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CATALYZING THE BUSINESS SKILLS DEVELOPMENT 

The Business Institute designs and delivers training and 
management consulting solutions covering the majority of 
the corporate management areas.  

We apply world-class business methodologies, tools and 
simulations of leading educational institutions (e.g. 
INSEAD, Stanford and  Harvard Universities, Strategizer) 

The Business Institute is using business simulations of 
leading organizations such as StratX and Harvard Business 
Publishing. 

Our facilitators and consultants are experienced 
practitioners – successful managers, entrepreneurs and 
proven experts.  



OUR APPROACH 

•  Entirely practical and interactive – based on the client’s 
business reality, delivering applicable solutions focused on 
performance impact; 

•  Applying modern business analysis tools that could be 
implemented immediately on the workplace;  

•  Catalyzing and developing management skills through 
experience – workshops, business games and simulations;  

•  Management consulting element that assists the client in 
assessing various decision-making options and find an 
applicable solution for their business case; 

•  Holistic approach – each solution, each client’s business case 
is assessed in 360° perspective.  



EXPERIENTIAL LEARNING 

Studies have shown that lessons learned by 
effective managers are usually driven by the 
following 70:20:10 model: 

•  70% from on-the-job experiences 

•  20% from constructive peer interaction 

•  10% from training courses and reading 

While most management development courses 
only contribute to the bottom 10%, our highly 
interactive programs focus on providing realistic 
competitive environments where participants learn 
through experience (the 70%) working in cross-
functional and cross-market teams (the 20%). 



PARTNERING WITH WORLD-CLASS PROVIDERS OF  
BUSINESS SIMULATIONS  

In 1984, Jean-Claude Larréché, INSEAD 
Professor and the creator of the 
renowned business simulation 
Markstrat, founded StratX to help 
blue-chip companies develop their 
Managers and Executives through 
memorable learning experiences that 
bring measurable results. 

StratX simulations focuses on action-
oriented learning and real-world 
application to drive changes in 
knowledge, behaviour and action. 

Harvard Business Publishing mission is 
to improve the practice of management 
in a changing world. It serves as a 
bridge between academia and 
enterprises around the globe through 
its publications and multiple platforms 
for content delivery.   

Harvard Business Publishing 
simulations challenge participants to 
analyze available information and make 
critical decisions to solve various 
business challenges.  



The Business Institute is licensed to design and deliver workshop and consulting solutions based on 
the LEGO® SERIOUS PLAY® (LSP) method. LSP is a process for groups and teams based on the latest 
science about how our mind works. The common language – the bricks – treats everyone as equals 
and allows for all aspects to be heard, facilitated to deliver the lasting impact.  

The standard applications of the LEGO® SERIOUS PLAY® method are basicly three:  

•  Enterprise Strategies, a process to continuously develop change strategies in an unpredictable 
world (strategic planning, operational efficiency, product developments); 

•  Team Identity, which aims at unlocking the full potential of a team quickly, effectively, and 
deeply;  

•  Identity for You, whose goal is to allow participants to understand themselves and their 
colleagues better. 



ROADMAP BASED ON MODERN BUSINESS TOOLS: 
ILLUSTRATION OF THE APPLIED BUSINESS TOOLS 

Assess your financial   
model options 

Understand the key customer insights 

Get your team on the same page 

Assess the potential of new business 
initiatives 

The Value Proposition Designer

Gain Creators
Describe how your products and services create customer gains.  
How do they create benefits your customer expects, desires or 
would be surprised by, including functional utility, social gains, 
positive emotions, and cost savings?

Pain Relievers

Do they…

Create savings that make your customer happy? 
(e.g. in terms of time, money and effort, …)

Produce outcomes your customer expects or that go  
beyond their expectations? 
(e.g. better quality level, more of something, less of something, …)

Copy or outperform current solutions that delight your 
customer? 

Make your customer’s job or life easier?  
 

cost of ownership, …)

Create positive social consequences that your  
customer desires? 
(e.g. makes them look good, produces an increase in power, status, …)

Do something customers are looking for? 

 
(e.g. help big achievements, produce big reliefs, …)

Produce positive outcomes matching your customers  
success and failure criteria?  
(e.g. better performance, lower cost, …)

Help make adoption easier? 
(e.g. lower cost, less investments, lower risk, better quality,  
performance, design, …)

Rank each gain your products and services create according 
to its relevance to your customer. Is it substantial or insignificant? 
For each gain indicate how often it occurs.

