
Unit Fourةدبةرلا ةدحولا

 جبتهفض ةدحولار هذه يف  ةدللت جلحمن فلض ربسب كشفت دهاكل ،ةعلار ناتتلا كلتمت ةدريلا نم يثك
ا ةدا ةدالنلا ةمعللا جللمن كبست ييض  نبتلةنا ح،رلأ لإ ةدييلا كلحح

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 

ةدتتل،ا ةدللت جلحمن كيليت

Business Model Design



?Why Do Some Companies Succeed While Others Fail حىبخأ لكشفت ةدريلا رلب كاتت دللمة

Core Idea | ةدبعيبيا ةدشهبا

 ةدلاتا فلض ربسب لديو ةدللت جلحمن فلض ربسب كشفت لدهاكل نيلار ناتتلا كلتمت ةدريلا نم يثك

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

Examples | حنثما

üلةفت لابةنةا جلحمن نلد نلتلتةم ناتتلم كلتمت ايلا — Companies with excellent products 
but no clear revenue model 

üرليا نلد لدهم يثكةم كسيت ايلا، — Companies that sell a lot but remain unprofitable 
üةدايلاا ةدتلييلا فلض ربسب كاكل، مت ررعا كالح ايلا — Companies that grow fast then 

collapse due to poor cash flow 



?What Is a Business Model  ةدتتل،اأ ةدللت جلحمن هح نل
 لح،رلأ لابةنةا لإ لكلحدكل دملللل لكيلنكل ةدييلا ةدلؤمبا ركل كلمت ةدا ةديبايا هح ةدللت جلحمن

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  ةدلليتأ هح نم

?What value do we offer جيلنكلأ ةدا ةدييلا نل

?How do we deliver it جيلنكلأ ييض

?How do we generate revenue ةاابةنةاأ جليت ييض

 The business  ةاتيلنالم ةدريا كللت ييض احفت ةدللت جلحمن  Executive Message | ةدتاشيذاا ةدبملدا
model explains how the company operates economically 



 Business Model vs  Strategy  ةيماةكيتيا نيلرت ةدللت جلحمن

Business Model | ةدللت جلحمن

 ةاابةنةا لكلييت ةدييلا ىمت ييشيا ارأ
Explains how value is created and revenue is achieved 

أHow do we operate | جللتأ ييض

Strategy | ةيماةكيتيا
 ةدلاليبا عع ةدتشحا ييشيا كحفت

Explains how to outperform competitors 
أHow do we win | جشحتأ ييض

 ةدشيت الهم لي نتهلنلد لةيماةكيتيا ةدللت جلحمن  Executive Message | ةدتاشيذاا ةدبملدا
 The business model and strategy are complementary and inseparable  رياكلل



   Value Creation     ةدييلا ىمت نشكحم

 The customer does not buy the product — they buy  عميكل اليت ةدا ةدييلا افاا رت ةدلاتار افاا ي ةدلليت
the value they receive 

Reduce Cost | ةدتهمشا ىشبSave Time | ةدحاا كحيك

Reduce Risk | ةدللللب كيميتIncrease Revenue | ةاابةنةا تالنا

Improve Comfort | ةدبةوا كلبا

 Lowering operational expenses  ةدتفميميا ةداشيلا كلشيب Reducing time spent on tasks  ةدلكلم لجتلت يف ةدلبتمبا ةدحاا كيميت

 Protecting the customer from  ةدللللب نم ةدلليت وللاا Boosting income sources  ةدلىت نيلن، كلتات
risks 

 A smoother, more comfortable experience  ل،ةوا مكحدا حيأ كتبرا

 Value is the real reason behind the  ةدرةل ابة، ل،ةل ةدليييف ةدبسب هف ةدييلا  Executive Message | ةدتاشيذاا ةدبملدا
purchase decision 



Economic Value vs  Perceived Value  ةدلل،يا ةدييلا نيلرت ةياتيلناا ةدييلا

Economic Value | ةياتيلناا ةدييلا

 ةدلليت عميع اليت ةدذا ةدليييف ةدللا ةدللعل
The real financial return the customer receives 

