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RESULTS OF THE QUESTIONNAIRE “BUSINESS GAMES”

In the paper results of the questioning among students-bachelors studying in English at Al-Farabi Ka-
zakh National University (speciality 5B051400 “Public relations”) are presented. The choice of the topic
is conditioned by the possibility of application business games not only as a form of training, but also
as a form of control. The game not only raises the motivation to the subject, but also provides a strong
connection between theory and practice. The purpose of the survey is to find out the attitude of students
from English groups to business games. As the main method of the research, a verbal-communicative
method - questioning (group, selective, extramural) was used; - as a mean for gathering information from
the respondents - an electronic questionnaire. For processing the answers a computer program for data
analysis was used. Based on the results of the questionnaire, the following conclusions were drawn:
students show a high interest towards to business games; games help to assimilate not only professional
but also language competencies in PR disciplines among groups speaking a foreign language; accord-
ing to respondents, during the games, both theoretical and practical knowledges are acquired in equal
measure. The results of the questionnaire can be used to adjust the educational process according to the
preferences of student groups. The obtained numerical data can also be used in subsequent studies on
related subjects.
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«lckepAiK oibIHA@P» CayaAHama HaTHXKeAepi

bya makarapa oa-Mapabu atbiHaarbl Kasak yATTbIK yHMBepcuTeTiHae 5B051400 “Korammen
GarnAaHbIC” 6arbiTbl OOMbIHLIA aFbIALLIbIH TIAIHAE OKMTbIH 6akaAaBp CTYAEHTTEP apacbiHAA CayaAHamMa
HOTMXECI KEATIpiAeAi. 3epTTeyAiH TakbIpblOblH TaHAAYAQ iCKEP OMbIHAAP OKbITYAbIH GEACEHAI Ty-
pi faHa emec, CoHbIMeH KaTap 6akblAay Typi Herisre aAblHFaH. ICKEPAIK OMbIHAAP MOHAI OKbITYAbIH
bIHTACbIH apTTbIPaAbl, COHbIMEH KaTap TEopust MeH TaXKipnbeHiH TypakTbl GalMAaHbICbIH KaMTaMachl3
eTeAl.

ByA >KYMbICTbIH, MaKCaTbl — iCKEP OMbIHAAPFa aFbIALIbIH TOObIHAAFbI CTYAEHTTEPAIH KO3KapacbIiH
aHbiKTay. Herisri 3epTTey saici peTiHAe aybi3lla KOMMYHMKATMBTIK ©AIC — cayaAHama (Ton-
TbIK, IPIKTEAreH, CbIpTTal); PECrNOHAEHTTEH MOAIMETTep >KMHAy YLWiH 3AeKTPOHAbI CayaAHama
namAaAaHbiAaabl. JKayanTapAblH 3epTTeAyi Ke3iHAE KOMMbIOTEPAIK AepeKkTepAi aBTOMATTbl TaAAay
GarpapAamMachbl  namaasaHbiraabl. CayaAHama KOPbITbIHAbICHI 0OOMbIHIIA KEAeCi TY>KbIPbIMAAP
>KaCaAAbl: CTYAEHTTEpP ICKEPAIK OMbIHAAPFA >XKOFapbl KbI3bIFYLLUbIAbIK, KOPCETEAi; OGU3HEC-OMbIHAAP
KaCibu FaHa emec, TIAAIK Ky3bipeTTep PR neHaepi 60MbiHILA (WETTIAIH OKbITY KE3iHAE) AamybiHa
KOMEKTECEA; PECMOHAEHTTEPAIH MiKipi GOMbIHILA, OMbIH KE3IHAE TEOPUSIABIK >KOHE MPaKTMKAAbIK,
6iAiM TeH Adpexkeae MeHrepineai. OCbl cayaAHaMa HOTMXKEAEPiH OKy OapbiCbiHAA MarAaAaHyfa
60oAaAbl. 3epTTey HOTMXKECIHAE aAblHFaH CaHAbIK AepekTep cabakTac Takbipbin 6OMbIHLIA KERiHTi
3epTTeyAepae KOAAQHYbl MYMKIH.

