New 2015 - this content is now part of:
- Project NEMO (New/Next Economic Model)
- INSEDE (Institute for Sustainable Economic Development)
- Business Engineering Systems (MindWare, Basics, Structures)
You are welcome to take advantage of progress, support us and be part of this voyage of discoveries.
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Mapping Reality

1)  Structuring
2) Quantifying
3) Offerings / Deliverables

4) Customers, Priorities, Needs
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1) Structuring
|

*A Project

* etc.

*A company
*A Department
*A Process

*An Investment

To structure the

customers’ offerings:

Their output

Customer What do we offer?
guestions:
1.1
3 Major offerings:
OUR . Pproducts
ANSWERS ° Services
* Rights
bengin

To structure the

customers’ basic processes:

Their value production

How do we do it?

1.2

3 Major processes:

* Management

* Offerings Creation

* Background maintenance

To structure the
customers‘ basics:
Their input

Where do

1.3

N

y

we start?

1.3.1 l

6 Primary resources:
* Products

* Operative resources
* Documents

* Know-How

* Rights

* Finance

1.3.21

6 Major departments

* Marketing & Sales

*R&D

* Procurement &
manufacturing

* Quality Assurance &
Environment

* Personal & Services

* Logistics & Finance
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A company

. . *A Department
*A Process
2) Quantlfylng *A Project
*An Investment

* etc.

To quantify the
customers’ profit
profile

2.1

Profit & Cost
profile per
primary resources

bengin

To quantify the
customers’ global values

2.2
2.2.1‘ 2.2.2 ‘
Tangible Tangible &
values intangible
values

To quantify the
customers’ intangible

accounting
2.3 |
2.3.1 ‘ 2.3.2‘
Intangible Intangible
balance profit & loss
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Offerings

Family

Offering

D o | Name Comments
1.1 1.1 Output structure analysis
1.2 1.2 Basic processes structure analysis
1.3 13.1 Input structure analysis:
o 6 Primary resources
132 Input structure analysis:
" 6 Major departments
2.1 2.1 Evaluation of Profit & Cost profile
Evaluation of the global values:
22 | 221 -
s Tangible assets
229 Evaluation of the global values:
Tangible & Intangible assets
23 231 Evalqation of the imaginary accounting:
Imaginary Balance
2392 Evaluation of the imaginary accounting:

Imaginary Profit & Loss
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Offerings vs Deliverables

Offering ID
Deliverables 1.1 1.2 1.3.1]1.3.2 2.1 221 | 2.2.2 231 | 2.3.2
Products — MindWare:
Checklists X X X X X
2 D models X X X X X X X X X
3 D models X X X X X X X X X
Methodology X X X X X X X X X
Products — SoftWare:
Tools X X X X
Links X X X X
Services:
Consulting X X X X X X X X X
Training X X X X X X X X X
Customer Support X X X X
License (KH, ©, ®, ™, Pat):
End-User X X X X X X X X X
Consultant X X X X X X X X X
Teacher X X X X X X X X X
Developer
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Offerings VS customers (x = major focus; 1, 2, 3, 4 = priorities)

Start ups

Consultants

Institution,
university

X

R Ko X

Offering | International | Investment
1D Large co. * firms
o [ [x [
12 | fie
wa | x|
ez [ [X |
2.1 X
2.2.1
2.2.2 X X
2.3.1 X
2.3.2

X

S DR CHe X
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* (Braches: FS, Telco, Health, Farma, Energy)
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Offerings VS BUsIiness needsS: vou cANNOT MANAGE WHAT YOU CANNOT MEASURE

Offerin International
ID ’ Large co. KMUs Start ups
2.1
| EIIgiII offerings strategy focus
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Offerings VS BUsIiness needsS: vou cANNOT MANAGE WHAT YOU CANNOT MEASURE

Offering
ID

International
Large co.

