
ABSTRACT 
Complex problem solving in remote teams is already part of many professionals‘ daily work, with collaboration via video 
systems being common. The extent to which this supports or hinders the processing of complex tasks and how these 
digital possibilities can be used successfully is the topic of our research. First of all, it is important to identify the relevant 
variables whose conscious modification can lead to faster and higher quality team work results. In this study, 50 partici-
pants were divided into six groups and asked to take part in a one-hour online business game. The work processes were 
documented by video recording and qualitatively evaluated with regard to communication and work flow. As a result, 
several hypotheses were generated that suggest an influence of the work organisation, the methods and technical appli-
cations used, the communication behaviour, the respective expertise of the team members and the group composition on 
the work result.
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1	 Research design

Within the framework of our research question, we 
chose the following procedure. 

We decided to use the complex business game 
„Fruchtgummi GmbH & Co.“ (Luge, 2020), which 
aims at the creation of a marketing concept and is 
designed in such a way that it can also be executed 
exclusively by using a video communication tool. 
The complexity of the task, according to the charac-
teristics defined by Funke (2003), resulted from the 
large number of participants and subtasks (many 
variables), the need for cooperative collaboration 
(interconnectedness), the small amount of informa-
tion provided (intransparency), the time pressure in 
conjunction with the emotions of the participants (dy-

namics), and the restrictions associated with budget 
planning (polytelie). 

After groups of eight to nine people each took on 
the role of a consumer product manufacturer’s mar-
keting team, they were invited into digital meeting 
rooms. Their one-hour collaboration was videotaped. 
The results of the group’s work resulted in a presenta-
tion, which should contain the following parts:

1.	 An assessment of the status quo on the basis of 
an online advertising clip and, if necessary, other 
information they had researched themselves.

2.	 He current sales figures, which the groups were 
explicitly allowed to come up with themselves. 

3.	 The actual marketing concept, which could either 
build on the existing one or be completely new. 


