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We argue that gamification and maturity modeling can 
help organizations improve their businesses, hence we 
developed the Game Maturity Model. This Game Maturity 
Model can help organizations quickly determine their 
target position and develop a roadmap for moving from 
their current to their target position. 

First, the meaning of the term “applied or serious games” 
is briefly discussed, after which the theory of maturity 
models is presented. Finally, this article shows the design 
of the Game Maturity Model and the way it can be used by 
organizations. 

2. Applied games and gamification

Serious or applied games are models or simulations of real‑
world events or processes, designed for the purposes of 
problem‑solving and learning. Although applied or serious 
games are entertaining, their main purpose, in our opin‑
ion, is to change the behavior of human beings and organ‑
izations (such as management, employees or consumers). 
For the purpose of this article we use the term “applied 
gaming” instead of serious gaming”. The reason for this is 
that, in our opinion, “serious gaming” is a contradiction in 
terms. “Serious” is seen by many of us as no fun at all. Fun 
is a characteristic in all games; what differs is how some 
games have serious applications. “Serious gaming” also 
implies that there are games that are not serious. This is 
not the case. 

1. Introduction

In organizations all over the world we see the growing 
importance of technology, the changing ways people 
interact and the need to constantly transform businesses 
giving rise to the use of gaming. At this moment the use 
of serious or applied games is still new for many organiza‑
tions. The current market of applied gaming is estimated 
at $10 billion worldwide. Analysts predict that this market 
will boom. Within 5 years it could exceed the entertain‑
ment game market, which is estimated at $70 billion. Our 
forecast is that within 5 years the use and development of 
applied games will have a role in our daily lives and the 
way we do business that will be similar to the role social 
media has today. “By the age of 21, the average young 
American has spent somewhere between two and three 
thousand hours reading books and ten thousand hours 
on playing computer and video games” ([McGo11]). The 
younger generations are no longer learning and working 
in the same way as we do, through books. They are using 
gaming technology in many ways that drive this emerg‑
ing market, and more than just playing games for fun and 
entertainment.

This article introduces the Game Maturity Model. In 
current markets, organizations continually face pressure 
to gain and retain competitive advantage, identify ways 
to cut costs, improve quality and reduce time to market. 
Gamification and a framework to help organizations build 
this capability can help them advance on these issues. 
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3. Maturity modeling

A maturity model basically indicates what level an 
organization is at within a specific domain. “Maturity 
models are used as an evaluative and comparative basis 
for improvement in order to derive an informed approach 
for increasing capability of a specific domain within the 
organization” ([Brui05]). A maturity model evaluates an 
organization only in one specific domain and ranks an 
organization in one of the levels of maturity defined. The 
scope of a maturity model aims at the entity the model is 
focusing on. Often these are organizational entities.

As outlined, maturity models typically include a sequence 
of levels (or stages) that form an anticipated, desired, or 
logical path from an initial state to maturity. Basically, 
maturity models consist of several maturity levels or 
stages, with a typical evolutionary path through these 
stages. The first stage, normally called the bottom or initial 
stage, indicates an organization (or process) with few capa‑
bilities in the domain the model is covering. Low maturity 
can in general be described as un‑coordinated, reactive, 
internally focused, low resourcing, naïve and static. In 
contrast, the highest stage represents an organization with 
total maturity in the specific domain. High maturity can 
be described as organization‑wide focus, proactive innova‑
tion, efficient resourcing and comprehensive understand‑
ing. A maturity model functions as a scale for assessing an 
organization’s position on the evolution path. Often, these 
models provide characteristics that need to be in place for 
an organization to be described as being at a particular 
maturity level. A maturity model provides different char‑
acteristics for each specific level. In between the initial 
and mature phase are one or more growth phases. It is 
important that these phases logically follow. 

In management, maturity models have proven to be a 
helpful instrument, because these models allow for bet‑
ter positioning of the organization and help to stimulate 
continuous improvement. A maturity model can help 
organizations in quickly assessing their current position 
and developing a roadmap for improving their domain 
position from the current to the desired level.

Applied games are very often used in the context of gam‑
ification. Gamification is the use of game mechanics and 
game design in non‑game scenarios in order to increase 
participation and engagement. Typically, gamified pro‑
cesses and applications are developed in order to engage 
users to participate, share and interact in an activity or 
community. Gamification is a method to engage employ‑
ees and customers (consumers) in desired behaviors, 
while using their involvement to solve problems. Essen‑
tially, it takes advantage of humans’ psychological predis‑
position to engage in gaming. 