Perceived Value | ةدلل،يا ةدييلا

 ةدشلميا ةدييلا نم حغمب حل حيأ اهحد لال — عميع اليت حجع ةدلليت افلب نل

What the customer feels they are getting — which may be greater or lesser than the actual value 

 يف ايلا حيأ حولهلل كتلت ةدتتل،اا ةدللنا دهم نتفلركلدر ناتتلد اهحد ال  Example | نثلا
 Two products may be similar, but branding makes one appear more valuable  ةدلليت جظب

to the customer 

  ةدحةات نم حهت حويلجلم ةان،ةا  Executive Message | ةدتاشيذاا ةدبملدا
Perception is sometimes more important than reality 



Business Model Canvas نهحجلا
The Nine Components of the Business Model Canvas

Business Model Canvas  The Business Model Canvas provides  لةولا غشلا يف دملؤمبا ةلنما ،ياا احيب 
a comprehensive view of the organisation on a single page 

 The Business  لةولا غشلا يف دملؤمبا ةلنما ،ياا احيب Executive Message  Business Model Canvas | ةدتاشيذاا ةدبملدا
Model Canvas provides a comprehensive organisational overview on a single page 



Customer Segments  ةدلللل اةعت

Key Questions | ةدبعيبيا ةممأما

üجللمأ نم — Who do we serveأ
üرلياأ ةميأ ةدلليت نم، — Who is the most profitable customerأ
üةيماةكيتفأ ةدلليت نم — Who is the strategic customerأ

Segment Types | ةدرةعت حجحةأ

Individuals | حيبةن

Companies | ايلا

Government | وهحنيا نكلا

Niche Markets | نتلييا حمحةا

 Not all customers are equal in value  ةدييلا يف نتبللام ةدلللل يت ديو  Executive Message | ةدتاشيذاا ةدبملدا



Choosing the Target Customer ةدلبتكلا ةدلليت ةىتيل،

Common Mistakes | ةدفلعلا ةمىيلل

 Trying to serve everyone — ةدتليت ىلنا نلللدا•

 Over-expansion — ةدلشبا ةدتحمت•
 Failing to define the core segment — ةمملميا ةدرالا كللال علم•

Selection Criteria | ةيىتيل، نللاك

Market size — ةدبحا وتت•
Profitability — ةدبرليا•
Accessibility — ةدحغحا مكحدا•
Expected loyalty — ةدلتحات ةدحيل•

  حيفت ةديبة،ةا يلجا حلفت ةدلبتكلا ةدلليت يلد يملل  Executive Message | ةدتاشيذاا ةدبملدا
The clearer the target customer, the better the decisions 



 Value Proposition ةدليلنا ةدييلا

أWhy should the customer choose you ةدلليتأ التل،ا حد اتب دللمة

Quality | ةدتحنا

Price | ةدبلب

Speed | ةدرعا

Innovation | ةيرتهل،

Convenience | ةدبةوا

  ةدللت جلحمن امب هف ةدليلنا ةدييلا  Executive Message | ةدتاشيذاا ةدبملدا
The value proposition is the heart of the business model 



Value Proposition Canvas

Value & Customer Analysis Tool | لةدلليت ةدييلا كلميت حنةا

Customer Profile | ةدلليت

üةدليمحرا ةدحظلعض — Customer Jobs
üةدلفهلا — Pains
üةدلهلمب — Gains

Value Map | ةدييلا

üلةدللنلا ةدلاتتلا — Products & Services
üةمدت نللدتلا — Pain Relievers
üةدلهلمب نحدلةا — Gain Creators



Customer Jobs

Identify tasks and desired outcomes

Product‑ Market Fit

Validate value with real customer feedback

Pain Relievers
Map solutions that reduce customer pains

 Every successful value proposition begins with a deep  دملليت عليت رشكت كسلح جلنلا ايلا يت  Executive Message | ةدتاشيذاا ةدبملدا
understanding of the customer 

