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How to Design a Successful Business Model
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Abstract

This article presentsthe step of designing
a Business Model Canvas efficiently. This
article also explains the definition of Five Forces
Model of Competition Analysis, Strengths,
weaknesses, opportunities, and threats
(SWOT analysis), and TOWS Matrix Matching.
The results of these analyses are as a part of

the designing process of business models
for creating a competitive advantage.
Entrepreneurs should rely on these tools to
guide their business planning because the
business is always competitive. Therefore,
entrepreneurs who have great business models
can compete in their market sustainably.
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