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Bikes Inc.  
Facilitation Guide 
 
Basic premise: 
Build the most desirable product for real customers who will judge the prototypes on three criteria:  
overall appeal, performance, and fit.   
 
How to win: 
Success is determined by the team with the best earnings based on operational performance 
scores, customer satisfaction scores, and expense management the following criteria: 
 

Criteria Results 
Time penalty 50 points per minute above established deadlines 
Time bonus 20 points per each five minutes below established deadlines 
Product launch 250 points for successful entrant in the market (final judging session) 
Cost of construction Subtract points for each purchase as listed in the parts inventory 
Customer satisfaction 100 points for first place in each category 
Best in class 500 points for first place, 250 for second place, 150 for third place 
Market leader 1000 points for first place, 750 for second place, 500 for third place 
Cost of capital 
investment 

Percentage of final point total based on negotiations during lending 

Cash 1 chocolate kiss = 10 points 
 
Parts Inventory:  Basic cost of complete bike = 150 points 
 

Critical Parts Cost 
Frame 50-100 each 
Wheels 20-40 each 
Handlebars 20-40 each 
Seat 10-30 each 
Pedals 10 each 
Safety reflectors 10 each 
 

Accessories Cost 
Bell 20 
Grips 20 
Light 20 
Bottle & cage 20 
Helmet 35 
Pegs 20 each 
 
Consulting Fees: set by each consultant for each situation
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Team & Support Roles 
 
Team Finance Engineering  Sales & 

Marketing  
Support Roles 

1 Jonathan Rende Dione Hedgpath Tomer Bogin Amnon Landan 

2 Michi Kossowsky Shelly Schaffer Bob Brown Doug Smith 

3 Joe Sexton Graham Sowden Dror Garti Christopher Lochhead 

4 Alex Lobba Sue Barsamian Paul Seccombe Zohar Gilad 

5 Barry Crist Edwin Lo Ariel Cohen  David Murphy 

6 Howard Greenfield  Kevin Tumulty Vincent Rerolle Jay Larson 

7 Patrick Saeger David Williamson Charles Schwab Leilani Gayles 

8 Rajesh 
Radhakrishnan 

Barry Mainz David Fortune  

9 Merav Davidson Rick Brown Christopher Morace  

10 John McCracken Vicki Ryan Christine Chase  

11 Alan Barber Dave Peterson Israel David  

12 Raj Jain Susan Skaer Martin Geier  

13 Erez Yaary Harry Gould Bernard Ho  

14 Colin Rowland Bryan LeBlanc Noam Sharon  

 
Support Roles 
Investment banker:  provides additional funding for a percentage of profits 
Parts supplier:  provides parts for cash 
Consultants: provides information, tools, and resources for cash 
Safety auditor: provides required inspection for a fee 
 
Event Sequence 
 

Start Time Step Details 
1:00 Introduction Establish teams and building locations 
1:15 Phase I Initial design and purchase of parts 
1:30 Phase II Workforce attrition: engineer 1 change teams 
1:45 Phase III Design modification: change 

handlebars/seat/pedals 
2:00 Phase IV Safety audit: 25 points 
2:15 Marketing plan 

(on the bus) 
Organize sales pitch- 
(Marketing consultant sell give-aways) 

2:45 Bike World Pre-release feedback from customers 
3:15 Adjust & test Beta test and make final adjustments 
3:40 Final judging Customer review and competitive ranking 
4:00 Year-end 

(on the bus) 
Determine profitability 

4:30 Debrief Make connections to real world behaviors 
  Total time (approx. 3 ½ hours) 
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Support Role Briefing 
 
Investment banker:  provides additional funding for a percentage of profits.  You can negotiate a 
percentage of profits from any team wishing additional working capital.  The cost of your capital is 
fixed in the following ranges, allowing negotiation to occur.  Your decision to discount capital 
should be based on the team’s ability to convince you of their likelihood for success.  Factors 
determining their success include knowledge of customer, clarity of design, and plans for use of 
the capital.  For example, a team with a desire to have more cash without specific plans for how it 
will be spent should be charged a high rate, while a team with specific plans may earn the lower 
rate in the range. 
 
Cost of Capital: 

Phase I 5-10% of profits per 120 points 

Phase II 5-10% of profits per 100 points 

Phase III 5-10% of profits per 75 points 

Phase IV 5-10 % of profits per 50 points 

Any time after 5-10% of profits per 25 points 
 
Use the ledger provided to keep track of your lending with each team.  Teams may return as 
often as they like to renegotiate capital with you as their plans and needs change throughout the 
game. 
 
 
Supplier:  Parts or accessories for cash according to market prices provided.  The supplier may 
run specials at a discount periodically throughout the competition or raise prices if supply and 
demand indicates an opportunity to profit. 
 
