiewmill cildaill (arasi .Reducing time spent on tasks .plgall jlail _a (Gpeiwnll adgll Juldi
Reduce Risk | jnlanll (Julai Increase Revenue | alalp Ul Aalj
Boosting income sources . J2all jalnn jijoi Protecting the customer from jhlanll go Jinell dilna
risks

Improve Comfort | @Iyl (jruni

A smoother, more comfortable experience .daljg dlggw J-'i'bi Qi

Value is the real reason behind the .clpull jlja clyg aaall cuwll & doudll :Executive Message | dialaifll dlluyll

.purchase decision T. TA R G ET p RO
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Economic Value vs. Perceived ValuedSjanll aniall (Jhildn aalnidll anidall

Economic Value | @alnidll aniall

Jwnell ale Jnay sall Ladall Jlall ailel

The real financial return the customer receives.

Perceived Value | d5janll anidll

dleall aniall o jenl gl pal ggar 1dg — aile Jnay ail Jinell jouiy Lo
What the customer feels they are getting — which may be greater or lesser than the actual value.

A aoud fial lamanl Jeai dyjlhill anllell g4l glgibiio Jlaiio ggay a4 :Example | Jlio
Two products may be similar, but branding makes one appear more valuable . Jin<ll jAi
.to the customer

2dlgll jo pal Ll elljalll :Executive Message | &yauaiill allwyll
.Perception is sometimes more important than reality T
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Business Model Canvas ciligan

The Nine Components of the Business Model Canvas

Business Model Canvas .A11lg daan (A duuwgall dloli cug) jagl The Business Model Canvas provides
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The Business .daalg dadan g dungoll alolin é)g) jagy Executive Message: Business Model Canvas | Garaiill élluwyll
.Model Canvas provides a comprehensive organisational overview on a single page
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sl Scgono) Key Questions | éwuwipll élimill

“Who do we serve — $padi yn v
SWho is the most profitable customer — Sa1y) fiaill Jinell o v
fWho is the strategic customer — ¢ il ll Jioell go v

Segment Types | ailpill ¢lgil
Individuals | alpal
Companies | cilanil

Government | &lingan dlpa

Niche Markets | &nnAiin Lg'lg_mi

Not all customers are equal in value .an.dll A (Hglwin cllnoll (J4 (il :Executive Message | cauaraiill @llull T.P Tn R G ET p Ro
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G_B Choosing the Target Customer «aapimnll (Jinell jlisl

g:on:_sglt?r!_tcroup : c
ALl degonol Common Mistakes | a=ilull claa il

.Trying to serve everyone — ginall dnaa dlglhn o
.Over-expansion — hyanll gugill ¢

Failing to define the core segment — b ill @aypnll ajani piac e

Selection Criteria | juiddl julen

Market size — (ggullpaa -
Profitability — arul
Accessibility — (Jgnall dlggwm
Expected loyalty — gdginll cllgll -

Jaal aljliall ails angl wagiuall Jinell Jla Lals :Executive Message | éyayaiill @byl
.The clearer the target customer, the better the decisions ','. TARGET PRO
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&)Ll éc goaoll ¢Why should the customer choose you ¢ Jinell ¢ljlitg UT i [Alnd

Quality | dagall
Price | junll
Speed | dcpull

Innovation | jlai Ul

Convenience | alyl

.Joell 2hgni uild A dnadnll dniall :Executive Message | diaraiill allull

.The value proposition is the heart of the business model
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G_B \Value Proposition Canvas

Value & Customer Analysis Tool | Jioellg aowall (Julag Alal
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Customer Profile | (J1o<ll

Customer Jobs — duglhall cailihgll v
Pains — cillamnll v
Gains — wwlanll v

Value Map | doLall

Products & Services — <ilnaallg alaiinll v
Pain Relievers — plill alallen v
Gain Creators — wuwlanll alalgn v
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Customer Jobs Product- Market Fit

Identify tasks and desired outcomes Validate value with real customer feedback

&

Pain Relievers

Map solutions that reduce customer pains

.understanding of the customer

Every successful value proposition begins with a deep . Jinell §inc 1 1§ @l éanud J5 :Executive Message | duaraiill allull
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dy Ll degonol .The right channel can be more important than the product itself .awai aiinll (jn p_ai Jgai ad dunlinll Alidll

