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You can consider this part two





However, it should 
be just one part of 
a comprehensive
recruitment plan



Here’s what social media 
recruitment looks like at UF 

• We have approved guidelines

• It lets study teams know you CAN use social media, but you 
are limited in HOW you can use it

• Facebook is the only approved platform

• Our goal is to make social media recruitment strategic and 
meaningful while adhering to ethical practices



“Can we make a 
post about this?”

6

“I want to put an 
ad on Facebook”

“I need to get the word 
out about our study”



Facebook post
• Recruiting using groups and 

pages

• Essentially a status update

• No character limit 

• Sending out into the “void”

• Free (option to do a promoted 
post)



Creating a plan for 
organic posts 
• Make a list of groups and 

pages and link to them

• Do not join groups

• Do not answer study 
questions/concerns over 
Facebook

• Study team executes this 
plan 



Facebook advertisement
• Content that is created with 

specific objectives (ex. Clicks)

• Target audience 

• Manage placements

• Character limit (125)

• Photo guidelines 



Using UF Studies
• Approved platform 

• Managed by the UF CTSI 
Recruitment Center 

• We create, launch and              
monitor campaigns

• Study team is responsible for:
• IRB approval 

• Cost of services and ads

• Sharing enrollment metrics 



Is Facebook feasible? 

• 2-hour no-cost consultation 

• Facebook is not                   
always the answer

• Can target ads by: 
• Location

• Gender

• Age

• Interests



Creating an advertising plan 

• 6 ads in one ad set

• Use evidence-based messages

• Identity roles: “rural” “parent”

• Credibility: “UF”

• Values: “e-gift card” “you can 
help”

• Diversity: Photos

• Link: Study listing or survey

• Study team submits for IRB 
approval

Post text

Headline
Photo Link



Launching and monitoring ad campaigns 





Our work so far…

Launched in 
2017

40+ 
campaigns

900,000+ 
people reached

2,800+ 
participants 

enrolled 



• Parents of adolescents asked to 
complete online survey about 
mental health communication

• Length: 2 months

• Budget: $300

• 728 clicks

• 18,676 people reached 

• 34,818 impressions

• 589 inquired (Clicked, attempted or 
completed screening)

• 259 enrolled 

Case study #1: Rural Florida parents 



• Adults 18+ nationwide asked to 
complete online survey about health 
care access

• Length: 2 months

• Budget: $850

• 3,926 clicks

• 60,527 people reached 

• 135,794 impressions

• 1,910 inquired 

• 1,288 enrolled 

Case study #2: National survey



• Adults 21-75 who have been 
diagnosed with Type 2 diabetes

• Length: 9 months

• Budget: $3,800

• 3,995 clicks

• 35,800 people reached 

• 100,752 impressions

• 666 inquired

• 8 enrolled 

Case study #3: Adults with Type 2 diabetes



• Women currently pregnant who plan 
to breastfeed their child

• Length: 7 months 

• Budget: $2,800

• 5,305 clicks

• 101,820 people reached 

• 472,278 impressions

• 256 inquired

• 19 enrolled 

Case study #4: Pregnant women 



• Adults 18 - 50 currently enrolled in 
opioid replacement therapy

• Length: 1 month

• Ad budget: $250

• 301 clicks

• 18,173 people reached 

• 159,060 impressions

• 6 inquired

• 2 enrolled 

Case study #5: Adults in opioid replacement therapy



• Children who have been diagnosed 
with a brain tumor

• Length: 1 month

• Ad budget: $250

• 590 clicks 

• 27,167 people reached 

• 45,897 impressions

• 11 inquired

• 0 enrolled 

Case study #6: Children with brain cancer 



• Seeking adults 18+ across the 
nation to participate in multi-week 
survey study about mental health 
during the pandemic

• Length: 1 month

• Ad budget: $250

• 2,861 clicks 

• 22,112 people reached 

• 51,679 impressions

• 750 enrolled

Case study #7: COVID-19 survey



It’s more than just posting and crossing 
your fingers…

You need to be strategic! 



Lessons learned…

Use photos of 
people 

Use evidence-
based 

messages

Track ad and 
enrollment 

metrics

Be proactive 
rather than 

reactive



• Additional platforms: Instagram, Reddit

• Using promoted posts on Facebook

• Navigate ethical considerations using 
Facebook 

So, what’s next?



• Guidelines available online here 

• ACRP article | Getting Started with Using Social Media to Recruit 
Research Participants 

• TIN Webinar | Recruiting participants for clinical studies using 
social media: Stakeholder engagement, case studies, and 
lessons learned (Slides) (Webinar)

• Let’s chat! dhough1@pennstatehealth.psu.edu

Thank you!

https://research.ufl.edu/wp-content/uploads/socialmedia.pdf
https://acrpnet.org/2020/04/14/getting-started-with-using-social-media-to-recruit-research-participants/
https://trialinnovationnetwork.org/wp-content/uploads/2018/08/TIN-social-media-webinar-slides_efg_FINAL.pdf
https://trialinnovationnetwork.org/wp-content/uploads/2018/08/2018-08-06-11.01-Recruiting-participants-for-clinical-studies-using-social-media_-Stakeholder-engagement-case-studies-and-lessons-learned.mp4
mailto:dhough1@pennstatehealth.psu.edu
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