2

AEHT HEG Seminar 2012 – 

Reflexion on the seminar work of April 20th 2012:

Discussion on 

· Management Games as a pedagogical method

· Trans-border tourism marketing
· Management Games as a pedagogical method

The following questions were discussed among the seminar participants:

Who uses management games for vocational training?

Which of the participants?

On which levels / age bracket of students?

In which subjects?

In which way:

On the basis of a manual?

In addition: lengthy introduction

How often?

Once in the course of studies

When?

Towards the end of the course of studies –


Rather at the beginning?

Which experiences can be reported,

which results be stated?

Positive aspects: 
deeper impression on knowledge / influence on managerial attitude of students / social behavior (team work)
Negative views:

Time consuming, administrative troubles
Legal and commercial aspects:

Buy game from company- trainer included
Copyright?

Brief results of these discussions:
· Both periods are used to apply a management game: at the beginning of the studies (a simpler one to confront the students with the variety of knowledge and problems included in the management task) or – somewhat more appropriate – towards the end of the studies (a more sophisticated one to apply acquired knowledge and skills in financing, marketing, personnel management etc.)

· Man. Games are used for training of (future) managers in the industry – an additional plus for motivation of our students in school;

· Man. Games also train the social competences of students in particular: show the importance of team work, unveil leaders in a team…;

· Man. Games – as well as case studies – help students to actively think across disciplines,

· They can help to overcome weak points in the educational work and stress the need of cooperation;

· Man. Games can motivate to start / carry out discussions and induce students to continue working on the game / the case also after classes;

· Good social and knowledge results were achieved with “difficult classes”;
· As to the costs: it is best to find a sponsor (associations of entrepreneurs, hoteliers’ unions etc.) and to charge only a minimum cost share to the students etc.
Disadvantages: mostly rather time-consuming; somewhat complicated until students get to know and understand the formal requirements: the main variables of the simulation, limits, input in computer programme; costs.
· Trans-border tourism marketing

The discussion on this subject took place immediately after the presentation – among the seminar participants and with the guest speaker.

The topics focused on the following questions:
Name of the subject in which this topics are taught;
Significance of cross-border tourism marketing therein

Number of lessons allocated

Topic for homework in writing / thesis

Cooperation with tourist authorities in teaching / tutoring students…

Case studies

Successful teaching / working experience.
The approach of this “grande région” in D / F / LUX / B was cosely followed and appreciated; the immediate practical use of trans-border marketing in the training in our schools depend to a larger extent on the locations of the individual schools: In the continental countries bordering on a few / several other states in the vicinity, this topic is evidently more important than within the UK or IRL.
Steindl, April 15th and May 5th 2012