Gamification applications can have a wide variety of 
possible objectives, areas of application, complexity and 
levels of voluntariness, depending on the goal of the 
game. For instance internal gamification focuses on 
processes inside the organization, such as HR, training 
and compliance and regulations. Gamification focuses 
on finding fun in the things an employee has to do and in 
doing so to better involve them in serious subjects such 
as sustainability. Fun is a result of learning and learning 
is pattern recognition. By recognizing patterns, our brain 
produces endorphins and dopamine, and we experience 
‘‘fun’’. External gamification focuses on things outside 
the organization, such as marketing‑related gamification. 
The focus here is trying to enhance the customer and user 
experience. It is argued that the end goal of gamification 
is incorporating games into the ecosystem of the organ‑
ization. There is also a difference in the application of 
gamification if you look at the complexity of the tasks the 
game addresses. This can be a very complex task, such as 
a game that helps surgeons practice surgeries, but it may 
also be related to more common tasks, such as compliance 
training. For both, gamification can be applied effectively. 

Using games or applying game elements is not a new con‑
cept. Military officers have been using war games in order 
to train strategic skills for a long time. Also, there are a lot 
of games focused on policy and management issues. More 
focused sub‑groups have appeared, including Games for 
Change which focuses on social issues and social change, 
and Games for Health which addresses health‑care appli‑
cations ([Wiki13]).

Current gamification applications often focus on training, 
sales‑related activities, project management, employee 
reward and recognition programs, knowledge collab‑
oration, innovation management, or marketing and 
customer interaction. There are very advanced forms of 
gamification that stretch our imagination. For example, 
there are games that aim at fighting cancer or changing 
the way we build cities. There are prominent gamification 
techniques such as achievement badges, achievement 
levels, leader boards, progress bars (indicating how far 
from the completing the task the user is), virtual cur‑
rency, systems for awarding and exchanging, challenges 
between users, etc. ([Wiki13])

Training

Common Gamification 
Applications

Common Gamification 
Techniques

Sales

Achievement badges

Achievement levels

Project management

Employee reward and recognition programs

Leader boards

Progress bars

Knowledge collaboration

Innovation management

Virtual currencies

Marketing and customer interaction Challenges between users

System for awarding and 
exchanging

Table 1. Common gamification applications & techniques.
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on training or behavioral change. Each of these decisions 
will have an impact on the maturity of an organization 
with regards to gamification. We believe that maturity 
modeling can help identify were an organization stands in 
regard to gamification and help the organization identify 
steps to proceed to the next maturity level. For instance, 
gamification can be applied to make a work task more 
fun for employees, without necessarily achieving benefits 
like behavioral change or learning. This would indicate a 
lower level of maturity in comparison to an organization 
that implemented gamification in its organization while 
achieving these benefits, indicating that gamification 
contributes to the actual business execution.

The model distinguishes four perspectives, each with five 
maturity levels. We designed the model with five levels, 
because this is in line with the CMM model, which is the 
basis of many maturity models. The model distinguishes 
four perspectives. The four perspectives are related to, first, 
the value that is produced with gamification; second, the 
process that is in place in the organization to support the 
gamification strategy; third, the company‑wide coverage 
that is applied to gamification, and, fourth, the technology 
that is used for gamification to be a success. We propose 
that organizations rank themselves on each of the four 
perspectives in order to assess the level of gamification and 
the contribution of gamification to their strategic goals.

The first perspective of the model is related to the value 
generated through gamification. 

Value:

1. Non-existing – No value seen in using games, or no 
gamification in place.

2. Pleasure – Using games for pleasure but not yet for 
results. Games have no real purpose.

3. Passion – Games promote flow and engagement, 
stimulate learning and business simulation.

4. Purpose – The goal is to advance and innovate using 
games. Actual business execution is done through 
gamified process.