Value Proposition Canvas



دملللل ةدحغحا ااحةا

 The right channel can be more important than the product itself  جشبع ةدلاتا نم حهت كهحد ال ةدلالمسا ةديالا

Branches | ةدشبلأ

Direct Sales | ةدلسلاا ةدلسيللا

Website | ةادهالجف ةدلحات

Apps | ةدتيسييلا

Intermediaries | ةدحميلل

 Physical sales points — ةدللناا ةدسيت جيلا

 Direct sales team — نسلا نسيللا يبات

 Digital sales platform — دمسيت ،اليا نايا

 Mobile applications — ةدلللحا ةدكلكض كيسييلا

 Distribution partners — ةدتحتات ايلل



Customer Relationship Management ةدلللل علالا لنة،ا

Self-Service | مةكف نعتPersonal Service | ةلييا ىلنا

Loyalty Programmes | ليل ربةناMemberships | عفحالا

 Personalising the — عليت دهت ةدتتبرا كلييت
experience for each customer 

 Empowering — جشبع ىلنا نم ةدلليت كلها
customers to serve themselves 

 Building a — ةدللميا ةدلللل نم نتتلت رالل
community of loyal customers 

 Rewarding repeat customers — ةدلتهب،ام ةدلللل نهليكا

 Retaining a customer is less  نلال عليت ةيتبلا نم كهمشا حات رلدلليت ةيوتشلا  Executive Message | ةدتاشيذاا ةدبملدا
costly than acquiring a new one 



Revenue Streams  ةاابةنةا كلييلا

 Every business model needs a clear revenue logic  لةفت لابةنةا نايت لإ التلن علت جلحمن يت

Subscriptions | ةيةاةيلاDirect Sales | ةدلسلا ةدسيت

Licensing | ةداىيتCommissions | ةدللحيا

Advertising | ةاعلجلا

 Selling products directly — دملليت نسلاا ةدلاتتلا ريت
to the customer 

 Recurring fees for a service — ةدللنا نيلرت نل،اا ،محم

 Granting usage rights — ةيمتللةم ويحا نات A percentage of each transaction — نللنما يت نم جبسا

 Income from advertisements — ةاعلجلا نم ةدلىت



Modern Revenue Models ةدللاثا ةاابةنةا جللمن

 The choice of revenue model directly impacts growth and profitability  لةدبرليا ةدالح عع نسلاا اؤمب ةاابةنةا جلحمن ةىتيل،

Subscription Model

 ةدحغحا نيلرت نل،ا نيت — ةيةاةا جلحمن
 Recurring payment for continuous  ةدلبتلب

access 

Freemium Model

 Free tier with — نليحعا نزةا نت نتلجف جلحمن
paid premium features  Free tier with paid 

premium features 

Marketplace Model

  رلدلفاام ةدسلعلا ،رر — ةدبحا جلحمن
Connecting sellers with buyers 

Platform Model

 Building  نتهلنت ريب جظلم رالل — ةدلايا جلحمن
an integrated ecosystem 



Profitability Is Not Revenue  ةاابةنةا ديبا ةدبرليا

 High sales do not necessarily mean high profits  ةم،رلأ ة،كشلأ رلدضل،ا الي ي ةدلسيللا ة،كشلأ

Costs | ةدتهلديضRevenue | ةاابةنةا

Cash Flow | ةدايلاا ةدتلييلاMargins | ةدكحةنا

 All expenditures — ةداشيلا نليت Total sales income — ةدلسيللا لنللا

 Actual liquidity — ةدشلميا ةدبيحدا Net profit percentage — فـةديلي ةدبرت جبسا

 The goal is not to sell more, but to profit more  حيأ ةدبرت رت حيأر ةدسيت ديو ةدكلا  Executive Message | ةدتاشيذاا ةدبملدا



Key Resources ةدبعيبيا ةدلحة،ن
 Resources are the fuel that drives the business model  ةدللت جلحمن البا ةدذا ةدحاحن هف ةدلحة،ن

