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Introduction and background

——ﬂ

Since ®0s the use of management games in the managerial
education has gained increasingly more importance:

V the 97,5% of the AACSB (Association fto Advance
Collegiate Schools of Businesy

V the majority of MBA
V many post-graduate courses
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Definition of Management Games (MGS)

__—\

No univocal definition of the term A Manage@a&me O
(MG), which is called in many wayseé

MManagement games are all the simulations used to
support managerial learning through an experience that
features competition and rules in the socioc-economic
environmento
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Research Aim

—_—ﬂ

V To propose an adaptation of the previous taxonomies in
order to enhance the comprehension of the strengths
and the weaknessesof the different MGs

V To propose a framework useful for analyzing and
understanding the A st aot the ar tob MGs, their
present limits and suggest where the MGsshould evolve
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A taxonomy of Management Games &/l

Maier and Grol3ler (2000): Our addings: —

C Transparency of simulation model C  Type of computation

C Sgrgggﬁlity of model in regard to C  Useof web technology

C Managementdomain C Interaction between players
¢ Err]%icr?eeding of time in simulation C Functional unit considered

C Behaviour of the model C Sequential nature of decisions
G Igigteionsrﬂfos mo de | anternal C Number of products

C Number of players C Number of markets

C Roleof the simulation model C  Configurability of the model

G Frequencyof the decisions ¢ Customization of the model

110 Management Gamesanalyzed
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MGs 6 characteri/ sti cs (1

—_—_\

r

CHARACTERISTIC TYPOLOGY NA %

BlackBox 107 | 97,2 %
Transparency of simulation model -

White (o Transparent) 3 28 %

Box

Manual 0 0,0 %
Type of computation

Computer 110 | 100,0%

Yes 25| 22,7 %
Web technology

No 85| 77,3 %

Present 92| 83,6 %
Interaction between players

Absent 18| 16,4 %
Generality of model in regard to | Specific A7 | 42,7 %
domain General 63| 57,3 %
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MGs 6 characteri/ sti cs (2

e ——

CHARACTERISTIC TYPOLOGY NA %
_ Total / Inter-functional 87| 79,1%
Management domain _
Functional 23| 20,9 %
Marketing and Salesarea | 87| 79,1 %
Production Area 62| 56,3 %
Procurement Area 24| 21,8%
. 0
Functional unit considered Logistic Area 28| 255%
H&R Area 34| 30,9%
R&D Area 22| 20,0%
Financial and Control 53| 482 %
Area
_ o Present 103 | 93,6 %
Sequential nature of decisions
Absent 7 6,3 %
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MGs 6 characteri/ sti cs (3

—_—ﬂ

CHARACTERISTIC TYPOLOGY NA %
Proceeding of time in simulation | Batch Processing 100 | 90,9 %
engine Reattime processing 10| 9,1 %

Deterministic 59| 53,6 %
Behaviour of the model

Deterministic / Stochastic | 51| 46,4 %

N Quantitative 96| 87,3 %

Type of mo d e | Oisernal —
relationships Quantitative and| ., 127 %

Qualitative

One 24| 21,8 %
Number of players

More 86| 78,2%

One 18| 16,4 %
Number of products

More 92| 83,6 %
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MGs 6 characteri stics (4

—_—_\

r

CHARACTERISTIC TYPOLOGY NA %
One 72| 655 %
Number of markets
More 38| 34,5%
Absent 102 | 92,7 %
Configurability of the model Average 6| 55%
High 2 1,8 %
o Present 2 1,8 %
Customization of the model
Absent 108 | 98,2 %
_ _ Active 23| 20,9 %
Role of the simulation model )
Passive 87| 79,1 %
Batch processing 102 | 92,7 %
Frequency of the decisions Real processing 71 6,3%
Only one time 1| 0,9%
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Dimensions of analysis

—ﬁ

V  Market complexity, considered as the number of products
and the number of markets (one or more than one)

V  Flexibility of the model considered as the level of
configurability of the model (absent, average or high) and
the possibility to customize the model (absent or present)

V  Complexity of the business environment, considered as the
proceeding of the time in the simulation engine (real-time or
batch processing) and the number of players (one or more
than one)
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Market Complexity - Flexibility of the mode/

Many @ @
N° of Markets
@ 65
One

One

N ° of Products Many

Present @
Customization
of the model/ @
Absent
Absent Average High

Configurability of the mode/
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Complexity of the business environment

Real Time @

Proceeding of time in
simulation engine

Batch Processing @

One Many
Number of users

& ivou(L YpLaveR

Complexity of the business environment

. B

High level of realism

i
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Complexity and realism

__—\

A T hrealism so is one of the principal objective of the development of
thesi mul ati onso

(Rausch, 1994)

A T hrealism is fundamental for an effectively learning validation of
the s i mu | agames Wahout it the users could have low interest
and limit participation. If the students consider not realistic the
simulation, they think their conclusion or their results not relevant for
the comprehensionof therealwo r | d O

(Sutcliffe, 2002)
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Right level of complexity

_ﬁ

How to develop a new Management Game
1. Make a management game focused on a specific target of users.

2. Make a general management game, where anybody can play and
where the competencies of the players can be on a middle level.
This is the way of strategic or competitive games.

3. Make a game that start simple (to help the player to understand
how the simulation works) and increase the difficulty along the

time.
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Massive Multiplayer Online Role Playing Game &/l

—_—ﬂ

A AMMORPG,more simply a virtual world, is an internet-based game
that can be accessedby large number of players at the same time.
Players choose a physical self, an avatar, and then spend their time
running about in the game world, chatting with others, undertaking
various tasks, purchasing, producing, and consuming goods, and
generally leading a more or less full, rich, and detailed lifet her e o

(Castronova, 2002)
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