Consultant: provides information and advice for cash.  Determine the “going rate” based on 
supply and demand (rates should rise as time gets shorter).  Consultants may actively seek 
business by soliciting teams by describing their expertise.  Consultants may provide additional 
tools, information, or resources to help in strategy, marketing, or bike construction. 
 
QA/Safety auditor: provides required inspection for a fee.  Safety inspections may only occur in 
Phase IV of the competition.  Failed inspections still require the fee to be paid, and a return to the 
end of the line before an additional inspection can take place.  QA advice may be provided for a 
fee, pay special attention to quality of construction regarding the condition of nuts, screw heads, 
and paint finishes.  Safety includes working brakes, free rotation of wheels (no rubs), tight seat 
and handle bars, reflectors on front, rear, and wheels, and properly inflated tires. 
 



Tall & Cool 
Instructor’s Notes 
 
Purpose 
To generate a common, immediate, visceral experience in which customer & 
consumer focus are essential elements of success.  This is a loaded analogy that 
can be debriefed using the Brand Value Propositions if elements of Tall and Cool 
are discovered and noted during the exercise. 
 
 
Set-up 
Create small groups of 3-5 people and provide each with a full set of construction 
toys (I like Toobers & Zots best) as “raw materials”.  Each set should be 
completely disassembled and equal in size and array to the others. 
 
Overview 
I provide very little detail about the game, preferring to get them started and let 
assumptions and previous experiences of participants guide their behavior.  The 
real value of the activity is how they choose to interact with the 
customer/consumer and consciously build a knowledge base about them.  
Therefore exact details of how you introduce the activity are not important, other 
than being clear about the task and basic rules.  I am careful of specific 
references to teams and competition so I don’t lead the group either to or away 
from collaborative approaches with the customer.  This is an interesting debrief 
point, but not the main point of the activity. 
 
Example Introduction 
Consider this a business simulation in which you are a manufacturing company 
trying to produce Tall & Cool objects for a customer.  Your objective is to design 
and build as many of these objects as you can—there is an unlimited market for 
the objects.  For the simulation we will have to periods of business, called 
“quarters” which are fifteen minutes long each.  In between the two quarters we 
will have a “conference” when you can gather to review results and discuss 
ideas.  You have five minutes to get ready before the first quarter officially 
begins.  You may use only the raw materials provided to build your objects. 
 
Role Play Tips 
In this activity there are two roles to play, which can be easily covered by one 
person, but two people makes it very nice during the de-brief discussion so the 
“facilitator” can question the “customer”.  The “consumer” exists as the final buyer 
of the objects, and is played as a “ghost” role.  The Customer must provide 
consistent information about the Consumer or the teams will begin to create their 
own data regarding the Consumer and there will be no consistency across the 
teams.   
 
 



Process Tips 
Do not volunteer information about the Consumer unless you have a natural 
conversation with a team member who approaches you.  There are times when 
the teams do not approach the Customer at all in the first quarter.  This is fine 
they are unlikely to sell anything and this can be a topic for the “mid-year 
conference.”   Usually someone takes on the Sales & Marketing role for the team 
and will come ask you questions about what is Tall and what is Cool.  Here’s 
some things to get you started: 
 
1. Objects have to be both Tall & Cool to be purchased.  A purchase works 

when the Customer decides something is Tall & Cool and says, “I’ll buy that.”  
The object can then be disassembled and recycled for further manufacturing. 
(I usually cruise past the teams after only 1-2 minutes to see if anyone is 
making something I think is Cool.  If I see something, I buy it, which then 
establishes what Tall is early in the game.  If you wait too long Tall starts off 
too-Tall and it’s not as much fun to play the game.) 

 
2. Tall is whatever the height of the last object purchased is, only a little bit taller.  

I liken this to the way the Personal Computers market works… there’s always 
something faster and consumers want the latest.  You wouldn’t find a lot of 
people interested in buying an 8086 Mega hertz IBM PC today—we’re now in 
the Giga hertz. 

 
3. Cool is whatever you think (for real) is cool.  Be consistent and let the teams 

help you define exactly what that means.  This is the essence of the game, so 
really make it work for you—it doesn’t have to be pretend or fake.  If the 
teams can determine from you what cool is (you are the ghost for the 
consumer) it would be just as if they were talking to a consumer.  Consumers 
do not lead companies to clarity, the company leads the consumer to clean, 
crisp definitions of what they want after hundreds of interviews.  Of course 
they won’t have hundreds of interviews with you, but they can hopefully feed 
back your words relating to Cool as they ask you about it.  From this feedback 
you can latch onto labels you think best represent what you think Cool is… 
when you discover one, write it up on a flip chart that everyone can see as 
public knowledge.   
 