Physical Resources | ةدللناا ةدلحة،ن

Equipment — ةدلللةا•
Facilities — ةدلافلا•
Technology — ةدتهاحدحنيل•

Intangible Resources | ةدللناا يك ةدلحة،ن

Brand — ةدتتل،اا ةدللنا•
Knowledge — ةدللبيا•
Data — ةدسيلجلا•

Human Resources | ةدسراا ةدلحة،ن

Expertise — ةدلأةا•
Leadership — ةدييلنةا•
Talent — ةدلحةهب•



Key Activities  ةدبعيبيا ةمجفيا

أWhat activities cannot the business model function without رللجكلأ اللت حد ةدللت دالحمن الهم ي ةدا ةمجفيا نل

Marketing | ةدتبحاتProduction | ةاجتلن

Customer Service | ةدلللل ىلناDevelopment | ةدتيحاب

 Manufacturing — ةدللنلا لكيلات ةدلاتتلا كيايت
products and delivering services 

 —ةدحعف لرالل دملللل ةدحغحا
 Reaching customers and building awareness 

 — لةدللميلا ةدلاتتلا كلبا
Improving products and processes 

 — نفهلككت لوت ةدلللل نعت
Supporting customers and resolving issues 

 Focus on the activities that create the  ايلا حيأ كلمت ةدا ةمجفيا عع ،يت  Executive Message | ةدتاشيذاا ةدبملدا
greatest value 



Key Partners ةدبعيبيحد ةدريلل

Types of Partners | ةدريلل حجحةأ

Suppliers — ةدلح،نلد•
Distributors — ةدلحتعحد•
Technology partners — ةدتيايحد ةدريلل•
Strategic alliances — ةيماةكيتيا ةدتللدشلا•

Benefits | ةدشحةعل

Risk reduction — ةدللللب ىشب•

Cost reduction — ةدتهلديض ىشب•

Market access — دومحةا ةدحغحا•

 It is not necessary to  ةداتلأ دتلييت يل يت ةنتلا ةدضل،ا نم ديو  Executive Message | ةدتاشيذاا ةدبملدا
own everything to achieve success 



Cost Structure ةدتهلديض هيهت

 Understanding costs is a prerequisite for achieving profitability  ةدبرليا دتلييت حملأ اا ةدتهلديض يكت

Fixed Costs | ةدثلرتا ةدتهلديض

Rent — ةااتل،ةا•
Salaries — ةدبلةكب•
Systems — ةمجظلا•

Variable Costs | ةدلتمكا ةدتهلديض

Raw materials — ةدللم ةدلحةن•
Commissions — ةدللحيا•
Shipping — ةدفلم•

لة،ا يك ةدتهلديض  Remember | كذيب  Unmanaged costs threaten the sustainability of any  علت جلحمن حا ةمتلةنا كبكلن ةدلب
business model 



The Relationship Between Value and Cost  لةدتهمشا ةدييلا را ةدللاا

أHow do we increase value without excessively increasing cost نشباأ رفهت ةدتهمشا تالنا نلد ةدييلا جتال ييض

Automation | ةمكلتا

Continuous Improvement | ةدلبتلب ةدتلبا

Partnerships | ةدرةيلا

 Reducing costs through automation — ةمكلتا عأ ةدتهلديض كيميت

 Improving operational efficiency — ةدتفميميا ةدهشللا كلبا

 Sharing costs with partners — ةدريلل نت ةدتهلديض نفل،يا

 Sustainable  لةدتهمشا ةدييلا را كحةتجلم كتيمب ةدلبتلةنا ةدتاليبيا ةدلزا  Executive Message | ةدتاشيذاا ةدبملدا
competitive advantage requires a balance between value and cost 



Types of Business Models  ةمعللا جللمن حجحةأ

 There is no single business model that suits all companies  ةدريلا نليت االمب لةول علت جلحمن احنل ي