5. Profit – Business profit is made out of gamification.

The lowest level of value generated through gamification 
applies to organizations where there is no gamification. 
Organizations who do not use game techniques in their 
products or services would be scored in this level. The next 
level applies if games are used solely for pleasure, and not 
yet for actual business results. The effect is short‑term and 
focused on getting a dopamine effect (a rush). These games 
would not have a real purpose (yet). This would be the case 
if an organization lets its employees or customers play a 
game just for entertainment, without expecting result out 

4. Maturity models and applied gaming

We saw that there was a need for a maturity model that 
focuses on the subject of applied gaming. In our opinion, 
the need for an adequate game maturity model is grow‑
ing rapidly as organizations relentlessly step up the pace 
and size of investments in applied games. As a result, 
the dependence on reliable, continuous and competitive 
applied games is mounting. Our prediction is that within 
5 years organizations will be coming under increasing 
pressure to achieve above‑average performance using 
applied games. The various stakeholders (including top 
management, line managers, the HR manager, sharehold‑
ers, suppliers and customers) insist on direct, increasingly 
transparent insight into whether applied games and the 
operationalization of those games yields added value with‑
out generating irresponsible investments.

In developing a maturity model, we compared the model 
with other relevant maturity models in terms of the 
pre‑determined problem, target and demand. A good 
example of the concept of measuring maturity of an 
organization was introduced with the Capability Matu‑
rity Model (CMM) in 1991 by Carnegie Mellon University 
([Team02]). This is a widely used model that focuses on 
the domain software development and maintenance of an 
organization. The model can indicate at what level the soft‑
ware development capability of an organization stands. 
The model distinguishes five levels: the initial, repeatable, 
defined, managed and optimizing levels. 

5. The Game Maturity Model

As outlined, gamification can have either or both an 
internal or external focus. An organization can imple‑
ment several loose solutions to problems, or can integrate 
gamification into its corporate strategy. Games can focus 

1

2

3

4

5

Initial level

Repeatable level

Defined level

Disciplined
process

Standard,
consistent
process

Predictable
process

Continuously
improving
process

Managed level

Optimizing level

Figure 1. Capability Maturity Model for Software Development ([Team02]).
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acts reactively towards gamification. It is an improve‑
ment over the lower level in that knowledge already 
gained will not be lost through the project management 
capability that is developed. In the “defined” level, an 
organization starts to act proactively towards gamifica‑
tion processes. Gamification processes are well‑known 
throughout the organization. In the fourth level, the 
gamification processes are structured as part of the 
management function, so the outcomes of gamification 
initiatives are measured and controlled. In the highest 
level of this perspective, “optimized” processes around 
gamification are organized, managed and well‑known. 
The focus has shifted towards continuous improvements 
by empowering employees of an organization to generate 
long‑term benefits through applying processes around 
gamification.

The third perspective of the model is related to coverage, or 
the ways in which gamification and games are applied by 
organizations.

Coverage:

1. None – No gamification in place
2. Individuals – Gamification is applied by individuals
3. Entity – Gamification is applied within functional 

groups or business units
4. Enterprise – Gamification is applied on an enter‑

prise level interaction
5. Ecosystem – Gamification is applied in complete 

horizontal and vertical integration with the ecosys‑
tem of the organization

At the initial level of this perspective, gamification is 
non‑existing. The second level indicates that some indi‑
viduals within the organization apply gaming techniques, 
but there is no wide implementation of games through‑

of this. In the next level, called “passion”, flow and engage‑
ment are central. An organization that is scored in this 
level uses game techniques to enhance their employees 
or consumers in a certain activity, empowering them to 
spend a lot of time on this activity they otherwise would 
not spend this much time on. An organization that uses 
gamification techniques for learning and business simu‑
lation would be scored in this level. It is argued that when 
people are in the state of “flow” they can concentrate on a 
subject for a long period and very intensively without dis‑
traction ([Hsie10]). Gamification techniques can enhance 
this state and can therefore help organizations to engage 
their customers or teach their employees. The fourth level, 
“purpose” would be applicable if there is a higher purpose 
to applying games. It is part of achieving something bigger 
than presently exists: for instance, applying games that 
relate to the strategic business goals: for instance, a hos‑
pital that uses game techniques to change the mindset of 
its employees or a game that can cure or save the lives of 
patients. The last maturity level, “profit,” describes game 
initiatives that actually succeed in meeting this higher 
purpose. You can measure and validate the outcome. This 
can be financial profit or non‑monetary benefit: for exam‑
ple, improving the quality of life for a patient with Parkin‑
son’s disease; or improving compliance with regulations 
in a financial institution thanks to behavioral change 
achieved by playing a “Compliance Game.”

The second perspective of the Game Maturity Model is 
related to the process that is in place to support gamifica‑
tion.

