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[bookmark: _GoBack]Introduction/ Need for Innovation or Idea
The process of face-to-face survey data collection can be a difficult experience for many novice researchers (Peredaryenko & Krauss, 2013). Historically in data collection, researchers have focused on characteristics associated with external participants: how the participant engages, perceives the study, and ultimately how and if they decide to respond. However, this study sought to improve components of internal validity by increasing the researchers’ interest and motivation in the data collection process. In the fall of 2018, a group of undergraduate and graduate researchers collected consumer behavior data utilizing face-to-face survey methods at two major state events, an agricultural exposition and a state fair. In an effort to incentivize student researchers and appeal to their competitive nature, the lead faculty researcher designed an experience to increase student engagement in collecting high-quality data within the context of a zombie apocalypse. With gamification theory as the basic framework, the design enlisted a set of criterion, zones of safety, and a host of “zombie-specific” characteristics to keep in mind during the event-wide outbreak (Landers, Auer, Collmus, & Armstrong, 2018). Survey participants were required to meet a predetermined set of qualifications, reducing bias by limiting “zombie” participants from being heavily collected. By facilitating data collection as a game and overall learning experience, we observed a shift in undergraduate and graduate engagement; students either met or exceeded the quota set through the design of the zombie apocalypse and viewed the experience as more engaging than previous data collection activities. In terms of innovation, the faculty member captured the entertainment factor for millennial groups – with respect to pop culture’s representation of a zombie apocalypse. 

How it Works/ Methods/ Program Phases/ Steps
During Phase One, the faculty researcher designed a tiered strategy utilizing gamification principles for data collection during the state fair (Seaborn, 2015). The initial challenge was to choose a theme; with the recent pop culture interest in zombies, an apocalypse was chosen. The researcher identified potential biases for survey participants as well as surveyors toward participants. Individuals who resembled the criteria for predetermined biases were labeled “zombies” and “off limits.” Data collection sites were chosen shortly after criteria were developed; once sites were chosen, guidelines were constructed to avoid survey contamination. With bias and context in mind, the researcher developed a map of ground zero, safety zones, and a headquarters location. Surveyor survival was categorized by number of surveys collected; for example: Absolute survival guaranteed if at least 50 surveys were completed prior to rescue, severe injury and possible infection if at least 20 surveys were completed prior to rescue, and absolutely no hope if less than 10 surveys were completed prior to rescue. 

Phase Two introduced graduate and undergraduate researcher participation in survey data collection designed as a zombie outbreak. On the initial morning of data collection, a mass text message leaked to researchers including a map of zones, characteristics of “zombies,” the survival guide, and a reminder to turn in any researchers who might be “in transition.” Phrases including data collection were avoided; focus was pulled towards the competitive nature of the task. Every two hours, reminders and alerts triggered new developments in the apocalypse.

Phase Three included assessment and reflection on the study; researchers and faculty researchers discussed the effects of an apocalyptic outbreak design during their first experience with face-to-face data collection. The number of completed surveys per surveyor was calculated at this time as well.

Results to Date/ Implications
Using gamification theory as a method to simultaneously teach students new research concepts and increase their interest and motivation in a usually long and difficult data collection process, provided a new opportunity to understand how novice researchers engage in public data collection. Graduate and undergraduate researchers claimed the competition incentivized the process and helped them target appropriate survey participants. Introducing students to face-to-face survey data collection within the context of competition provided a level of familiarity and comfort, aiding in the favorable outcome of the study. Students either met or exceeded the quotas set forth by the faculty researcher; the set quota for student success was determined to be 50 surveys completed per student. Additionally, two students described the experience to be stressful and overwhelming, a finding supported by Landers et al. (2018) and the use of gamification to increase student learning. Individual responses from research participants are included below for context. Researchers collected surveys on three separate days; the first day was framed in the apocalypse while the remaining two were not themed. Although variables are present, the study could not ignore that 307 surveys were collected during the apocalypse versus 197 surveys and 110 surveys on additional days for data collection.

“I was absolutely dreading the impending doom of collecting surveys all day at the fair. After receiving the zombie apocalypse rules, I immediately became excited about the day. I was living my best life as I dodged being infected by zombies and collected surveys from apocalypse survivors. My mind was completely focused on surviving the apocalypse, and I completely forgot that I was completing an assignment (U_129_Q).”

“At first, I did not know where this idea was going, but I loved how it turned out! I felt the competitiveness made me want to get as many surveys as possible and lessened the awkwardness that is normally felt when preforming qualitative research (G_387_Q).”

Advice to Others
Using gamification theory (Landers et al., 2018) to increase student learning and engagement can be considered effective within the parameters of this study; however, future studies might also consider what engages students individually. Future studies designed to impact researcher engagement might also consider the elements of disengagement when too much pressure is assigned to data collection via a competition or similar experience. Although it was not observed in this study, it is possible for researchers to become more concerned with winning and abandon competition criteria affecting the overall quality of data collected.

Costs/ Resources Needed
For this study, surveys were administered on iPads. Costs for tablets, cases, and technology accessories were absorbed by a larger project. Because students were collecting data within the boundaries of a course, additional time and resources were allotted for student learning, such as travel and admission to events. The apocalypse design was created over the course of one day in a collaborative space, including two graduate research assistants and one faculty member. Materials for the study include the following: six iPads used at $400 a piece, technology accessories including stylus pens at $10, protective cases for each iPad at $25 per case, and a charging hub for all iPads to be contained and charged in one space at $700.
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