Product Model

Service Model

Platform Model

Marketplace Model

Subscription Model

 Selling tangible or digital products  ،اليا حل نملحما ناتتلا ريت — ةدلاتا جلحمن

 Providing specialised services  نتلييا ىلنلا كيلات — ةدللنا جلحمن

 Connecting users with each other  رسلفكت ةدلبتللنا ،رر — ةدلايا جلحمن

 Facilitating transactions between parties  ةملبةا را ةدلللنلا كبكيت — ةدبحا جلحمن

 Recurring and sustainable revenue  لنبتلةنا نتهب،ا لابةنةا — ةيةاةا جلحمن



Testing the Business Model ةدللت جلحمن ةىتسل،
 The best models are those tested before major investment  ةدهسك ةيمتثلل، است ةىتسل،هل اتت ةدا هف ةداللمن حيفت

نبتلةناأ ةاابةنةا هتدمليتأ نبتلل ةدلليت هت

دمتحمتأ الرت ةدالحمن هتنيسحداأ ةدتهلديض هت

Is the customer willing to pay?Are revenues sustainable?

Are costs acceptable?Is the model scalable?

Iterate & 
Refine

Test with 
Customers

Build MVPDefine 
Assumptions



Scalability  ةدتحمت الرميا
 The company's ability to grow without increasing costs at the same rate  ةدابسا راشو ةدتهلديض تالنا نلد ةدالح عع ةدريا ال،ا

Concept | ةدلشكحمي

 ةدتهلديض نم حسأ رفهت ةدلىت اتال — دمتحمت الرت جلحمن لإ التلن ةدليييف ةدالح

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

Examples | حنثما

Software | ةدأنتيلا

 Cost of an additional copy approaches zero — ةديشب نم كياا لفلييا جبلا كهمشا

Digital Platforms | ةدباليا ةدلايلا

 Serves millions with the same infrastructure — ةدتلتيا ةدسايا راشو ةدلبتللنا نلاا كللم

 Real growth requires a scalable model  دمتحمت الرت جلحمن لإ التلن ةدليييف ةدالح  Executive Message | ةدتاشيذاا ةدبملدا



Financial Sustainability of the Business Model ةدللت دالحمن ةدللديا ةيمتلةنا

 Sustainability is more important than temporary growth  ةدلؤاا ةدالح نم حهت ةيمتلةنا

Profitability | ةدبرليا
 Net profit margin — فـةديلي ةدبرت هلنا

Cash Flow | ةدايلاا ةدتلييلا
 Available liquidity — ةدلتلوا ةدبيحدا

Retention Rate | ةيوتشلا نللا
 —ركت ةدللتشا ةدلللل جبسا

 Percentage of retained customers 

CAC | ةييتبلا كهمشا
 Customer acquisition cost — ةدلليت ةيتبلا كهمشا
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 Common Mistakes in Business Model ةمعللا جللمن كيليت يف ةدفلعلا ةمىيلل
Design

 Many business models fail due to incorrect  غليلا يك ةياةفلا ربسب كشفت ةمعللا جللمن نم يثك
assumptions 

Ignoring the Customer | ةدلليت كتلهتCopying Competitors | ةدلاليبا كيميل

Poor Pricing | ةدتبلك محلSingle Revenue Source | لةول لابةن نيل،

 Copying a — ةدبيلا يكت نلد ةدلاليو جلحمن جبن
competitor's model without understanding the context 

 — ةدلييييا ةدلليت ةوتيلنلا يكت رللد جلحمن رالل
Building a model without understanding real 

customer needs 

لبحي لويل لابةن نيل، عع ةيعتللن  — دمليب ةدريا اب
Relying on a single revenue source exposes the 

company to risk 

 —ةدبرليا ابفلض نل،لم يك كبلك
 Poorly considered pricing undermines profitability 



 Business Model Success Indicators  ةدللت جلحمن جتلأ نؤاةا

 What cannot be measured cannot be improved  كيحابه الهم ي ايلمع الهم ي نل

Profitability | ةدبرلياCustomer Growth | ةدلللل جلح

Market Share | ةدبحايا ةدلياRetention Rate | ةيوتشلا نللا

 —نلن عللل ةيتبلا نللا
 Rate of new customer acquisition 

يف ةدبرت هلنا  —ةديل
 Net profit margin 

 —ركت ةدللتشا ةدلللل جبسا
 Percentage of retained customers 

بتلحم ةدبحا جبسا  —عميكل ةدلب
 Percentage of market captured 

 What cannot be measured cannot  كيحابه الهم ي ايلمع الهم ي نل  Executive Message | ةدتاشيذاا ةدبملدا
be improved 



