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ABSTRACT TE136533

The objectives of this rescarch werc to study the students' attitudes towards the use of
marketing simulation game in seminar in marketing course, to study the changes in students’
lcaming from marketing simulation game, and to study the students’ problems of students from
using marketing simulation game.

The sample of this study included 44 undergraduate students at Chiang Mai University,
who enrolled 703499 section 3 Business Seminar in Marketing course in the 1" semester, academic
year 2003. Questionnaires and tests were used in data collection. Data analysis included
frequencies, percentages, mean, standard deviation, and t test.

The students were split between female and male equally. All of them were seniors, major
in Business Administration, Faculty of Business Administration. They studied Business Seminar in
Marketing as a required course.

Regarding the study of the students’ attitudes towards marketing simulation game, therc
were found that, in the cognitive component, most of students had never heard about the marketing
stmulation game. They understood that the game could help to target market(s) selection decision.
Students should had knowledge and skills in data analysis prior to the game usage. The instructor’s
cxplanation of game description would be the most helpful method in helpling the students
lmdcrstanq the game details.

In the affective component, after the game, students felt that the usage of marketing
simulation game was the most appropriate, very useful, very challenge, very fun, very exciting, very

time value.

In the behavioral component, all of the students need a summary session which conducted

by the instructor after the game was finished.

-

As a result of using marketing simulation game, there was an improvement of students’

lcarning. The students received higher post-test scores than pre-test ones.

Most of problems in using marketing simulation game occurred prior the game began. The

problem was that the students did not understand the game instructions.





