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The biggest factor shaping
the future of business is 
small enough to fit in a 
teenager's hand. That 
factor is video games – 
and though most of us 
dismiss gaming as a 
waste of time, more than 
ninety million people are 
ready to prove us wrong. 
 
Comprised of millions of 
rising professionals in the 
U.S. alone, the gamer 
generation will ultimately 
dominate the workforce – 
and they are already 
changing the rules of 
business. 
Through a large-scale 
survey and hundreds of 
interviews, strategists 
John C. Beck and Mitchell
Wade find that gaming is 
not a time sink, but an 
amazingly effective 
training camp for teaching
critical business skills.  
 
The authors describe the 
characteristics of gamers 
and provide insights into 
their ethos and belief 
systems through the 
results of their research. 
 
They have found that all 
those hours immersed in 
front of video and 
computer games have 
created masses of 
employees with unique 
attributes:  

• bold but 
measured risk 
taking 

• an amazing ability
to multitask 

• unexpected 
leadership skills.  

Indeed gamers are strong 
in exactly the areas that 
today's companies need 
most. But to leverage 
these skills, today's 
managers will need to 
understand and 
appreciate the very 
different ways in which 
gamers think and behave.
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 Want 'Tude with That?  
 The book relates how gamers' values and 

skills shape their professional performance.

• Driving for Excellence: Gamers 
have a cleverly camouflaged 
commitment to professional 
excellence. 

• Winning Matters: A strong belief 
in competition gives the game 
generation a welcome drive to 
perform.  

• Loyal to the End: Even though 
gamers are focused on their skills 
and on competition, they care more
about the organization they work 
for than non-gamers. 

• Working for the Money: Gamers 
prefer pay and bonuses based on 
actual performance rather than a 
set salary.  

Gamers are used to being heroes. 
Business professionals who have 

also been gamers intuitively 
understand that their personal 
success depends on adding value to 
the enterprise and they actually 
expect to deliver an outstanding 
performance. 

The book also specifies how to 
harness gamers' potential. 

1. Tap into their instinct for 
heroism. 

2. Don't let the superficial badges 
of culture mislead you. 

3. Use the game generation's 
"selfish" drives to inspire great 
performance. 

4. Don't dismiss gamers' ability to 
concentrate and quickly move 
between tasks. 

5. Help your people work together 
across the generation gaps. 

 
 
 
 
 
 
 
 
 

“All that experience with 
videos games has made 
these people passionate 
about adding value.” 
—John Beck and Mitchell 
Wade 
 

 
 
 
 
 
 

Play Nice 

After all that time alone, can gamers be great 
team players? Every manager wants 
employees who are competitive, good at 
solving problems, at least a little driven, and 
the willingness to collaborate with other 
employees.  

There is a clear trend suggesting that the 
more time young professionals have spent 
playing video games, the more sociable they 
report themselves to be. 

Based on the data, the authors recommend 
three types of possible changes to make the 
most of the gamer generation's innate 
sociability, they are as follows:  

• Provide a little structure. 
Professionals from this generation 
have already spent hundreds or 
thousands of their socialization hours 
in clearly defined, goal-directed tasks.
 

• Help them learn local standards. 
Generational differences can be 
destructive if unrecognized or they 
can be productive if both gamers 
and non-gamers understand the 
ground rules. 
 
You might consider setting up two-
way mentor relationships in which 
the technologically savvy but 
structure-dependent gamers learn 
some of the things they might not 
have had time for – such as how to 
conduct small talk on a sales call – 
while perhaps passing along some 
of the digital expertise they seem to 
be born with. 

“The most important 
finding here is that, 
where we might have 
expected isolation, the 
data instead reveals 
that gamers care more, 
not less, about 
connecting with other 
people.” —John Beck 
and Mitchell Wade 
 

• Manage your teams as group 
video games. Structure team 
assignments like a game; provide 
clear high-level direction but also 
lots of room to explore.
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 Win or Go Home 
 

The book outlines possible reasons for this:  
 

• Risk: Gamers have different 
attitudes toward risk than the rest 
of us. 

 
• Comfort, but not too much 

comfort: Gamers, like good 
executives, aren't looking for 
comfort and safety; they are after 
bigger prey. 

 
• Experience: All that simulated 

experience, in so many 
sophisticated – but virtual settings, 
might provide tactical lessons and 
even resilience for solving 
problems 

 
• Trial and error learning: Games 

provide countless opportunities to 
test and retest different problem-
solving strategies immediately and 
without heavy preparation. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Video games have built ROI into the gamer 
generation's DNA. 
 
Gamers don't just learn about people; all 
that gaming experience teaches them about 
the rest of reality, too. Games show them 
how the world works and that failure doesn't 
hurt. 
 
Before winning most games, gamers will 
have failed hundreds of times. Such high 
failure rates can be extremely productive. 
Because of the high probability of failure, 
players naturally focus on what they did 
wrong, what they could have done better, 
and how to get to the next level. So the 
game generation learns through repetition 
something that countless teams have tried 
to instill: Failure is part of the process that 
leads to success. 
 
Gamers have learned to embrace risk for     
exactly the right business reasons; to 
capture an appropriately large reward. 

“In other words, the 
game generation actually 
believes the risk/reward 
rhetoric that the rest of 
us just parrot when 
business school classes 
or SEC regulations of our 
hyperrational 
consciences require us 
to.” —John Beck and 
Mitchell Wade 
 
 

 

Gamers on Top: What to Expect from Gamers as Executives 

The book outlines why members of the 
game generation have the makings of great 
CEOs. 
 

• Gamers "think different": For 
members of the game generation, 
individual control, trial and error, 
and constant change are all just 
part of life. 

 
• Gamers are naturally global: 

Members of the game generation 
have been exposed to a multitude 
of cultures through the gaming 
experience. 

 
• Gamers get tough: Gamers have 

learned, the only real limiting factor 
to be successful is a person's own 
willingness to keep trying. The only 
real driver is the desire to reach 
some better state. 

 • Gamers pace themselves: 
Members of the game 
generation are self-educating. 

 
Although professionals from the game 
generation have a lot of potential for 
leadership, their comfort with flexible 
organization, their natural leader's 
perspective, and their rational embrace 
of risk won't automatically convert into 
performance.  
 
To really get inside the game culture, you 
need to a least know the specifics of how 
gamers prefer to spend their free time. 
Use that knowledge to tap gamers’ 
potential for leadership and insight. 
 
Also by doing some very light, game-
specific scenario planning, you might be 
able to find areas that bear watching for 
your particular business. Use gamer 
knowledge to find those areas.  

“There is no denying 
that gamer executives 
will be different from 
their predecessors. That 

y difference is exactl
what will make them 
great CEOs.” —John 
Beck and Mitchell Wade
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