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Decision making: Tourism
and hospitality game

Alina M. Zapalska
Dallas Brozik
Magdalena Niewiadomska-Bugaj

SUMMARY This paper introduces the reader to an experiment that proposes an expanded format of cooperative
learning techniques with sets of pedagogical innovations to better meet the teaching outcomes. In this
context the paper presents a decision-making game where Tourism and Hospitality students are fully
involved in the educational process via active participation in the Tourism and Travel Game. The game
demonstrates decision-making processes that must be taken within competitive environment with
imperfect information. The individual components of the game allow players to explore the effects of
production capacity, production costs, market demand, and government controls within a competitive
market. Students are expected to develop various skills and competences during game. The paper
presents an assessment instrument in order to provide a feedback if students benefited from opportunities
that replaced a lecture with active participation by using the Tourism and Travel Game. An assessment
instrument allowed us to evaluate the students' opinion on their knowledge acquisition and retention rate.
Each student was given the same questionnaire that evaluated how teaching with Tourism Game had
influenced each area of the students' learning outcome: positive interdependence, face-to-face
interaction, individual accountability, group processing of the group learning experience, critical thinking,
problem solving, decision-making ability, aptitude for detail, oral communication, written communication,
knowledge of information, ability to organize and analyze, comprehension, application, synthesis and
evaluation. Obtained results indicate a strong support for using the game as a pedagogical tool rather than
a traditional lecture.
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INTRODUCTION

A key objective of tourism and hospitality education is However, the ability to make decisions in a complex,
to prepare students to be successful decision-makers dynamic, and uncertain environment is best learned
in their future careers within the industry. Principles through utilizing active learning methods such as
and facts about various facets of the tourism and hospi- games and simulations (Litvin and Elangovan 2000).
tality business can be taught in the traditional class-

room.
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Adding management games to the mix of lectures, tuto-
rials, projects, and examinations can enhance the rich-
ness of the educational experience and leave students
with an experience that will stay with them for many
years (Wells 1991).

The field of experiential learning with games and simu-
lations has experienced substantial evolution during
the last two decades (Lewis and Williams 1994, Becker
and Watts 1995). A growing number of games and si-
mulations in business education provide students with
the opportunity to apply their knowledge of business
concepts and to practice and improve their decision-
making skills (Becker and Watts 1995).

Smith (1992) claims that experiential group learning
using games and simulations begins with concrete
experiences. Relying on reflective observations from
these experiences, students engage in abstract con-
ceptualization that allows them to generalize and learn
principles that integrate their observations into wor-
king theories (Lewis and Williams 1994; DeYoung 1993).
Similarly, Wells (1991) and Lewis and Wentworth (1971)
suggest that learning is facilitated when students reflect
upon concrete experiences and use them to form the
abstract concepts that they are expected to learn. These
concepts are then used and tested when the students
face new situations. As games stimulate and encourage
experiencing, reflecting, analyzing and questioning,
students formulate abstract concepts and come to
understand business concepts (Becker and Watts 1995).

Zapalska and Brozik (1999) write that games and simu-
lations prompt students to solve problems and stimula-
te strategic, reflective, and critical thinking. Mohatar
(1994) argues that the activity eliminates memorization
and repetition and gives students opportunities to in-
teract with each other. Games and simulations also ena-
ble more positive student relationships, increase indivi-
dual motivation, and promote a healthier psychological
environment than any other classroom method (Maier
and Keenan 1994; Chamberlin 1995; Lewis and Williams
1994).

Despite the considerable number of games and simula-
tions available for teaching purposes, the standard lec-
ture format still prevails as the main teaching method
(Chamberlin 1995; Walker 1987). The Tourism and
Travel Game was developed to complement the traditio-
nal lecture format and to introduce student partici-
pation into the tourism and hospitality classroom.
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Travel agencies must make decisions concerning pro-
duction and product mix in a very uncertain environ-
ment. One of the most difficult concepts to convey to
students is the dynamic nature of decision making
under incomplete or possibly inaccurate information.
The Tourism and Travel Game explores the various
aspects of a competitive market and emphasizes the
different aspects of decision-making that are affected
by production capacity, product cost, and market de-
mand. Other important aspects of this game include
the observation of external factors such as limited infor-
mation flow among the competitors and possibly a lack
of honesty in the competitive market.