Linking the Business Model to Strategy رليماةكيتيا ةدللت جلحمن ،رر

Business Model | ةدللت جلحمنStrategy | ةيماةكيتيا
 ةدللخ لحاما لةمهلةا ةيكتله كللن

Defines direction and long-term goals 
 احنف كفميت لةات لإ ةيكتله اانت

Translates direction into daily operational reality 

Strategy to 
Business Model

Business model translates
Turns strategy into operations

Strategy sets direction
Defines long‑ term goals

 جفلللم ايست ةماةكيتيا رللد ةدللت لجلحمن يهبار كسيت علت جلحمن رللد ةيماةكيتيا  Executive Message | ةدتاشيذاا ةدبملدا
 Strategy without a business model remains an idea; a business model without strategy becomes activity  ةكتله رل

without direction 



Redesigning the Business Model  ةدللت جلحمن كيليت لعلنا
 Redesigning the business model is not a sign of  جفا علنا رت يفت علنا ديبا ةدللت جلحمن كيليت لعلنا

failure — it is a sign of maturity 

Declining Profitability | ةدبرليا ةجلشليMarket Change | ةدبحا كمك

Technology Change | ةدتهاحدحنيل كمكNew Competitors | نلن ناليبحد

 — ةدلللل ةوتيلنلا يف كلحيا
Shifts in customer needs 

 —ةدلبةنلا ابتلعف ةدكحةنا كبةنت
 Declining margins call for review 

 —ةدملسا احةعل ابمك نلن يعسا نىحا
 New entrants change the rules of the game 

 —ةديالعلا كفهيت ابليل ةدتهاحدحنف ةيرتهل،
 Technological innovation reshapes industries 



Unit Applied Project   دمحولا ةدتيسييف ةدلرلأ
 ,Before choosing a strategy  نبتلةنا ح،رلأ لكلييت ايلا ىمت عع الن، جشبع ةدللت جلحمن حد ةدتكيل حليم اتب ةيماةكيتيا ةىتيل، است

you must first ensure that the business model itself is capable of creating value and achieving sustainable profits 

Requirements | ةدليمحا
 اتفلم دمريا نتهلنت Business Model Canvas لعلةن

Prepare a complete Business Model Canvas for the company including 

Customer Segments — ةدلللل اةعت•
Value Proposition — ةدليلنا ةدييلا•
Channels — ةدياحةا•
Customer Relationships — ةدللالا•
Revenue Streams — ةاابةنةا•
Key Resources — ةدلحة،ن•
Key Activities — ةمجفيا•
Key Partners — ةدريلل•
Cost Structure — ةدتهلديض•



Unit Applied Project   دمحولا ةدتيسييف ةدلرلأ

Unit Deliverables | ةدحولا نلبنلا

Complete Business Model | نتهلنت علت جلحمن

Value Proposition Clear Value Proposition | لةفلا 

Revenue & Cost Analysis | لةدتهلديض ةاابةنةا كلميت

Scalability Assessment | ةدتحمت الرميا كيييت

Business Model Development Plan | ةدللت جلحمن كيحاب ىيا

  نبتلةنا ح،رلأ لكلييت ايلا ىمت عع الن، جشبع ةدللت جلحمن حد ةدتكيل حليم اتب ةيماةكيتيا ةىتيل، است  Executive Message | ةدتاشيذاا ةدبملدا
Before choosing a strategy, first ensure the business model itself is capable of creating value and achieving sustainable profits 


