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The importance of the Business Model Canvas (BMC) in fostering
entrepreneurship among university students: A case study of
Economics and Institutional Management students at Badji Mokhtar
University in Annaba
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Abstract:

The study aimed to shed light on the importance of the Business
Model Canvas in promoting entrepreneurship among students, through a
case study of students majoring in Economics and enterprise Management
at Badji Mokhtar University, Annaba. To achieve this goal, a descriptive-
analytical approach was used, relying on a questionnaire tool and analyzing
its results using the(SPSS V26)program, for a sample of 111 graduating
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students. The study included several results, the most prominent of which
was the insufficient knowledge of the Business Model Canvas among the
sample individuals, which created difficulties in preparing and
implementing this model in their own projects.

Keywords: BMC; entrepreneurship; students majoring in Economics and
enterprise Management
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