Players are formed into teams representing travel agen-
cies that must decide what is best for them to do in the
presence of other agencies trying to do what is best for
their firms. Opportunities are created for collaboration
and collusion, though agencies are not required to
communicate any information with any other party.
The interactions of the agencies develop business ethics
that can also be examined. The game is composed of
several rounds, each designed to illustrate a specific
dimension of decision making and the information
flows associated with it. The format creates a rich
enough environment that factors like group dynamics
and market ethics can be examined. Students who acti-
vely participate in this game develop general competen-
cies that include: strategies for adapting to change;
strategic management decision-making; creative
thinking; problem identification and solving; inter-
personal verbal communication skills; teamwork; deve-
lopment of a quality service attitude and motivation;
and other personal skills.

Students who actively participate in this game develop
general competencies such as (1) positive interdepen-
dence; (2) face-to-face interaction; (3) individual accounta-
bility; (4) interpersonal and small group skills; and (5) group
processing of the group learning experience. Students are
also expected to develop various competences during
game.

They include critical thinking, problem identification
and solving, strategic management decision-making,
aptitude for detail, interpersonal verbal commu-
nication, written communication, knowledge, organi-
zation and analysis, comprehension, application,
analysis, synthesis, evaluation, strategies for adapting
to change, creative thinking, teamwork, and motiva-
tion.
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The paper presents an assessment instrument in order
to provide a feedback from the students who benefited
from playing the Tourism and Travel Game that repla-
ced a lecture with active participation in a game.

PLAYING THE GAME

The number of teams and players:

There are four teams, and team sizes can vary between
three and five members. For larger classes it is recom-
mended that eight teams be formed and that they
alternate playing the rounds. The mechanics of recor-
ding the results of each portion of the game will become
complex when more than four teams are present. The
teams should be formed at least one class session prior
to playing the game by whatever protocol the instruc-
tor chooses.

Time requirement:

The game can be run comfortably within two a 50 mi-
nute class period. In an 80-minute period, there is time
to have discussion of the results and to discuss and
help the students prepare their reports.

The market structure:

Students in each team are informed that they represent
a firm that is one of several tourism and travel agencies
operating in international market. Due to the recent
increase in demand for tourism and travel of the reti-
ring generation of the baby boomers in the United Sta-
tes and other parts of the world, there has been an
increased demand for the tourism and travel packages
that their firm supplies. As the managers of the firms,
students in each group have the responsibility to plan
production of travel packages and sell them to meet
the demands of a competitive market. The production
goal is to maximize the wealth of a firm's owners.

Each group is informed that they have three major
competitors that are of the same size and produce
tourism and travel packages with the same features.
These four firms form an industry subgroup: Jamaica
Vacation Agency, Bahamas Tourist Group, Caribbean Tour
Group, and Mexico Travel Office. These firms compete
directly on the following items: Adventure/Ecology
Package (AEP), Spa and Health Package (SHP), and Ocean
Sports Package (OSP). From the point of view of potential
customers, each firm's products are interchangeable
with those of any other competitor. For example, an
Ocean Sports Package from any of the four firms is
considered to be similar in the type of activities offered

and the quality of service. However, an Adventure/
Ecology Package is not a substitute for Spa and Health
Package or Ocean Sports Package.

Each team is further informed that none of the four
firms is based in the United States even though the US
is the major market for these products. As the tourism
and travel agencies are not bound by US laws there is
no legal restriction (anti-trust laws) against sharing
information between firms, but there is likewise no
requirement that information be shared. The amount
of information exchanged between the agencies is
decided by the managers of the firm, as is the accuracy
of that information. Even though the agencies are based
in different countries, since their products are sold in
the US, all cost and price information is stated in US
dollars.

