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Colleges of business administration are under continuing
pressure to develop innovative courses to meet demands
from the business community. At the same time, faculty mem-
bers are facing increasing challenges in adopting innovative
technologies because of the amount of risk and effort
involved. This article examines the adoption of Marketplace,
a purely experiential learning course, in an MBA curricu-
lum. The investigation shows that group dynamics and prod-
uct characteristics were two key factors in the success of the
innovation adoption. Findings from an empirical study
demonstrate that the students perceived the simulation
course as a viable alternative to the lecture-based pedagogy.
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Experiential learning is “the process whereby knowledge
is created through the transformation of experience.
Knowledge results from the combination of grasping and
transforming experience” (Kolb, 1984, p. 41). Because of its
innovative style, it alters the social behavior of adopters. In
business and marketing education, experiential learning trans-
forms the behavior of both faculty and students. “The profes-
sor’s role evolves from that of a knowledge fact provider to a
knowledge theorist and manager,” and the student changes
from a passive knowledge acquirer to an active learner (Celsi
& Wolfinbarger, 2002, p. 69).

Today, experiential learning receives greater attention as
colleges of business are facing pressure from main stakeholder
groups. On one hand, corporations are increasingly demand-
ing better skills from students in MBA programs where the
traditional lecture approach has been the dominant teaching
mode for decades. “In relatively few instances in established
business schools is there much clinical training or learning by
doing—experiential learning where concrete experience is the
basis for observation and reflection” (Pfeffer & Fong, 2002, p.
85). On the other hand, the current generation of business stu-
dents, growing up in a social environment that is progressively
interactive and communication intensive, expects a more

stimulating educational experience to maintain interest, con-
centration level, and motivation (Ueltschy, 2001).

The adoption of experiential learning is challenging
because of the amount of effort required. Experiential learn-
ing typically involves dialectical modes of experiencing,
reflecting, thinking, and acting (Kolb, 1984; Kolb, Boyatzis,
& Mainemelis, 2001). However, grasping a technology that
allows students to go through the entire cycle can easily add
hours to a faculty member’s workload, and one or two semes-
ters, if not years, are needed before an adopter feels comfort-
able with the tool. Furthermore, technology implementation is
only part of the requisite. For a successful adoption, greater
effort is required in curriculum development because the ped-
agogy is not hereditary but a drastic departure from the tradi-
tional lecture-based approach (Daly, 2001).

The adoption also involves risks. As a result of the accel-
erated life cycle of product innovation in the past decade,
many innovative technologies in business education became
transient in nature. For example, in a study of computer-based
marketing simulations, Fritzsche and Burns (2001) observed
high attrition rates during technology platform shifts. From
1991 to 1994, among the dozens of marketing simulation pro-
grams, only three survived the platform shift from mainframe
to MS-DOS environment; when the shift to the Windows
environment was completed in the late 1990s, only two sim-
ulations were able to make the transition. When technology
attrition occurred, the support services for transient technolo-
gies were often terminated, inevitably forcing the adopters to
abort the projects in the middle of the adoption. Consequently,
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