Process:

1. Initial – Gamification processes are unpredictable, 
poorly controlled and reactive.

2. Repeatable – Processes are matched to projects and 
are often reactive.

3. Defined – Gamification processes are developed 
organization‑wide and are proactive.

4. Managed – The gamification process is measured 
and controlled.

5. Optimized – There is a focus on continuous monito‑
ring and improvement. 

The evolutionary path that goes through the levels of 
the perspective process is adopted from the CMM model 
([Team02]). The difference is that the Game Maturity 
Model only focuses on the processes in place to support 
gamification. In the “initial” level, gamification pro‑
cesses are unpredictable, poorly controlled and reactive. 
Problems in the game processes are only solved after 
they appear. In the repeatable level, processes for gamifi‑
cation projects are developed, but the organization still 

Maturity

Non-existing Ad hoc None Off-line
(e.g. board game)

Pleasure Repeatable Individual Single Player game 
(online)

Passion Defined Entity Multi Player game

Purpose Managed Enterprise Group Playing game

Profit Optimized Ecosystem
(business community)

Mass Multiplayer
Online game

Value Process Coverage Type

Figure 2. The Game Maturity Model.
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These kinds of games have proven to be very effective, 
and they are still effective in many ways. In the maturity 
model our focus is on on‑line games. In the next level 
“Single‑player” games are online and realized through 
the use of technology. In this level an organization uses 
online single‑player techniques to support its gamifica‑
tion strategy. A single‑player game is a game where input 
from only one player is expected and no collaboration 
between other players is in place, as there are no others 
players who play the game in the same environment. In 
the next level of maturity, an organization would use 
multi‑player game techniques. A multi‑player game is 
designed to let more than one player play in the same 
game environment at the same time. Other players in the 
game are real‑life people: for instance, colleagues. This 
enhances interaction between the players of the game. 
Interaction could be in the form of partnerships, compe‑
tition or collaboration. All are relevant if you look at the 
real‑life situation an organization and its employees are 
in daily. Such a multi‑player game can help an organiza‑
tion understand the social context in which situations 
happen. The fourth level is a type of group game: specific 
groups of people are playing the game together in an 
on‑line environment. The Dutch ministry of Defence, for 
example, is using this kind of game to train groups of a 
hundred or more soldiers to prepare them for their inter‑
national missions. The highest level of maturity is appli‑
cable when we talk about massive multi‑player online 
games. This are very often web browser or console based, 
in which a very large number of players interact with one 
another within a virtual game world. The most famous 
and popular pure entertainment MMO‑RPG game is 
World of Warcraft, with more than 8 million players. In 
a MMO game the players are all real people who interact 
in the online game environment. Massive multi‑player 
online games are distinguished from single player and 
multi‑player games by the number of players. When the 
player is offline the game environment still exists, and 
it evolves as other game players continue to play in the 
online environment. The development of a MMO‑game 
is very time‑consuming and, in many cases, expensive. 
Massive multi‑player online games are building the ulti‑
mate collaboration. They can also generate insights by 
making use of the behaviors of real‑life people who play 
the game. Such a game can, for instance, be used to test 
a new marketing campaign or supply‑chain strategy in 
detail across the globe. This type of game enables organi‑
zations to experiment with new strategies in a close‑to‑re‑
al‑life setting. Promoting collaboration can result in new 
and innovative solutions to problems. “Very big games 
represent the future of collaboration. They are the best 
solution we have for solving the most complex problems 
of our time. They are giving more people than ever before 
in human history the opportunity to do work that really 
matters, and to participate directly in changing the 
whole world ([McGo11]).”

out the organization. The next level, “entity,” indicates 
that games are used on the group or business unit level. 
Currently, you often see that human resource and mar‑
keting departments are the early adopters of gamification 
techniques. For instance, a human resources department 
may use games to support their online training program, 
or a marketing department may use game techniques to 
involve customers. An example of this is Starbucks, which 
offers a mobile app having a rewards section in which 
game elements are embedded ([Star13]). In such a case 
gamification has been applied by the marketing depart‑
ment, but it may not have spread throughout other parts 
of the organization. At the fourth level, the application 
of games is spread throughout the whole organization. 
Gamification is an important topic on the board level, 
and is used in many different ways (e.g., education and 
training purposes, product development and business 
transformation). The highest level is where the whole 
ecosystem of an organization is involved in the application 
of games. Not only employees of the firm itself, but also 
customers, suppliers and other stakeholders are involved 
in game techniques. Gamification is applied externally. An 
example is the airline KLM, which involves customers of 
their loyalty program in optimizing their company pro‑
cesses through playing games. The game is called Aviation 
Empire ([KLM13]).