Ty#in ce3aep: cayanHama, KOFaMMeH GaiAaHbIC, aFbIALLIbIH TOMTapbl, iCKEPAIK OMbIHAAP.
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Pe3yAbTaTbl aHKeTUPOBaHUS «AEAOBblE UIrPbi»

B craTbe NpuBOAITCS pe3yAbTaTbl aHKETMPOBAHUS CPEAM CTYAEHTOB-6akaAaBpOB, 0OyYAIOLIMXCS
Ha aHrAMICKOM si3bike B Ka3axcKom HauMOHAAbHOM yHUBepcuTeTe umeHn aab-Mapabu no cneumanb-
HocTM 5B051400 - «CBS13b C 06LECTBEHHOCTbIO». BbIGOp TeMbl MCCAEAOBaHUS OOYCAOBAEH BO3MOX-
HOCTbIO MPUMEHEHMS AEAOBbIX UIP HE TOALKO Kak (DOpPMbl 06yUeHUs:, HO 1 Kak hOpMbl KOHTPOAS. Mrpa
He TOAbKO MOBbILLAET MOTUBALIMIO K M3YUYEHUIO NMPEeAMETa, HO 1 o6ecreunBaeT CTOMKYIO CBSI3b Teopum
C NPaKTUKOM.

LleAb AaHHOW paboTbl — BbISICHUTL OTHOLLEHME CTYAEHTOB aHMAMIACKMX TPYMN K AEAOBbIM UIrPaMm.
B kauecTBe OCHOBHOIO METOAQ MCCAEAOBAHUS MCMOAb30BaH BEPOAAbHO-KOMMYHUKATUBHbIA METOA —
aHKeTMpoBaHue (rpynrnoBoe, BbIGOPOUHOE, 3a04HOE); B KaUeCTBe CPEACTBA AAs COOpa CBEAEHMI OT pec-
MOHAEHTA — SAEKTPOHHas aHkeTa. [pu 06paboTke OTBETOB MCMOAb30BaHA KOMIbIOTEPHAS NMPOrpaMmma
aHaAM3a AaHHbIX. [1o UToram aHKeTMPOBAHUS CAEAAHbI CAEAYIOLLME BbIBOAbI: CTYAEHTbI NMPOSIBASIOT Bbl-
COKMI MHTEPEC K AEAOBbIM Urpam; GM3HEC-UIPbl MOMOrAOT YCBOEHMIO HE TOALKO MPOGeCCUOHAABHbIX,
HO M 913bIKOBbIX KOMMETEHLMI Mo AncumnAMHam PR npu o6yyeHun Ha MHOCTPAHHOM $I3bIKE; MO MHEHUIO
PEeCroHAEHTOB, B XOAE MIP YCBaMBalOTCS U TeopeTuyeckre, 1 NpakTuyeckne 3HaHWs B PaBHOM cTerle-
HU. Pe3yAbTaTbl AQHHOIO aHKETMPOBAHUS MOTYT BbiTb MCMOAb30BaHbI MPU KOPPEKTUPOBKE YyUeOHOro
npoLiecca COrAaCHO NPeAnOUTEHUSAM CTYAEHUECKUX rpyn. [ToAyUYeHHble UNCAOBbIE AQHHbIE TaK>Ke MO-

ryT ObITb MCMOAb30BaHbI B MOCAEAYIOLMX MCCAEAOBAHUSX MO CMEXKHOIN TEMATHKE.,
KAtoueBble cAroBa: aHKeTUpoBaHue, PR, aHrAMIACKMe rpynnbl, AEAOBbIE UIPbI.

Introduction

At the present stage of PR development,
employers are looking for professionals who
possess not only professional knowledge, but also
speak a foreign language. Previous research has de-
tected that in Kazakhstan English is the most taught
foreign language, it is perceived as a language of
developed world and prestige. It is clearly observ-
able among the young people (Akynova et al., 2014,
p- 228). Hence the choice of the language from the
student’s side. Training of students by the speciality
5B051400 “Public relations” in Al-Farabi KazNU is
conducted also in English. English-speaking groups
function at the 1st and 2nd year of the bachelor’s
degree.

For the equal assimilation of language and pro-
fessional competencies in PR disciplines, it is pro-
posed to use business games in the educational pro-
cess.