Describe how your products and services alleviate customer pains. 
How do they eliminate or reduce negative emotions, undesired 
costs and situations, and risks your customer experiences or could 
experience before, during, and after getting   

Do they…

Produce savings? 
(e.g. in terms of time, money, or efforts, …)

Make your customers feel better? 
(e.g. kills frustrations, annoyances, things that give them a headache, …)

Fix underperforming solutions? 
(e.g. new features, better performance, better quality, …)

 
customers encounter? 
(e.g. make things easier, helping them get done, eliminate resistance, …)

Wipe out negative social consequences your  
customers encounter or fear? 
(e.g. loss of face, power, trust, or status, …)

Eliminate risks your customers fear?  

Help your customers better sleep at night? 
(e.g. by helping with big issues, diminishing concerns, or eliminating worries, …)

Limit or eradicate common mistakes customers make? 
(e.g. usage mistakes, …)

Get rid of barriers that are keeping your customer  
from adopting solutions? 

 
resistance to change, …)

Rank each pain your products and services kill according to their   
intensity for your customer. Is it very intense or very light? 

For each pain indicate how often it occurs. Risks your customer 
experiences or could experience before, during, and after getting 
the job done?

Products & Services
List all the products and services your value proposition is built around.

Which products and services do you offer that help your customer get either a 
functional, social, or emotional job done, or help him/her satisfy basic needs?

Which ancillary products and services help your customer perform the roles of:

Buyer 
(e.g. products and services that help customers compare offers,  
decide, buy, take delivery of a product or service, …)

Co-creator  
(e.g. products and services that help customers co-design  
solutions, otherwise contribute value to the solution, …)

Transferrer  
(e.g. products and services that help customers dispose of  
a  product, transfer it to others, or resell, …)

Products and services may either by tangible (e.g. manufactured goods, face-to-
face customer service), digital/virtual (e.g. downloads, online recommendations), 
intangible (e.g. copyrights, quality assurance), or financial (e.g. investment  
funds, financing services).

Rank all products and services according to their importance to your 
customer.  Are they crucial or trivial to your  customer? 

 

Gains
Describe the benefits your customer expects, desires or 
would be  surprised by.  This includes functional utility, 
social gains, positive  emotions, and cost savings.

Pains

Customer Job(s)

Describe negative emotions, undesired costs and situations, 
and risks that your customer experiences or could experience 
before, during, and after getting the job done. 

 
(e.g. takes a lot of time, costs too much money, requires substantial efforts, …)

What makes your customer feel bad? 
(e.g. frustrations, annoyances, things that give them a headache, …)

How are current solutions underperforming for  
your customer? 
(e.g. lack of features, performance, malfunctioning, …)

 
your customer encounters? 

 
resistance, …)

What negative social consequences does your  
customer encounter or fear?  
(e.g. loss of face, power, trust, or status, …)

What risks does your customer fear?  

What’s keeping your customer awake at night? 
(e.g. big issues, concerns, worries, …)

What common mistakes does your customer make? 
(e.g. usage mistakes, …)

What barriers are keeping your customer from  
adopting solutions?  
(e.g. upfront investment costs, learning curve, resistance to change, …)

Describe what a specific customer segment is trying to get done. 
It could be the tasks they are trying to perform and complete, the 
problems they are trying to solve, or the needs they are trying to satisfy.

What functional jobs are you helping your customer get done?

What social jobs are you helping your customer get done?  
(e.g. trying to look good, gain power or status, …)

What emotional jobs are you helping your customer get done?  
(e.g. esthetics, feel good, security, …)

What basic needs are you helping your customer satisfy?  
(e.g. communication, sex, …)

Besides trying to get a core job done, your customer performs 
ancillary jobs in differ ent roles. Describe the jobs your customer 
is trying to get done as:

-

 
Buyer (e.g. trying to look good, gain power or status, …)

Co-creator ( e.g. esthetics, feel good, security, …)

Transferrer  (e.g. products and services that help customers dispose  
of a product, transfer it to others, or resell, …) 

Rank each job according to its significance to your 
customer. Is it crucial or is it trivial? For each job 
indicate how often it occurs. 

 

is done, because that may impose 
constraints or limitations.  

(e.g. while driving, outside, …)

Which savings would make your customer happy?
(e.g. in terms of time, money and effort, …)

What outcomes does your customer expect and what 
would go beyond his/her expectations? 
(e.g. quality level, more of something, less of something, …)

How do current solutions delight your customer? 