The decision making:

There are multiple rounds to the game, each round
examining a different aspect of competition and infor-
mation flow. Cost and price structures may change
between rounds, and it is each team's responsibility to
make decisions in light of the changing market condi-
tions. During each round, teams will have approxima-
tely 10 minutes to decide their package mix.

In each round of the game, each travel agency is
required to decide how many of each type of package
to sell in order to maximize the wealth of its owners.
The quantity of each package agency plans to offer must
be a multiple of ten. For example, if an agency has 100
packages, it can choose to offer 10 AEP, 20 SHP, and 70
OSP or any other combination that adds to 100 as long
as each individual allocation is a multiple of ten. An
agency cannot choose to produce 3 AEP, 5 SHP, and 92
OSP. Should an agency choose to allocate production
quantities that are not multiples of ten, the number
that agency chooses will be rounded down to the
nearest multiple of ten, in this case 0 AEP, 0 SHP, and
90 OSP. This will result in an agency losing production
and thus losing revenues.

In order to maintain the ability to offer a package in
the next round, an agency must offer at least 10 of that
package in the preceding round. This requirement
assures that the necessary contracts and personnel will
be available. For example, ifin Round 1 an agency choo-
ses not to produce any AEP, that agency will not be
allowed to offer any AEP in Round 2. The agency will
be allowed to offer AEP in Round 3 should it wish to do
so. The reason that an agency must skip the subsequent
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round after not offering a package is that it will take
an agency this much time to restart the production
process.

The game has several rounds, each taking about 15 to
20 minutes. It is not necessary to complete the entire
game in one session, and in fact it would be difficult to
do so. The rounds are sequenced to allow the instructor
to choose those that best match the class material. This
means that the entire game could be completed in possi-
bly two consecutive class periods or that the individual
exercises could be done periodically throughout the
term.

The market incentives:

In order to receive credit for this part of the course,
students are required to submit a paper documenting
the game and team's performance during the game.
This paper should be graded on a 100 point scale. The
members of the winning team in each round of the
game can receive a 5 point bonus that will be added to
the grade on the paper. For example, if a single team
were able to win four rounds, it would be possible for
the members of that team to receive a score of 120
points on the 100 point paper (if the paper itself does
not merit a score of 100, the bonus points can still be
added to whatever score the paper receives). In each
round, the members of the second place team can rece-
ive a bonus of 3 points, and the members of the third
place team can receive a bonus of 1 point.

In the event of a two-way tie in any round, the points
should be split between the tying teams. If the tie
involves more than two teams, that is, if three or more
teams receive the same score in a specific round, no
bonus points should be awarded to those teams for
that round.

SETTING THE GAME

The handouts:

Each team is given a Student Information Packet that
describes exactly how the game is played at the close
of the previous class session. This permits each team
to use the time between classes to meet and possibly
determine an initial strategy. The information packet
contains all relevant information about the game and
sheets to facilitate score keeping. The Instructor's Forms
(Appendices) include the various sheets and other sche-
dules needed by the instructor.
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The game set-up:

Round 1 - This round examines decision making in iso-
lation. All teams have the same cost structure and pro-
duction capacity, so there are no inherent differences
in market power. No communication is allowed be-
tween teams, and the results of the round are random.
Sometimes all groups will choose to pursue a middle-
of-the-road strategy, and each group gets roughly the
same score. The purpose of this round is to demonstrate
the disadvantages of decision making without informa-
tion.

Round 2 - This round allows the teams to communicate
with each other. They can collude or allocate markets
or do anything they wish. This gives the players a chan-
ce to experience the advantages of information and
presents them with the opportunity to use it for perso-
nal gain. No requirement is made that the information
exchanged must be accurate. Players are allowed to lie
if they so choose. This is the beginning of the develop-
ment of a market ethical system that may or may not
change during the game.