Business game is considered to be a limited in
space and time activity to create a new relationship
(new experience) to the subject of study (research)
(Babanova, 2012, p. 3). The game not only raises the
motivation to the subject, but also ensures a stable
connection between theory and practice. Another
plus of business games is the possibility of their ap-
plication not only as a form of training, but also as a
form of control.

Students now prefer and expect opportunities
to be actively engaged in their own education. As
more methods become available to engage students

in experiential learning, examining the impacts of
these methodologies becomes even more important
(Blackford &Shi, 2015, p. 84). Therefore, the impor-
tance of researching students’ opinion is very high.

The role games and simulation games, which
have complex circumstance, can make the students
gain interactive experience, avoid their delight los-
ing in a boring classroom, and help them to seek the
fun of learning. Educational games have a positive
effect on students’ multiple intelligence develop-
ment (Jing et al., 2012, p. 1749). The use of games
or games elements in the classroom can also en-
hance the classroom atmosphere (Yang, 2012).

By means of the game the flow effect increases
the motivation, performance and creativity of all
participants in order to systematically support the
critical innovation step of idea generation (Lau-
rischkata & Viertelhausena, 2017, p. 115). The jour-
nal “Games and Economic Behavior” affirmed that
when in the game both identity and financial consid-
erations are present, high-endowment participants
are strongly attracted to each other, with one’s word-
task-group affiliation eclipsed by the opportunity to
earn more. Nevertheless, the team-building exercise
greatly increases the level of contribution (Charness
etal., 2014, p. 322).

Besides, active use of business games contrib-
utes to the development of language skills, models
(in a certain degree) the real situation of the forma-
tion of a working team. During a business game in
a foreign language, the material is assimilated in a
professionally meaningful context (Merzlyakova,
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2016, p. 140). The future PR specialists, the ones
that contribute immensely to building a person’s or
an organization’s self-image, must use the language
accurately. The focus is on practical exercises, on
discussing and analyzing the given examples be-
cause, in this way, the students may assimilate the
information more easily (Susiu et al., 2015, p. 712).
A foreign language should be used accurately and
consciously at twice. Business games affect on to
these factors too.

The fact that satisfaction with choice and confi-
dence in a future career in public relations decreases
with each year of study may mean that curricula is
failing students expectations...The students have an
initial idealistic image of the PR profession. Ade-
quate measures taken in due time will result in better
retaining the students in the program, in their easier
transition to work at graduation, in shaping a profes-
sional pride and identity at an early stage of their
development (Cernikova & Palea, 2014, p. 2831).
Professional games can give to the students feeling
of so-called PR-reality. Through the games they can
receive knowledges, which will have strong connec-
tion with life, with the real situation on the market.

So, unlike traditional forms of teaching, busi-
ness games contribute to: the formation of profes-
sional knowledge; development of socially signifi-
cant motives; formation of professional motivation;
ability to work in a team; informal dialogue with
teachers; stimulation of self-management, self-edu-
cation, self-control; easier remembering the content
of training; more adequate self-esteem; greater emo-
tional involvement in the learning process (Samson-
ova, 2006, p.15).

The above-mentioned enumeration of business
games’ advantages gives the right to talk about the
importance of holding them in university auditori-
ums. But, how students are interested in business
games?So, the aim is to find out student’s attitude to
business games (English groups of “PR” speciality).
To achieve this aim, it is necessary to solve the fol-
lowing tasks: a) to formulate questions for the ques-
tionnaire; b) upload the questionnaire into the sys-
tem; ¢) send invitations to participate in the survey;
d) collect and analyze the data; e) draw conclusions
according to the obtained results.

According to Rossiter J. A., to have “feedback”
from students it is very important it the improvement
of learning process. (Rossiter, 2016, p. 57). The
object of our study will be the attitude of students
towards business games. The subject of the study
will be results obtained during the survey.The
novelty of the study - there was no such questioning
in Al-Farabi KazNU earlier. The results will allow
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tutors to correct the educational process according
to the preferences of student groups.

Material and methods

As the main method of the research, a verbal-
communicative method - questioning (group,
selective, extramural) was used; as a mean for
gathering information from the respondents - a
specially designed list of questions was used - a
questionnaire (Academician. Dictionary, 2018).
Contact with the respondent for questioning, in
contrast to interviewing, is minimized. Feature
of this method is anonymity (the identity of the
respondent is not fixed; only his answers are used).
The questioning expediently is conducted in cases
where it is necessary to find out people’s opinions on
some issues and to cover a large number of people in
a short time (Academician. Dictionary, 2018).