The fourth perspective of the model is related to the differ‑
ent types of games that are used by organizations. 

Type:

1. Off-line – Non‑internet, non‑network components, 
such as traditional board games, are used.

2. Single-player – Online single‑player techniques are 
used.

3. Multi-player – Online multi‑player techniques are 
used.

4. Group-playing – Online group playing techniques 
are used.

5. MMO – Massive multi‑player techniques are used. 

There are many types of games and many ways to catego‑
rize them. We have chosen the types described above as 
benchmarks for this categorization because they chart an 
evolutionary development. As the levels rise, techniques 
enable the game to be played by more and more users. 
In the first level, traditional off‑line games are played 
within an organization. In many cases these are tradi‑
tional board games. An organization at this level sees the 
benefits of games and therefore plays games, but does 
not have the technology in‑house to support this. Board 
games or paper‑based games (e.g., traditional manage‑
ment games) are played off‑line and without the use of 
technology. It is important to mention that there is noth‑
ing wrong with a board game or any other off‑line game. 
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the Game Maturity Model can be genuinely used as a start 
and as a model for ongoing reference. We truly believe 
that companies can no longer afford to see games as an 
activity that we do in our spare time or that is something 
for kids. Games are dominant in our real lives and they can 
lead us in many cases to new forms of collaboration and 
innovation. As mentioned in the book: Reality is Broken, 
How Games Make Us Better and How They Can Change the 
World, the real challenge for us today is how to integrate 
games more closely into our everday lives, and how to 
embrace them as a platform for collaboration on our most 
important efforts ([McGo11]). We as authors of this article 
believe that business opportunities for organizations are 
immense, and that now is the time to take applied games 
seriously.

6. Case studies

There are many examples of applied games. For the sake of 
this article we have picked two examples to demonstrate 
the strength of the Game Maturity Model:

7. Conclusion

In implementing games in a business environment, the 
Game Maturity Model proves to be an excellent manage‑
ment tool as it links the vision and a strategy of organi‑
zations into concrete objectives for gamification. In our 
opinion these objectives must be organized along the lines 
of the four different perspectives: the value perspective, 
the process perspective, the coverage perspective and the 
technology perspective. 

The essence of the vision of applying games in organiza‑
tions is that the growth in maturity in practice takes place 
on the basis of different calculated steps. For determining 
these steps, the maturity of the organization plays an 
important role. As an organization becomes more mature, 
the maturity levels go up and a better equilibrium is estab‑
lished between the different perspectives. In addition, the 
relationship with the organisation as a whole becomes 
clear.

During the first growth level, gamification is managed in 
the short‑term and mostly by individual front runners. 
In the second and third levels, more emphasis is placed 
on the strategy of how to apply games as an organiza‑
tion. The focus, however, will be internally driven. The 
relationships between the different perspectives (value, 
process, coverage and technology) are not in place in the 
lower levels. In level four, the focus on the different per‑
spectives is tight and predominantly externally driven. In 
level five, there is a genuine balance between the different 
perspectives, with the cause‑and‑effect relationships being 
included in management on a structural basis. Also, there 
are safeguards to ensure that the Game Maturity Levels 
are linking up to the business strategy and to the ecosys‑
tem of the organization as a whole. 

Practice has shown that the maturity of an organization is 
indeed a determining factor for the way in which gamifi‑
cation develops. It can provide good support to managers 
to make more insightful and better decisions for achieving 
strategic objectives.

To conclude this article, we would like to list a number of 
dos and don’ts in the implementation of the Game Matu‑
rity Model:

It will be clear to the reader that applying games in a 
business context is not a one‑off event. We believe that 

Perspective

Game KLM Aviation Empire (2013)

Value

Process

Coverage

Type

Royal Dutch Ground Forces (2013)

In this game players can build their 
online airline company and manage the 
organization. 

Different games in which military 
officers can practice close-to-real-life 
situations in a virtual war zone. Drills 
and procedures can be practiced 
through the game.

The game is ranked in the category 
“purpose.” Not only is this game fun to 
play for the customers of KLM, it also 
contributes to process innovation and 
customer loyalty. In the game players 
can design airline processes themselves. 
New and innovative ideas on the design 
of the processes can be extracted from 
the game. 