Rounds 3and4 - Aroll of a single die is used to determine
the production capacity of each team in each round.
The production capacity of each firm is 50 times the
pip count of the die. For example, when the die is rolled
and comes up as a 4, the firm has a production capacity
0f 200 packages. The costs and market demand remain
unchanged. Agencies with greater production capacity
have greater potential market power than those with
less production. During round 3, each agency must re-
gard its production capacity as privileged information
that cannot be released to the other agencies. This
restriction is removed in round 4. It is expected that
players discover that the agency with the greatest
capacity often wins. Even with collusion, smaller agen-
cies are often unable to overcome the superior produc-
tion power of the larger agencies. In these rounds, it
becomes painfully obvious to some of the players that
life may not be fair. Personalities begin to surface as
individuals may attempt to structure the information
flow to meet their needs. Alliances can form between
agencies, and those agencies that are perceived as not
playing fairly develop a "reputation” which follows
them to the later rounds.

Round 5 and 6 - Several rolls of a single die are used to
determine the costs of each tourism and travel package
for of each agency in each round. For each agency, the
die is rolled three times, once for each type of travel
package. The costs associated with each roll are found
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in the Appendices. Capacity and market demand re-
main unchanged. Agencies with lower costs for specific
products have greater potential market power than
those with higher costs. During round 5, each agency
must regard its capacity as privileged information that
cannot be released to the other agencies. This restricti-
on is removed in round 6. In these rounds it becomes
possible for all market participants to benefit by focu-
sing their production on their lowest cost packages.
The existence of four agencies and three packages
assures that at least two of the agencies will still have
to compete in at least one product line. In these rounds
the agencies often cut deals with each other to segment
the markets, but there are also often "misunderstan-
dings", intentional or not, about exactly what deal was
made. The ethical environment is again tested.

Data recording:

During each round, the instructor will need to record
sufficient information to assure that each team's deci-
sions and its results are properly specified. Master She-
ets have been provided for this purpose, but it is also a
good idea to maintain copies of the individual team
Tally Sheets. A portion of each student's grade will
depend on the accuracy of the record, and having two
sources of information assures that an accurate accoun-
ting can be kept.

Class dscussion:

The six rounds allow the class to experience decision
making under various conditions and to develop a mar-
ket ethic. There should be class discussion after each
round concerning the success of each team and the
market conditions that led to that success. Subsequent
discussion can focus on the value of specific market
structure and product characteristics, the development
of the information flow, and the behavior of market
participants. It is important to foster a discussion con-
cerning each team's opinion of the relative honesty of
the other teams. There are definitely different opinions
of exactly what happened, and it can be shown that
concepts like truth can be relative or misunderstood.

Some of this discussion should focus on what
information was available, the utility of this infor-
mation, and the validity of the information. Students
sometimes act as they expect all other players to be
totally honest at all times. This leads to the realization
that the real world markets may not behave in such a
manner. During the middle rounds, some of the
discussion can be directed towards ways to improve
performance in subsequent rounds.

The final discussion provides the overview to the pro-
blems of decision making in a dynamic environment.

ASSESSMENT OF STUDENTS' LEARNING
WITH THE USE OF GAMES AND
SIMULATIONS

The various types of teaching assessment have been
presented in educational literature. Teaching asses-
sment takes into account the various forms. The most
currently used teaching assessment methods according
to the source of information that they entail include:
external evaluation, student opinion, opinion of colle-
agues, and self-evaluation among many others.

As games and simulations have been recognized as pri-
mary mechanisms for teaching cooperation in business
classes, "cooperative learning" through games and
simulations develop skills that are applicable through-
out the business world. The model of cooperative lear-
ning used within the game presented (David and Roger
Johnson) stresses five essential components that must
be integrated into the classroom in order for active
learning to be truly cooperative and successful. These
essential elements are (1) positive interdependence; (2)
face-to-face interaction; (3) individual accountability; (4)
interpersonal and small group skills; and (5) group proces-
sing of the group learning experience. Proper implemen-
tation of each of these elements is critical to the success
of the method.