Firstly, we will describe the diversity of
the survey in several categories (Questioning.
Sociological research, 2018):

1) by the number of respondents: in this survey
we used group questioning;

2) by completeness of coverage: in this work a
selective questionnaire was used (a survey of some
sample members);

3) by type of contact with the respondent:
we used an absentee questionnaire (there was no
anketter), sending a link https://ru.surveymonkey.
com/r/Z8K8XC3 to the questionnaire posted on the
official website of the SurveyMonkey program. The
design was made so, to be attractive for teenagers.
See picture 1.

Secondly,
questionnaire.

The preparatory stage includes all stages of
preparation for the survey. First, we determined the
duration: from February 8, 2018 to March 10, 2018
inclusive (1 month). The questionnaire “Business
games” during that period was in the public
domain. The computer program automatically
allows only one filling of the questionnaire from
one [P address of the computer or smartphone. You
can not answer twice. The invitation to participate
in the survey was sent by electronic messengers,
the system archive stores the addresses from which
the replies were received. Falsification of the data
is excluded.

Closed and open-ended questions were included
in the survey - totally 10. According to Zapin M.,
open-ended questions are being used frequently in
online surveys. They are very effective. 64 % report
using text box questions and 52 % report using
essay style questions in their online surveys (Zapin,

consider the stages of the

Herald of journalism. Ne2 (48). 2018 31



Results of the Questionnaire “Business Games”

2013, p. 1). As he said, open-ended questions
should provide commentary that goes hand-in-hand

Business games

with the closed-ended questions. We followed this
recommendation.

1. Rate the level of your interest in business games (according to the

proposed scale)

Picture 1 — The appearance of questionnaire

The aim of the questionnaire is formulated: to
confirm or refute the hypothesis put forward about
the high interest to business games from the English
group’s students. As a way to control the progress of
the experiment, we chose daily e-mail notification of
incoming replies. Also at the preparatory stage, an
approbation was organized, after which corrections
to the survey questions were made.

The conduction stage. At this stage, specificity
and conditions of work are revealed. The participants
were briefed: the aim of gathering information
was explained. Ethical norms are taken into
account: anonymity and voluntary participation,
the opportunity to refuse further questioning at any
time.

As a focus group, we selected a contingent of
students studying on speciality 5B051400 “Public
relations” in Al-Farabi KazNU in English-speaking
groups (1st and 2nd year of bachelor’s degree). All
students agreed to participate in the study.

The final stage is describing the results and
describing the conditions under which the results
were obtained. Participants answered questions in a
relaxed atmosphere; they were not limited in time
and in the formulations of their answers to open-
ended questions.

In conclusion, we made a transition from
empirical study to theoretical processing of the
material. The processing of the material is done by
calculating the statistics to test the hypothesis, after
that the results were interpreted.

Literature review

We must note, earlier such questioning in the
universities of Kazakhstan was not carried out.
However, there is a research from the contrary side of
the problem. The paper of Vos Y. provides evidence
of how tutors who use business simulation games
support and assess their students (Vos, 2015, p. 57).

The whole array of scientific publications on this
topic boils down to the study of the advantages and
species diversity of business games. We also found
no articles about the effectiveness of business games
for future PR specialists. However, special interest
for us presents the work of Lara A.-B. H., Lluna
A. P. and Lopez E. S. This study applies learning
analytics and data mining techniques to explore the
online discussion forums of 362 business students at
the bachelor and master levels, who participated in
business simulation games between 2011 and 2016.
The findings revealed that the most frequent contents
in the students’ online discussion forums were related,
firstly, to the parameters and features of the business
simulation game (Lara et al., 2018, p. 10).

The results of another survey suggest that the
use of business games and can be considered a
useful tool to improve student’s achievements and
to foster a good level of competences (Bertran et al,
2014, p. 452).