Branches | ¢gjall
.Physical sales points — djaloll gull hldai

Direct Sales | apulnll cileunll

Direct sales team — fulin ¢ileun §i)a
Website | _,igiialil gdgnll

.Digital sales platform — gull dindj dnin

Apps | alauhill

.Mobile applications — (Jgnanll cailgll alauni
Intermediaries | clhugll

Distribution partners — gujgill clapn
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Self-Service | Lilapca Personal Service | G dnas

Empowering — awdi dna’ (o Jrnell (pani Personalising the — (Junc (Jal aill jarnAib
.customers to serve themselves .experience for each customer
Loyalty Programmes | c1lg anljl Memberships | &ihgihc
Rewarding repeat customers — (i painll cllnoll alalan Buildinga — ginlhall cllnell yo gaino cliy

.community of loyal customers

Retaining a customer is less .a127 (Jinc abwial (o aalai d_ﬁT Jnell hlainil :Executive Message | cuataiill éllull

.costly than acquiring a new one T. Tn R G ET p Ro
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.Every business model needs a clear revenue logic .anlg alaly] (Ghin | aling Joc 23gni J5

Subscriptions | cilalpiml Direct Sales | nlinll gull

.Recurring fees for a service — dnaall Jildno Gijga pgu) Selling products directly — Jinell dpnlin alaiinll gu

.to the customer

Licensing | jawayill Commissions | &ilgnel|

.Granting usage rights — plaatnill (ggdn ain A percentage of each transaction — dlolen (J4 (jo i

Advertising | alitlc Ul

Income from advertisements — alitlc Ul (o (JAall
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G_E Modern Revenue Models dijaall cailalpll 2alni
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i Ll e gonoll .The choice of revenue model directly impacts growth and profitability .a1aupllg gnill _lc dpnbo jigs ailalpdl 2dgni jLisl

77—
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Marketplace Model Platform Model

Jinnll gieilll hiy — (Ggull 23gni
.Connecting sellers with buyers

&

Subscription Model Freemium Model

Building . Jol4in L5LL| plAi clit — dninll Jagni
.an integrated ecosystem

Jangll Jildn (5)ga gaa — dlpiill 23gn

Free tier with — dcgadan dljin gn ,ilan 23gni
Recurring payment for continuous .jnianll "

paid premium features. Free tier with paid
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(:_B Profitability Is Not Revenue cilalpdl crunl @yl

Consultant Group
ayyliiuwll dcgonoll

High sales do not necessarily mean high profits .alylll ¢laijl ajgpall St U dleunll clai)l

Costs | waylaill Revenue | alalp

All expenditures — uldaill gina .Total sales income — cileunll L_,ILDJI

Cash Flow | @adill cilaaaill Margins | yunlggll

Actual liquidity — auleall dlguull Net profit percentage — -alnll Ayl duui

The goal is not to sell more, but to profit more .A4l udl Aal il gutl cargll :Executive Message | diaraiill allull T. TARGET PRO
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G—E Key Resources auutijl 7jlgnll

iﬁmﬁp;cm .Resources are the fuel that drives the business model . Jaell 253gni ¢ljay sall agdagll a 3jigall

Physical Resources | dualall qjlgall

Equipment — alaonll -

Facilities — ciliiinll

Technology — Liaglgi&ill

Intangible Resources | dalall i€ jlgall

Fr =
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Brand — dyjlaill doll<ll o
Knowledge — aagjenll -
Data — cililudl e

Human Resources | il 3jlgall

Expertise — alpall o
Leadership — alaliall e
Talent — ualgnll -
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ayLisiwll dcgoaoll SWhat activities cannot the business model function without Slgigu Jnei i Jo<ll aagnil gany i Sill ahmiill Lo

Marketing | (Guguuill Production | oliill

) .products and delivering services

.Reaching customers and building awareness

Customer Service | clnell @nah Development | pghill

— ppilainn Jag cllnell pea — dlloellg alhiiall (i
.Supporting customers and resolving issues Improving products and processes

Focus on the activities that create the .anid fal G sl ahuidll e j9) :Executive Message | cuaraiill élluyll