The instructor's first job is to foster positive interdepen-
dence by structuring the classroom experiment so that
students will recognize their linkage with one another
in learning. One technique for creating positive inter-
dependence is to give the group clearly stated joint
learning goals and to distribute resources needed to
complete the task to different members of the group.
Completion of the task requires interaction among gro-
up members.

Face-to-face interaction refers to the physical arran-
gement of the room and the orientation of group mem-
bers to each other. For example, the structure of a game
might allow the students to freely walk around the
room to accomplish their tasks. A different game might
create artificial barriers that students must overcome
to be successful. Room dynamics may change over time
as the players become more and more involved with
their tasks. Students can learn how to restructure their
environment to accomplish their tasks efficiently.
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Instructors are usually required to evaluate students
on an individual basis even when learning is coopera-
tive or collaborative. An assignment completed by a
student without assistance from the learning group is
a traditional method of measuring individual compe-
tence. Other techniques that can be used to measure
individual accountability include choosing a student's
work to represent the group, having students teach
what they have learned to someone else or having stu-
dents explain concept(s) to the class. The use of colla-
borative learning techniques forces the instructor to
identify those learning goals that are most important
and devise methods by which to measure them.

Cooperative learning recognizes that participants must
have certain skills in order to achieve the learning goals
of the group. The Johnson model differs from other
group learning pedagogies in that it explicitly recogni-
zes the individual accountability within cooperative
learning. The focus here is on developing techniques
for learning and practicing social skills appropriate to
the content learning task. Games and simulations are
excellent tools for learning these interpersonal and
social skills since such skills are almost instantaneously
developed while students play the game.

In order to maintain the functioning and efficiency of
the group, Johnson's model advocates taking time for
group processing of the group learning experience. The use
of post-game review of the group results allows the
groups to think about their success in completing the
assigned task and to plan how to improve group
functioning. Collaborative learning provides a natural
environment for implementing the Johnson model. Ga-
mes and simulations can be constructed to require spe-
cific types of group interaction. By designing and using
games properly both group learning and individual
learning can be enhanced.

ASSESSMENT INSTRUMENT

A questionnaire form was used to collect students' feed-
back that helped the instructors gain a perspective of
the range of attained learning, as well as student com-
petence. This type of assessment was beneficial because
it allowed us to evaluate the students' opinion on their
knowledge acquisition and retention rate. More speci-
fically, we focused on the use of the Tourism Game
and its effect on improving the quality of students' lear-
ning in areas of: critical thinking; problem solving;
decision-making ability; knowledge of information; and
ability to organize and analyze.
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Forms were set-up so that students were not required
to identify themselves while replying to the form's que-
stions. Anonymous feedback offered an opportunity for
students to make comments they would not ordinarily
have mentioned openly during face-to-face or in-group
meetings. We believe that this type of environment
encourages students to take learning more seriously,
and hence, teaching and learning becomes more
efficient and effective.

The data were collected at the course's conclusion. Each
student was given the same questionnaire that evalu-
ated how teaching with Tourism Game had influenced
each area of the students' learning outcome: positive
interdependence, face-to-face interaction, individual
accountability, group processing of the group learning
experience, critical thinking, problem solving, decision-
making ability, aptitude for detail, oral communication,
written communication, knowledge of information,
ability to organize and analyze, comprehension, appli-
cation, synthesis and evaluation. Students had to rate
the influence as "Yes", or "No", or "No opinion".

The survey was conducted in the "Principles of
Macroeconomics" course in the Fall 2005 semester. Be-
cause all sixty-seven students who were enrolled in
the course participated in our survey, the survey data
is not represented by a simple random sample.