The game is ranked in the category 
“profit.” The game helps soldiers and 
officers to experience what it is to be in 
combat. Because the game is more 
intuitive than learning from a book, 
players get in a flow state and learn the 
procedures faster, and are able to recall 
the training better in real-life 
situations. There is real profit. The cost 
savings are measured, but a 
non-monetary benefit is that it can 
improve reaction time in a combat 
situation. Therefore it could save lives. 

The internal processes in place inside 
the KLM organization to support these 
games are not known. 

There is a real gamification process in 
place. The organization uses real maps 
and visuals from areas that they have 
to secure. A process is in place to keep 
these maps up to date and protocols 
are in place to adapt the game to a real 
live situation. Even though we are not 
fully aware of the processes designed 
inside the organization to support 
these games, we assume the Royal 
Dutch Ground Forces can be ranked 
within the category “managed.” 

The game is ranked in the category 
“ecosystem.” The game is used by the 
marketing department of KLM to 
enhance customer interaction with the 
company. Furthermore, other 
departments involved in airline 
processes will benefit from the game as 
outcomes of the game can positively 
effect processes within the organization. 
Because the game is played by 
consumers, the game focuses on the 
ecosystem around KLM. We understand 
that the game does not yet incorporate 
suppliers or other business partners. 

The games are applied throughout the 
whole organization. As we know, the 
games are used for the Royal Dutch 
Ground Forces, and they are not played 
by other stakeholders or embedded into 
its environment, which could, for 
instance include other ground forces of 
co-operating countries. So we rank it 
within the category “enterprise.”

The game uses single-player techniques 
and some multi-player features. Each 
player plays the game in an isolated 
environment and is not affected by 
decisions of other players. It would be 
interesting to see if the game would 
translate to a multi-player game, as then 
the interactions between users would 
become visible. 

The game uses group playing 
techniques. Military offices can train 
multiple individuals for a specific 
situation together in the same 
environment, which enables 
collaboration. This technique shows 
behavior of different users and makes it 
possible for officers to act on the 
behavior of their colleagues.

Table 2. Two examples of the strength of the Gaming Maturity Model.
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Do’s
Implementation Game Maturity model

Don’ts
Implementation Game Maturity model

Is the Game Maturity Model in line with the 
organization strategy:
• Use the Game Maturity Model as a platform 
for implementing the game strategy (ensure 
alignment with strategic and operational 
plans). 
• Avoid the perception that the Game 
Maturity Model is a control instrument. 
• The results must be oriented towards the 
future and not towards the past.

Do not strive for too much perfection from 
the beginning:
• Not all aspects of gamification can be 
measured quantitatively (not everything can 
be calculated exactly). 
• Even when using the Game Maturity Model, 
interpretation and estimates remain 
necessary. 
• Try to combine different game initiatives 
that are already used within the organization.

Secure sufficient commitment:
• All stakeholders must be involved in the use 
of the Game Maturity Model. 
• A model like this that is purely conceived 
from the perspective of some enthusiastic 
individuals will have only limited added value. 
• The Game Maturity Model should be 
embraced by all stakeholders. 
• In the ideal situation top management must 
fully endorse the ideas behind this model and 
the goals of applying games in a business 
context. 
• It would be best if gamification objectives 
and norms were connected to the personal 
plans of managers.

Do not strive to achieve too many levels and 
perspectives:
• Restrict attention to the relevant levels and 
focus as a start on the value perspective. 
• It is not difficult to imagine many ways to 
apply games in your organization. 
• A lack of focus is often labour-intensive, 
complex and not effective. 
• Also avoid the situation in which after 
several months all attention is focused on 
technilcal issues of gamification. 
• Use and apply games and evaluate what 
works well for your organization. 
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Adjust the Game Maturity Model to the 
maturity of the organization: 
• Not every organization must seek to develop 
each of the four different perspectives and 
strive to reach level four or five. 
• To ensure successful application, the content 
of the Game Maturity Model must be in 
balance with the strategy of the organization. 
• Naturally, the costs of applying games must 
also be weighed against the added value. 

Do not underestimate the efforts and costs of 
applying games:
• For many people, applying games in a 
business context is new. 
• Also, people are used to playing well 
developed entertainment games at home. 
• Therefore do not start with developing a 
multi-million-dollar, mass media game. 
• Start small, and make use of the games and 
the knowledge available in the market. 
• Always make a good cost/benefit analysis 
before you invest. 
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Table 3. Do’s & Don’ts at the implementation of the Gaming Maturity Model.