The survey by Eliasa E. I. is dedicated to
integrating education character in lectures through
games. According to her, there are many various
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games for learning, but here the games are
developed in certain ways, which provide values of
teamwork and responsibility inside them. Based on
this basic competence, the values of teamwork and
responsibility become one of the values in students’
characteristics and can be integrated to the students
through the games (Eliasa, 2014, p. 196).

Dufourny S. and Dhaenen C. have researched
optimization of business game decision. The
optimization process should be able to propose a set
of good decisions to improve firm profitability and
to assume customers’ needs (Dufourny & Dhaenen,
2016, p. 271).

There are many works on related fields. For
example, the article by the researcher Lapa E. A.
contains an important conclusion for us that the
undoubted advantage of using active training methods
is the integration of the transfer of new knowledge with
training of management skills (Lapa, 2016, p. 111).

The work of researchers’ group: Kalyuzhnaya T.
V., Skorobogatova E.V. and Vlasova A.V. is devoted
to the effectiveness of business games in a foreign
language educational process. The key moment of
any business games is to create a staunch faith in
yourself, according to the principle “You can express
your thoughts in a foreign language, even if you do
not remember vocabulary and grammar. You’re doing
fine just because you do not keep silent”. During
business games, participants develop spontaneous
speaking skills in a foreign language, passive
vocabulary and the acquired database of grammatical
rules are activated, the language barrier is overcome,
and the fear of spontaneous use of a foreign language
is reduced (Kalyuzhina et al., 2015, p. 52).

The new face of a university foreign language course
must integrating the development of the most important

Table 1 — The first part of the questionnaire

skills of the 21st century — higher-order thinking,
problem-solving, self-directed learning, communication
and collaboration with the ability to demonstrate these
skills using a foreign language. Problem-based learning
(PBL) is a unique approach that allows achieving this in
the field of foreign language education (Jaleniauskiene,
2016, p. 265). Note, that business games are important
componentof PBL.

Barr M. writes, while the games play an
important role in skills development, interaction
between students, facilitated by game play, is
also a significant factor (Barr, 2018, p. 283). This
affirmation emphasizes again the importance of
playing games with students. Especially with
students, whose future profession will be linked
with PR and management.

In the article of Schwarz J. O., reflecting on
the practical use of business wargaming in the
classroom, it is described how such simulations
prepare management students for making strategic
decisions in complex and dynamic environments
characterized by high uncertainty concerning the
future (Schwarz, 2013, p. 59). Business wargaming,
a dynamic strategic simulation, is discussed as a
management simulation, which can respond to the
contemporary challenges in management education.

The review of the literature has a small volume,
the reason of it is that Kazakhstani or foreign
scientific works exactly on the covered topic were
not found.

Results and discussion
After processing the data, we obtained the

following results. First part of them is presented in
the Table 1.

No Question Answer/percent
1 |Rate the level of your interest in business . o Absent — o Low —
games (according to the proposed scale) =90 a0% 11.76% AVEEEIS I 5.88%
2 | In your opinion, how often business
games can be played during the Often - 64,71% Hardly e;/ e Rarely - 17,65% More often than not -
. . 17,65% 0 responses
university classes?
3 | Classify your level of knowledge’s e o Generally not _ 0 o
assimilation during business games L0 =% acquired - 18.75% Loy = 112537% A= (020
4 | Name the field of knowledge, which is . . . . Natural and Mathematical
. Social Sciences - Philosophical . .
the best for business games? o . o Technical Sciences —
64,71% Sciences - 29,41% . o
Sciences - 5.88% 0 responses
5 | What are the types of skills obtained Theoretical Business games

during business games?
64,71%
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and practical -

More theoretical —
0 responses

More practical -

17.65% do not give such

skills - 17.65%
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According to the received replies, we can state a
sufficiently high (76%) level of interest in business
games from the student’s side. It follows that young
people want to play games in student audiences
more often. Also here we can talk about a high
percentage of knowledge’ assimilation during the
game. Thus, according to students, both theoretical

Table 2 — The second part of the questionnaire

and practical knowledge are assimilated. Further,
the respondents were asked: “Name the field of
knowledge, which is the best for business games?”
The largest percentage have “Social Sciences”,
which includes PR.

The second part of the questionnaire is presented
in the Table 2.