However, because all of the students who participated
in our course were typical freshman students, we see
no source of potential bias in a student sample. Con-
sequently, the group of participants has been treated
as a valid representation of students who take Principles
of Macroeconomics courses.

RESULTS OF THE TEACHING
ASSESSMENT

Assessment instrument with the results of the teaching
assessment are provided in Appendix C. P-values listed
in Table 2 Appendix C represent the results of testing
the hypothesis that the proportion of students who
had favorable opinion (selected category "Agree") was
higher based on a game than based on a lecture.

P-values marked with the asterix (*) indicate that the
Fisher's exact test was used, because the normal
approximation was inappropriate. In all other cases lar-
ge sample test for comparison of two proportions was
applied.
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Obtained results indicate that only in the case of
"Evaluation” (item 17 in the Table 2) and "Written
communi-cation” (item 10) there was no advantage
of the game over a lecture. In all other cases statisti-
cal evidence was strongly supportive for using of the
game as a pedagogical tool rather than a traditional
lecture. Because of the sample size, the 0.1 significance
level for the tests was used.

CONCLUSION

The use of games can be valuable in curriculum design
and development for tourism and hospitality education
and training. The use of games changes the face of
traditional educational techniques and presents stu-
dents with a dynamic learning vehicle. Students who
play are involved in a discovery of the dynamic market
processes and have to make strategic decision making
about allocating resources to meet the product de-
mand.

They observe how their behavior affects and is affected
by the decision making activities of other teams.
Students are given instantaneous feedback and the
experience of seeing the results of their behavior in a
competitive market.

The use of the game contributes to students' learning
and makes classroom study more real as the students
have the opportunity to experience decision making
in a dynamic setting. Competing agencies may or may
not have similar production processes, and they may
or may not have similar information. The information
received may or may not be accurate. The game shows
the importance of information to decision making, and
it also illustrates that market conditions may affect
those decisions. Players are required to establish a mar-
ket ethical system, and honesty may or may not be a
part of that system.

According to the survey results, the Tourism and Travel
Game gives the instructor the ability to tailor the lear-
ning experience to classroom needs and provides the
instructor with approach to effective learning processes
where various skills areas can be developed. According
to our survey result, games can be used to develop the
following skills: positive interdependence, face-to-face
interaction, individual accountability, group processing
of the group learning experience, critical thinking,
problem solving, decision-making ability, aptitude for
detail, oral communication, knowledge of information,
ability to organize and analyze, comprehension,
application, and synthesis. Our results indicate that the
games used in our class did not provide development
of evaluation and written communication skills among
our students.

Feoksk
APPENDIX A
COMPETITIVE MARKETS: ROUNDS 1-6

package is $400 regardless of the quantity available in
Product Demand: A tourism and travel industry marke- the market.
ting board has surveyed potential buyers of tourism
and travel services. Based on the information from Marketing and Production Costs: The cost to produce
this survey, the following demand schedules have been a single package, Adventure/Ecology Package (AEP), Spa
constructed for the packages your agency provides. Due and Health Package (SHP), or Ocean Sports Package (OSP)
to market conditions, the minimum price for any is $300.

ADVENTURE/ECOLOGY PACKAGE SPA AND HEALTH PACKAGE OCEAN SPORTS PACKAGE

PACKAGES

$1,000 OFFERED

$1,200

NUMBER OF
PRICE = $1,000 - ($3)

$850 $1,000

$700 $800

$550 $600

PRICE PER PACKAGE
PRICE PER PACKAGE

$400 | $400

PRICE = $1,200 - ($4) [

PACKAGES
OFFERED

PACKAGES

OFFERED

NUMBER OF
$800

NUMBER OF
PRICE = $800 - ($2) [ ]

$700
$600

$500

PRICE PER PACKAGE

$400

50 100 150 200 300
TOTAL NUMBER OF PACKAGES OFFERED

50 100 150 200
TOTAL NUMBER OF PACKAGES OFFERED

50 100 150 200 300
TOTAL NUMBER OF PACKAGES OFFERED

300
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Rounds 1 and 2

Tourism and Travel Package Production Capacity:
Each tourism and travel agency has the potential to
produce a total of 150 packages. Due to the marketing
process, it takes the same amount of time and effort
for each package. The firm can therefore produce
various combinations of finished packages, like 150 AEP
and 0 SHP and 0 OSP, or 50 AEP and 50 SHP and 50 OSP,
or any other combination that totals 150 units.

