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New Venture Creation and Development
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New Venture Creation Board Games
How OUR Shop is the model.
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Flexibility, targeting, customisation

Board Games
Why games?
New Venture Creation is not all about training courses.  Training courses are useful, but for learners there remains the risk of failure.  Learners fear assessment.  They fear failure, and often approach training courses as if the course is the deciding mechanism on which their entire future hangs.

This is common from the lowest level of literacy to the most complex senior management courses.

This fear can be seen where senior management have to go on a course to facilitate their operation of the new computer system.  Even at this level, individuals fear not being able to grasp procedures and therefore show up badly in the face of their peers.
The challenge is now: “How can we train people who have never embarked on their own business to experience risk and consequence, and yet not experience failure as a personal mark of failure?”
The tried and tested method is to allow learners to experience new venture creation in a non-threatening way, and allow them to change their own attitudes towards business, profit, risk, reward and competition.

The game, if it encompasses all these elements is the easiest method for an experiential activity.
Experience
Training courses do not normally allow learners to experience the skills required.  At most they introduce some experiential activities.  These activities are only effective experiences if they are followed by a debriefing session in which they discover what they have experienced during the activity.

Games are immersive.  The learners experience the skills and contexts in real time, and there is seldom any need for debriefing, as the learners attend to that themselves.

Attitude

Learners embarking on New Venture Creation often have very negative attitudes towards risk and business. These can come from a variety of sources: political peer pressure; hearsay; lack of self-confidence; complete misperceptions of the skills involved; and fear of risk.
Attitude modeling was once quite fashionable in management training, but it has since been discredited.  It just didn’t work.

Only the person who has the attitude can change it.  The change can be facilitated with skills and knowledge, but a personal experience is always the fastest way to change perceptions and attitudes.
Games as experiences
A game is an activity where the players pit their wits against each other, or with each other against the unknown.  Well designed games pull in the player (immerse them), and allow them to enter into a simulated environment where they take risks, but do not have to face real life consequences.

A board game is, in a way, like a video game.  The difference is that board games (and other similar activities) do not require very expensive software development, the services of highly skilled animators and costly equipment to deliver the game to the player.

In the South African context, video games for training are simply unaffordable.  They also have dubious success.

It is possible for players of video games to be linked and play against each other.  But this completely negates the power of interpersonal management.  Even if they do play against each other, there is little or no personal contact.

In a board game, the players are a team.  They have to interact with each other, face to face.  There are no controls on them, they can set their own pace, and they can form the relationships that will arise naturally in the workplace.
New Venture Creation
OUR SHOP is no more than the spasa shop version that make up our range of New Venture Creation games.

The same essential model is used to create other environments.  If a different environment is needed, then the game is rewritten (to the same template) but creating situations, problems and challenges that are common in the other environment.

This makes the game extremely cost efficient.  There is no further mathematical and statistical verification against the dice, or basic design of the board.

What has to happen is the new sector/environment/ business is researched thoroughly and the relevant risks re-written.

A cursory trip through any township, and for that matter, also the more affluent middle class suburbs shows that in any single street there can be four or five small businesses run from home.
There are only two common features:

1. In popular ventures such as taverns, they co-exist by drawing custom from specific areas or customer niches.

2. No neighbourhood ever offers residents the full range of services from small businesses.  This means that there is plenty of room for everyone.

This list gives only some of the areas in which New Ventures can develop.  Each one of these areas can become the situation for a game, based on the Our Shop model.

· Welding

· Motor car repairs

· Micro lending

· Washing and laundry

· Child minding

· Vegetable growing

· Fast foods

· Preserves

· Clothing repairs and tailoring

· Spasa shops

· Hairdressing

· Second hand clothing

· Appliance repairs

· Taverns and sports bars

· Mini cinemas

· Building

· Plumbing domestic electrical work

· Coffin making

· Transport and deliveries

· Poultry rearing

And so the list goes on.
Employment scenarios

OUR SHOP has been adapted for employment situations.  The version “Our Factory” was used to facilitate attitude change in a printing works, a pharmaceutical factory, and in a buss assembly business.  It works well at the lowest level of worker.

Supervisory

We use the same basic board principles to create an environment for supervisors to experience the problems faced by management.  The board and its movements are very different, but once again, the situations are written to suit the needs of the specific company or context. The reconfigured board also pits the players against the dice, but their challenges are in problem solving, delegation, budgeting, labour relations and planning.
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