What would make your customer’s job or life easier?  

What positive social consequences does your  
customer desire? 
(e.g. makes them look good, increase in power, status, …)

What are customers looking for?  

What do customers dream about? 
(e.g. big achievements, big reliefs, …)

How does your customer measure success and failure? 
(e.g. performance, cost, …)

What would increase the likelihood of adopting a solution? 
(e.g. lower cost, less investments, lower risk, better quality, performance,  
design, …)

Rank each gain according to its relevance to 
your customer.  
Is it substantial or is it insignificant?  
For each gain indicate how often it occurs.

Rank each pain according to the intensity  
it represents for your customer.
Is it very intense or is it very light? 
For each pain indicate how often it occurs.

Produced by:
Stattys GmbH  

Weissbadstrasse 1 4  
9 05 0 Appenzell  

www.stattys.com

Designed by:
Business Model Foundry GmbH 

Kalkbreitestrasse 7 1 ,  
8 003 Zürich  

www.businessmodelgeneration.com

On:

Iteration:

Designed by:Designed for:
Day Month Year

No.

Customer Segment

www.businessmodelgeneration.com

Use in Conjunction with the Business Model Canvas

Copyright of Business Model Foundry GmbH

Value Proposition
Create one for each Customer Segment in your Business Model

Derive value proposition scenarios from 
customer insight findings 

Design and evaluate possible business 
model scenarios 

Capture the current strategic landscape 
and the future prospects for the business 



PHARMA 

IT & 
TELECOM 

FINANCIAL 
SERVICES 

FMCG & 
RETAIL 

INDUSTRY 
& ENERGY 

SELECTED CLIENTS 



PROGRAMS, WORKSHOPS &                      

TRAINING SOLUTIONS 
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CUSTOMIZED TRAINING SOLUTIONS: AREAS OF EXPERTISE  

•  Managing the business (Market environment, Business model, Strategy, Marketing / Go-
to-Market approach, Translating strategy into action, Performance management); 

•  Managing (reorganizing) a functional area (Business development, New product 
development, Innovation, Sales, Marketing, Finance, HR); 

•  Managing the team (Team profiling and (re)design, Team emotional intelligence, 
Effective communication, Leadership, Management skills, People management, Coaching); 

•  Managing the organizational change (Competency model, Assessment center, 
Development center, Performance management systems, Change management); 

•  Managing yourself (Personal and professional identification, Emotional intelligence, 

Personal effectiveness, Professional stress, Presentation and communication skills);  

•  Managing the corporate performance (Cascading the corporate goals and designing 
KPIs systems, Planning and budgeting, Finance for non-finance managers, Business case 
analysis and evaluation). 



RESULTS AND 
FEEDBACK 

 

Assessment of the 
results achieved, 
feedback, follow-
on and next steps. 

 

 

 

 

CUSTOMISED TRAINING SOLUTIONS: APPROACH 

DELIVERY 

According to the 
confirmed design. 

 

  INTERIM RESULTS 

Assessment, follow-
up development, 
monitoring, 
coordinated with 
the client.  
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DESIGN 

Related to diagnostics 
and goal-setting, incl.: 

•  Customized approach 
and case-studies 

•  Business simulations 

•  Business tools 

•  Facilitated workshops, 
coaching, etc.  

•  Interim and final 
feedback 

DIAGNOSTICS AND 
GOAL-SETTING 

•  Business goals, 
related to the 
training 

•  Company/functional 
area specifics 

•  Clear learning 
outcomes 
expectations 



EXPERIENCIAL BLENDED LEARNING SOLUTIONS 

BLENDED 
LEARNING: 

 

gamification,  
consulting 
coaching & 
workshop 
sessions 

 

Online content 
and virtual class-

rooms 

Online simulations & 
gamification of learning 

Practical mentoring 
sessions – designed & 
facilitated by practitioners 

•  Relevant selection of 
concepts, tools & 
gamification approach 

•  Adaptation, practical 
examples and cases 

•  Customization to the 
company’s needs and goals 
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Team of practitioners – consultants, facilitators and guest-speakers 
Online and digital resources; IT platforms 
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Svetlan Stanoev 
Е: s.stanoev@thebusinessinstitute.eu 

М: +359 88 9431 440 

 

Tzvetelina Teneva  
Е: tz.teneva@thebusinessinstitute.eu 

М: +359 88 8676 065 

 

W: http://thebusinessinstitute.eu 