Round 1: Make your decision concerning your output
mix without communicating with any of the other
teams. Use the Tally Sheet to record your decision. Once
all teams have announced their production decisions,
the sales price of each item will be calculated, and you
can calculate the total profits earned.

Round 2: Prior to making the output mix decision, you
may share information with the other teams. The type
of information you share and its accuracy is up to you.
You are under no compulsion to share information nor
will there be any direct sanction for sharing inaccurate
information. Use the Tally Sheet to record your decision.
Once all teams have announced their production
decisions, the sales price of each item will be calculated,
and you can calculate the total profits earned.

Rounds 3 and 4

Tourism and Travel Package Production Capacity:
Your firm's package capacity will be determined by the
roll of the dice. One member of the team will roll a
single die. Your total package capacity will be 50 times
the pip count on the die. For example, if the pip count
is 4, your capacity is 200 units of whatever products
you choose.

Round 3: One member of the team will roll the die to
determine the production capacity for the firm. Prior
to making the output mix decision, you may share
information with the other teams EXCEPT information
concerning your production capacity. You are to treat
your production capacity as privileged information that
is not to be shared in any way or form with outside
parties. The other information you share and its
accuracy is up to you. You are under no compulsion to
share information nor will there be any direct sanction
for sharing inaccurate information. Use the Tally Sheet
to record your decision. Once all teams have announced
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their production decisions, the sales price of each item
will be calculated, and you can calculate the total profits
earned.

Round 4: One member of the team will roll the die again
to determine a new production capacity for the firm.
Prior to making the output mix decision, you may share
information with the other teams INCLUDING informa-
tion concerning your production capacity, if you choose
to do so. The information you share and its accuracy is
up to you. You are under no compulsion to share
information nor will there be any direct sanction for
sharing inaccurate information. Use the Tally Sheet to
record your decision. Once all teams have announced
their production decisions, the sales price of each item
will be calculated, and you can calculate the total profits
earned.

Rounds 5 and 6

Tourism and Travel Package Production Capacity:
Each firm has the capacity to produce a total of 150
packages.

Marketing and Production Costs: The cost to produce
a single package (AEP, SHP, or OSP) will be determined
by a roll of a die. For each package, the production
cost will be Cost = $150 + ($50)(pip count of the die).
For example, if the die cast for the AEP is 4, the cost of
producing one AEP is [$150 + ($50)(4)] = $350.

Round 5: One member of the team will roll the die to
determine the manufacturing costs for the firm. Prior
to making the package mix decision, you may share
information with the other teams EXCEPT information
concerning your marketing and production costs. You
are to treat your cost information as privileged, and it
is not to be shared in any way or form with outside
parties. The other information you share and its accu-
racy is up to you. You are under no compulsion to share
information nor will there be any direct sanction for
sharing inaccurate information. Use the Tally Sheet to
record your decision. Once all teams have announced
their production decisions, the sales price of each item
will be calculated, and you can calculate the total profits
earned.