.greatest value T. TARGET PRO
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(T; Key Partners (jquuiipl clapnll

g:on'__SL“JIta nt Group £
bl egonol Types of Partners | clapull clgil

Suppliers — (Jgajgoll

Distributors — (jgcjgall -

Technology partners — (jguidill clapnll ¢
Strategic alliances — anuilfiwdl alallxill e

Benefits | ailgall

Risk reduction — jhlanll (Aas

Cost reduction — cadl4ill  pas

Market access — (§lgwill Jgngll

It is not necessary to .alaill (§idnil c5m J5 dilinl sjgmall go gul :Executive Message | dualaiill dllwll

.own everything to achieve success ' @ Tl-\ R G E T p R 0
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dyLisiwll dcgoaol .costs is a prerequisite for achieving profitability Understanding .cuall (§uranil LSu.lLLuT hpn callhill pga

Fixed Costs | aiilill cadlAill

Rent — alljlull e
Salaries — «diilgyll e
Systems — anhiill e

Variable Costs | ap<inll wadlaill

Raw materials — plall algall
Commissions — dllgnell
Shipping — (jauull

lJnmanaged costs threaten the sustainability of any .Joc 2igni @T anlaiwl 3agi Ajlaall je callaill :Remember | 42

.business model TQ TARGET PRO
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@ The Relationship Between Value and Cost aalaillg anidll (ju ddilell

e oroun “How do we increase value without excessively increasing cost $hyan (Jau aalaill dalijyga dowdll agji w4

Automation | ainilll

.Reducing costs through automation — ainiill pc callaill Julai

Continuous Improvement | jniwmanll il

Improving operational efficiency — ailiomill Aclaall (i

Partnerships | calaljll

.Sharing costs with partners — clapnll gn calaill a4jlnn

.competitive advantage requires a balance between value and cost ' ® Tn R G E T P R o
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.There is no single business model that suits all companies .cailaptill gina wuwliy 1alg Joc 23gni aags o

Product Model

Selling tangible or digital products .aind) gi dwgnln alaiin g — aiinll 23gni

Service Model

Providing specialised services .Anniin dlnid piadi — dnaall Qhgni

Platform Model

.Connecting users with each other .ngrheu jioiaimnll hi) — dninll 23gni

Marketplace Model

[Facilitating transactions between parties .caljhill (ju ciloleall Jigwi — (Gguwll 23gai

Subscription Model

.Recurring and sustainable revenue .dnlaiwng djyain alalp| — elimdl gdgni
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G_B Testing the Business Model (Jnoll 23gni jLiAl

Consultant Group .The best models are those tested before major investment .juall jlafiw il Jid Lajbisl pi Sl a 23lnill Lj_r;uji

ayyliiwll e g ool

Are revenues sustainable? Is the customer willing to pay?
S2ugill Jild a3gnill Ja tagran c@allqill (a
|s the model scalable? Are costs acceptable?

Define Build MVP Test with Iterafce &
Assumptions Customers Refine
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@ Scalability gwgill aihla

iﬁmﬁ&m .The company's ability to grow without increasing costs at the same rate .cuwill (uaiy cadlaill dalijgga gaill e aapnll ajad

Concept | pgganlig
calaill go grwl Jauiy Jaall aji — gugill Jilé gagni ] gliag axdall goill

Real growth requires a scalable model — revenue grows faster than costs.

Examples | dlinl

Software | aliaopll

.Cost of an additional copy approaches zero — janll (jo upidi dralA] i aalai

Digital Platforms | cwndayll alninll

.Serves millions with the same infrastructure — duinill auidl guail (roasimnll Jullo paAd

.Real growth requires a scalable model .@uigill Jild 23gni | gl aidall goill :Executive Message | dialaifll dlluyll T. Tn RG ET p Ro
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Sustainability is more important than temporary growth .c1dgnoll gnill (4o p_aT anlaim

2/4 1/4

Cash Flow | @&adill aaldaaill Profitability | @l

.Available liquidity — aalinll alguull Net profit margin — _-alall ayll plola

3/4

CAC | ulwmiall aalafj Retention Rate | hlainil (Jaen
.Customer acquisition cost — Jinell ulmial aalaj — ppt hainnll cllnoll duni
.Percentage of retained customers ' ® Tn R G E T p R o
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Many business models fail due to incorrect .datan ¢ alalial auy Jundi Jlocdll 23lni (o fia
.assumptions