Ne Question Answer/percent
Rate the teachers who use this type of
6 | activity in the classroom (5 stars is the best > stars - 1 star - 5,88% 3 stars - 4 stars - 5,88% 2-0
82.35% 5,88% responses
grade)
Whatis the mam 8 — They are . 2 —1Idon’t 1 - More 1 - Improve 1 - Develop
7 | advantage of business . . 3 - skipped . S . . .
o interesting know practice skills in subject business skills
games?
What is the main . 8 —Needa . 2—Idon’t 2-—Absentor 1-Itdepends ! N
8 | disadvantage of business big group for 3 - skipped Sometimes
. know do not have from ... o .
games? playing it’s boring
9 How important are business games for
students of the speciality “Public Relations” Average number - 79 (from 100)
What business game 1 — Find 1 -1 have
10 (held Al-Farabi KazNU) 8 — Press 3 - skipped 3—Idon’t out is the 1 —Idon’t never plaved
did you like most of all? conference - SKIPP know informa-tion remember ver piay
business game
true or false

To learn how students evaluate tutors using the
methodology, a specific question was asked: “Rate
the teachers who use this type of activity in the
classroom (5 stars is the best grade)”. As follows
from the received data, students highly appreciate
the teachers who apply business games in class.

As can be seen, the majority found it difficult to
name the disadvantages of business games.

In addition, participants were asked to mention
in the rating: “‘How important are business games for
students of the speciality “Public relations”? Average
number - 79 (from 100). This fact also shows the
high importance of games for the speciality.

Also, based on the obtained data, we can say that
most of the survey participants remember one or
another business game conducted in the alma mater.
This indicates the memorability of games.

Conclusion, consequences

The game is a method of effective learning, as
it removes the contradictions between the abstract
character of the academic subject and the real nature
of the professional activity (Babanova, 2012, p. 7).

According to Nihal-Kuyumcu F., now we are
faced with a student type who watches and observes
more than its predecessors. Therefore in education
in general and in the foreign language education in
particular, we have to incline to new quests and have
to prepare course schedules which allow students
to participate and to be active (Nihal-Kuyumcu,
2013, p. 6). Business games can help us to solve this
problem.

The use of business games makes it possible: a)
to increase the efficiency of the learning process; b)
to reduce the time allocated for the study of certain
disciplines; c) to activate the learning process, to
make it more creative, exciting; d) to increase the
interest of the trainees; ) to force the student to be
so active that this activity can be comparable with
the activity of the teacher. It is also important to
include the student in an environment that is close
to the real one.

The use of active forms and methods of teaching
in the learning process requires a high level of skill
and experience from the teacher. Using active forms
and methods of work in the educational process, the
teacher himself attains a high level of skill, preparing
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highly organized, comprehensively developed and
creative specialists (Tyumenova, 2014, p. 229).

Brazilian scientists have already evaluated
the effectiveness of gamification platforms as a
strategy for the engagement of students. According
to their results, students with low engagement can
be stimulated to do activities through gamification
techniques (Seixas et al., 2016, p. 48). It is one of
the good news for the teachers, who planned to use
business games.

Gamification represents an innovative and
engaging methodology to motivate students and
enhance their learning process. Nevertheless, despite
an increasing academic interest in gamification over
the last years, teachers’ attitude towards gamification
and actual use of gamification remains a neglected
research area (Marti-Parreno et al., 2016, p. 682).
The opening of previous year said that, the intention
to use gamified applications has a positive influence
on business. Game’s characteristics helps business
to be more attractive and ease to use (Costa, 2016, p.

392). So, games penetrate in reality, not only in the
educational process.

Based on the information received, we can
confidently talk about the high interest from students in
such an interactive form of teaching as a business game.

Undoubtedly, this research has a local character.
The limitations are clear (one university, small groups,
etc.). A small number of participants in the survey is
due to the low number of students in English-speaking
groups. For example, in the second semester of 2017-
2018 academic year (the period of the survey), the
number of students in the first year of bachelor’s degree
in theEnglish-speaking group of future PR specialists
was only 6 (in the first semester - 7 students). Thus, this
study can not be absolutely objective in relation to the
entire student youth in Kazakhstan.

Further study of this topic seems to us very
promising. The results of the study can be used by
teachers to adjust the educational process according
to the preferences of student groups. The obtained
digital data can also be used in subsequent studies.
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