Round 6: One member of the team will roll the dice
again to determine new marketing and production
costs for the firm. Prior to making the output mix
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decision, you may share information with the other any direct sanction for sharing inaccurate information.
teams INCLUDING information concerning your manuf- Use the Tally Sheet to record your decision. Once all
acturing costs, if you choose to do so. The information teams have announced their production decisions, the
you share and its accuracy is up to you. You are under sales price of each item will be calculated, and you can
no compulsion to share information nor will there be calculate the total profits earned.
Foksk
APPENDIX B

COMPETITIVE MARKETS TALLY SHEET

Team Name/Members: ROUND 1AND 2
PACKAGE AEP SHP OSP
Sales Price per Package
Cost per Package $300 $300 $300
Profit per Package Total Units Sold
Packages Sold 150
Total Profit per Package
Grand Total Profit
Team Name/Members: ROUND 3 AND 4
PACKAGE AEP SHP OSP
Sales Price per Package
Cost per Package $300 $300 $300
Profit per Package Total Units Sold
Packages Sold
Total Profit per Package
Grand Total Profit
Team Name/Members ROUND 5 and 6
PACKAGE AEP SHP OSP

Sales Price per Package

Cost per Package
Profit per Package Total Units Sold
Packages Sold 150
Total Profit per Package
Grand Total Profit
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DICE OUTCOMES FOR ROUNDS 5 AND 6

@ = $200
@ = $250
@ = $300
@ = $350
= $400
Hekok

APPENDIX C
EVALUATION FORM AND SURVEY RESULTS

Please respond briefly to the following questions re-
garding the usefulness a game as a nontraditional
teaching instrument, and feel free to add any other
thoughts or ideas, which you had regarding this
type of teaching instrument.

1. Do you feel that Tourism Game causes you to
develop your understanding of a concept more thro-
ughly than any other type of teaching technique

such as lectures, discussions, other class activities:

Yes 67 No O No opinion 0

268 TEURISM

2. Would you recommend that games be utilized more
within the class?

Yes 67 No O No opinion 0

3. Did you learn more in this class because of the use of
games?

Yes 62 No O No opinion 5

4. Please indicate your level of agreement on how the
use of (a) traditional teaching technique such as a lec-
ture; and (b) nontraditional teaching technique such
as a game developed positively influenced each of the
following skill areas:
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Table 2
SURVEY RESULTS

Skill area Agree P-Values | Neutral | Disagree
1. Positive interdependence

a. From a lecture 0 0.000 0 67

b. From a game 67 0 0
2. Face-to-face interaction

a. From a lecture 0 0.000 0 67

b. From a game 67 0 0
3. Individual accountability

a. From a lecture 51 0.018 16 0

b. From a game 60 7 0
4. The group learning experience

a. From a lecture 0 0.000 0 67

b. From a game 67 0 0
5. Critical Thinking

a. From a lecture 45 0.001 22 0

b. From a game 59 8 0
6. Problem Solving

a. From a lecture 40 0.000* 27 0

b. From a game 67 0 0
7. Decision Making Ability

a. From a lecture 23 0.000* 37 5

b. From a game 64 3 0
8. Aptitude for Detail

a. From a lecture 56 0.053 11 0

b. From a game 62 5 0
9. Oral Communication

a. From a lecture 0 0.000 0 67

b. From a game 67 0 0
10. Written Communication

a. From a lecture 55 0.106 12 0

b. From a game 60 7 0
11. Knowledge (the acquisition of facts and information)

a. From a lecture 57 0.084 10 0

b. From a game 62 5 0
12. Organize

a. From a lecture 42 0.000* 15 10

b. From a game 67 0 0
13. Comprehension (explaining complex ideas and
processes)

a. From a lecture 45 0.000* 22 0

b. From a game 63 4 0
14. Application (using ideas in new contexts)

a. From a lecture 30 0.000* 40 6

b. From a game 67 0 0
15. Analysis (taking ideas and processes apart)

a. From a lecture 60 0.003 7 0

b. From a game 67 0 0
16. Synthesis (combining ideas to form new ideas)

a. From a lecture 47 0.000 20 0

b. From a game 67 0 0
17. Evaluation (judging the quality, value, fit,

or validity of ideas and processes)
a. From a lecture 58 0.398 9 0
b. From a game 59 8 0
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