KMU

2.2.1

To analyze, measure and evaluate the
Tangible assets of the company, often
defined as Key Performance Indicators.

The company can understand and measure
their tangible assets in order to to plan

and manage their utilization in a more
profitable way.

2.2.2

To analyze, measure and evaluate the
Intangible assets of the company, e.g. the
Know-how, the rights/licenses, the intern.
market presence, the networking, the
large customer DB, the company

name, the technology, the methodology, etc.

The company can understand and measure
their intangible assets in order to plan

and manage their future potential in a
unique and profitable way.

To analyze, measure and evaluate the
Intangible assets of the company, e.g. the
Know-how, the rights/licenses, the flexibility,
the innovative technology, the speed, etc.

The company can understand and measure
their intangible assets in order to plan

and manage their future potential in a
unigue and profitable way.
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Offerings VS BUsIiness needsS: vou cANNOT MANAGE WHAT YOU CANNOT MEASURE

Offering
D Investment firms Start ups
2.2.2 | To analyze, measure and evaluate the To analyze, measure and evaluate the
Intangible assets of an interesting company, Intangible assets of the company, e.g. the
where to invest, e.g. the management Management team, the readiness of the
team, the readiness of the market (for the market (for the Company's idea), the
Company's idea), the competitors presence, competitors presence, the know-how in the
the potential exit strategy, the financial company, the rights/licenses of the company,
market situation, the know-how in the company, | the technology potential, the internal
the possible use of the Inv. Firm‘s network, methodology, the team experiences, the product
the rights/licenses of the company, the qualities (advantages), etc.
Technology potential, the internal
methodology, etc. The company can measure and therefore
Present their intangible assets in order
The company can understand and measure to show/communicate their potential (e.g.
the intangible assets of a company in order the potential ROI for the Investors) to the
to understand and measure the company'‘s Investment firms with the goal of rising capital.
potential and therefore to evaluate their
Return on Investment.
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We developed the original know-how,

) the procedures and the instruments

to analyze the new/next Business World and
to find the needed and lasting Solutions.

1. Structure

2. Quantity
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= Wil a1 By g e W1

_,_.1:. ST

3. Orientation/Direction
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Die zur Unternehmensfuhrung wichtigen Kennzahlen

— Yon der Erfolgsrechnung zum Erfolgsprofil
— Zahlen fir materielle und fiir immaterielle Werte
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™
immaterieller ‘
Wert
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Das Unternehmen selbst und die unternehmerische Leistung

— Angebote, Prozesse, Voraussetzungen

Produkte liefern
Dienste leisten
Rechte vergeben

CGieschaftsarten

3 Arten won Prozessen:
Management Angebot 10ntergrund
(- "Fuhrem™) asddon plezen

Prozesse
Kern-Kompetenzen

PKessonrcen:  Trodukte
Betricbsmittel
Dokumente

Kern-Ressourcen : Know 1low
Ressorts der Firma o7 ' Rech
Ressorts:  MarkEig S Verksur

Forschung & Entwicklung

Tersonal & Dienste
Logistik & Finanzen
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Brought what to jubilation and misery once,

bengin AG (founding Stag e) must and can give way to the knowledge now.

bengin AG
is the legal entity for the practice oriented further development and distribution
of economic looks and knowledge. It was founded by businessmen from the
look that in the classic economic teachings, among other things the immaterial
values in inadmissible way are neglected.
And that it is important not to use the old wrong tools but to develop instruments
with which some defects of the classic business economic paradigms are

weeded out quite pragmatically.

A fast growing community supports bengin at its activities.
For questions you may contact:
Engineering Office for Economic Development
Peter Bretscher, Alpsteinstrasse 4, CH 9034 Eggersriet, Switzerland
Tel.: +41 71 877 14 11 e-mail: pb@bengin.com

We look forward to your contact.
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bengin

Beyond Limits of Classic Business Paradigms

bengin.com

(re)cognising Values, developing, using....