Likewise, the completeness of your definition of Cool will be discovered in 
pieces as you buy Cool items over time.  Try to avoid giving them more than 
what they ask about unless it’s very natural for you as a consumer being 
interviewed by a marketer.  If they ask you about color, you may not tell them 
about construction unless they ask about it.  Consumers are nice but not 
necessarily interested in providing personal details about their interests, so 
exhibiting a little impatience or at least aloofness will help them recognize 
they need to do the work of defining Cool on your behalf. 
 



4. Cool is unique.  I do make sure that I act on this element of Cool every time, 
right from the start.  By making sure Cool is unique, there is a continual 
marketing drive in the game.  It also sets some mystery into play about why 
I’m buying something each time.  It’s a basic consumer demand that they 
should discover or else they will not sell very much, and they will attempt to 
copy other teams.  All interesting debrief points that demonstrate internal 
focus on selling versus external focus on the needs of a consumer. 
 
Other possible elements of Cool: 
Stands on it’s own (as if on a table- not something worn or hanging) 
Not a representation of something real (like an animal) 
Sturdy. 
 

 
 



Facilitation Resources 
 
Glass, Michael (1990). “Six stages of Facilitation.”  The Journal of Experiential 
Education.  Association for Experiential Education; Boulder, CO. 
Rohnke, Karl (1989). Quicksilver.  Project Adventure. 
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Finance Role Briefing (provided only to people playing the Finance role) 
 
You will play the role of Chief Financial Officer for your team.  In this role you bring the ability to 
buy parts, tools, and information for your team.  You start the competition with $100 (10 chocolate 
kisses) and most likely will need to secure additional financing from the Investment Bank.  You 
can secure additional working capital by offering a percentage of your final profits to an 
investment banker.  
 
The cost of capital increases as the competition continues. Your ability to negotiate a good deal 
will have a dramatic impact on the overall profitability of your team.  You must keep track of your 
point totals and expenses and provide a “year-end” report describing your team costs, revenues, 
and final profits. 
 
The winning team is determined by having the most earnings. 
 
 
Marketing Role Briefing (provided only to people playing the Marketing role) 
 
You will play the role of Chief Marketing Officer for your team.  You will guide the design and 
construction of your prototype and manage customer interactions to determine how to best meet 
their needs. 
 
The US bicycle market is very fragmented by style and age group with a total annual volume of 
over 13 million units and a value of over $6 billion.  Recreational bicycling is the third most 
popular sport in the US behind recreational swimming and recreational walking with over 60 
million individuals aged 6 and older participating at least once a year.  
 
Purchasing decisions are generally made by people aged 22-40, with safety as a big determining 
factor.  The biggest spenders in the market are aged 22-28, with average per bike expenditure of 
$950.  The largest volume of bicycle purchases is for ages 6-15, with average per bike 
expenditure of $250, but there are three sub age groups with an inverse relationship in average 
expenditure and volume.   Higher volume in the 6-9 age group, but lower expenditure versus 
medium volume and expenditure in the 9-12 age group; and lower volume, but higher expenditure 
in 12-15 age group.  
 
There are four major style categories in the bicycle market:   
 

1.) Cruiser 
2.) BMX  
3.) Mountain  
4.) Racing 

 
In each category there are road and dirt models which affect the tire design, frame geometry, and 
additional features of each bike. 
 
Your team must have a simple marketing plan which defines the age group, style, and features of 
your prototype.   You will also need to define your market goals and a brand in order to receive 
financing from the Investment Bank.  You will need to collaborate with your engineering and 
finance to make the best case scenario and create a winning entrant in the market. 
 
You will enter your prototype in “Bike World” an annual marketing event where you can share 
your design with actual customers.  You will manage the display and interaction with customers 
for your team.  You may want to consider investing in some marketing materials to assist in this 
process.   
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After Bike World, your team will have a brief adjustment period to work on your prototype and 
then the customers will judge your bike against other entries in each category and for the overall 
“best bike”. 
 
Actual customers will judge your prototypes to determine best in class and best overall. 
 
 
Engineering Role Briefing:  (provided only to people playing the Engineering role) 
 
You will play the role of Chief Engineering Officer for your team.  In this role you bring special 
tools to the project and the following knowledge.   
 
A complete bike must have the following items: 
 

• 1 frame 
• 1 handlebar 
• 2 wheels 
• 2 pedals 
• Working brakes (as determined by a safety audit) 
• Working steering (as determined by a safety audit) 
• Safety reflectors on wheels, front, and rear. 

 
You are responsible for the safe construction of a complete bicycle within the allocated time, 
determined by senior executives.  You can earn points for early completion or lose points by 
missing deadlines.   
 
Quality is very important… take care with parts and use proper tools to avoid damage to nuts and 
paint finishes.  QA audits can cost your team time and points if issues arise. 
 
You may invest in additional tools or parts to support your design. You should collaborate with 
your marketing and finance partners to determine the design that will stand out in the market and 
win customer satisfaction.   
 
The bike you construct must pass a safety audit to be considered in the final judging. 












































