Ignoring the Customer | Jinoll Jalai Copying Competitors | (uwalinll a1lai

— adadnll Jioell alhlinl pga (ggas agai cliy Copyinga — Gluwll pga Jga yualinll 23gai A
Building a model without understanding real .competitor's model without understanding the context
.customer needs

Poor Pricing | il cgu Single Revenue Source | aalg alpl jano

— jhall aqpull (afel ang alpl jano e alnicll
Relying on a single revenue source exposes the

— dnull caeni yugjan fAé poui

.Poorly considered pricing undermines profitability
.company to risk
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What cannot be measured cannot be improved .apghi (Jan) U awhd jan) Ulo

Profitability | aiaupll Customer Growth | cllnell gni

—uGLD-HQ-UJlUJ-‘-DLa — 112 clloc ulmial (Jaen
Net profit margin .Rate of new customer acquisition
Market Share | aldguull anAll Retention Rate | hlaihil (Jaen
— lptle Agaimdll (Ggull duni — pphainall clloell i

.Percentage of market captured Percentage of retained customers

What cannot be measured cannot .opghi (Janoi Il awlid (jaoi 1l Lo :Executive Message | diaraiill allull
.be improved
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GB Linking the Business Model to Strategy anuilfiwill Joell 23gni hiy

it eganol Business Model | Jaell a3gai Strategy | il |

Sgalef] UI_LQ_IJ_LI edlg Jl olaidl payil .5anll adigh walaalllg alaidl 2aqi
Translates direction into daily operational reality. Defines direction and long-term goals.

Strategy sets direction

Defines long- term goals

~ Strategy to

Business Model

Business model translates

Turns strategy into operations

IhLuiij ) anlilfiwl ggar Joell 2dgnig A5 a L dii Joc 2dgni g dndilfiw i :Executive Message | diaraiill alluyll
Strategy without a business model remains an idea; a business model without strategy becomes activity .alail 11 T. Tn R G E T p R o
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G_B Redesigning the Business Model (Jnoll 23gni pinniadalc]
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Redesigning the business model is not a sign of .ani dnllc (J1 Juia dnlle cunll Joell 23gni pinnidalc|
itis a sign of maturity — failure

Declining Profitability | cwul (Aalasil Market Change | (gguull fei

— dealjall eaimy yinlgpll galji — cilnell alalial (g ailgai

.Declining margins call for review Shifts in customer needs

Technology Change | Lkaglgiaill ol New Competitors | 222 (jgualin

— ailclinl Jraubi aef aglgiaill jlail — dyelll aclga fof 319 Juedl Jgan
.Technological innovation reshapes industries New entrants change the rules of the game
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gLl dc g on o)l Before choosing a strategy, .@nlain aL!ﬂ Guanig anid (Gl (e jald awai Joell adgni L‘JT 141l ﬂgi o Aniliwdlhist Jud
.you must first ensure that the business model itself is capable of creating value and achieving sustainable profits

Requirements | uglhnll

ot aapnll Jolain Business Model Canvas alac]

Prepare a complete Business Model Canvas for the company including:

Customer Segments — cllnell Alln -«
Value Proposition — @nadnll anidall -
Channels — algidall -

Customer Relationships — alauell -
Revenue Streams — alalpdl -

Key Resources — 2qjlgnall -

Key Activities — ahuniill

Key Partners — clapull -

Cost Structure — callaill e
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QG Unit Applied Project 42gll , dhill ggytiinll

gLl dc g onoll
Complete Business Model | Jnl4in (Jnc pigni
\Value Proposition | @lg Clear Value Proposition

Revenue & Cost Analysis | cadlaillg alalpdl i

Scalability Assessment | guwgill athla puai

Business Model Development Plan | Jo<ll 23gni pghi dhs

anlaiwn gl_ui GuLanig anid (Gla e jpld awdi Joell 9hgni L‘JT A4l ﬂgi iy aniliw ! sl Jud :Executive Message | diaraiill @l
Bef hoosi trat ; : . . : il . .
efore choosing a strategy, first ensure the business model itself is capable of creating value and achieving sustainable profltsT. Tn R G E T p R o
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