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50% of studies fail to meet their enroliment and retention goals

PUSH TACTICS PULL TACTICS

 Traditional media

« Event/street outreach

* Printed materials (flyers)
* Registry outreach
 Email campaigns

* Individual study websites

« Searchable study
databases

* Internet search ads

- Direct patient contact - SEO & AIO

* Clinician notifications
(BPAS)

» Patient portal messaging
 Display ads
« Social media ads
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The UR CTSI’s mission is to help researchers and their
teams produce results faster

CI5] | St ]\?@@@@

RQSI?CI;{EQEEB SCIENCE INSTITUTE
Run ads, provide /N Develop

« 100+ Meta campaigns since 2019 metrics TR S
» Optimized ads reduce costs, boost (\\g

engagement, and lead to more ‘:\ﬂ @§ @

enroliments. @@
« Campaign implementation and Create ads and Blan @@

optimization are cyclical provide IRB ;

P y guidance campaign
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Rochester’s Small-Mid Size Market
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Barriers to optimization for many research teams

Lack of budget for testing
No tracking pixels
The rush to recruit
Too many metrics

s b=
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Four strategies for optimizing Meta ads

1. Streamline testing

2. Tap into new audiences

3. ldentify common themes in high-performing messaging
4. Inform decision-making with key metrics
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Strategy 1: Streamline Testing
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Leverage Dynamic Ads to Test Creative Automatically

() Dynamic creative On

We’ll automatically create combinations of your media and text that your audience is
likely to respond to.

About dynamic creative

LN X
lously
EAPSHIETICY LUy wuvin = w —e b2 LU ERPCHENCNIY LUy wavin = w —eEE THIUE EAPSTIZTICNY LUy wavin = w ...SE‘E more

redcap.urmc.rechester.edu

redcap.urmc.rochester.edu redcap.urmc.rechester.edu

Willing to have an MRI for Learn more Willing to have an MRI for Learn more Willing to have an MRI for Learn more
research? research? research?
Uij Like ] Comment p» Share E{j Like D Comment £ Share Ub Like [0 Ccomment £ Share
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We invite adults that have been previously

hospitalized with COVID-19 - or are
experiencing Long COVID - to
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The IRB can review all dynamic content in one
document

Facebook and Instagram Ad Copy and Images for IRB approval Use of Dynamic Creative — Explanation below adapted from Facebaok com Call to Action (Button) — This will link to our landing page:

. ) . . " . hifps/fivww urme rochester edufresearch/health-research/clinical-frials/clinical-trials-
Dynamic creative takes multiple ad compenents (such as images, titles, descriptions and Call- details aspx?q=10584

Facebook ad: fain the following ek ‘ to-Actions) and automatically trials them in various combinations. This is a great optimization
acebook ads contain ihe following elements tool when you are unsure what creative resonates with your audience. Variations may include
different templates and placements based on one or more elements.

» Contact Us
Primary Text: 90 characters max including spaces (the rest will be truncated) . gt.aamUMore
Title (Headline): 40 characters max including spaces; 25 recommended EREIgEEH
E!'noii Use:_AII_ emojis . . . ) .
Link Description: Optional field with 200 characters max including spaces (may be Primary Text — For same placements, one of the following copy aptions will display above .
truncated) " . . - . one image. (Possible images are included at the end of this document ) On Instagram, this copy
Call to Action (Button): Only certain labels are available; will link to landing page will display undemeath the image:

Apply Now

Request Time

Images: May be scaled or cropped to fit ad size . . Images — Facebook may use any one of these for an ad placement
» Researchers are studying how your breast milk helps your baby grow!

» U of R researchers are studying how your breast milk helps your baby grow!

.

.

BUR UR Health Research

rHey Sweet Mama-to-bel y .

1, i . Title (Headline) — This copy will display in bold underneath the image.
1 Will you help us learn how your breast milk

1 A Breastfeeding Study

i ?
i hel your bab _dl est and grow Join us!
Help us help babies!

Primary Text

All Emojis - We may use any emajifs) to compliment Primary Text or Tifle copy. All emajis
can be found here: https/emoajipedia org/

Link Description - This is optional to include and will anly appear in some larger ad
placements, like within a user's newsfeed. Smaller placements will fruncate this copy or not use
it

Leave us your name

URL for Landing Page e —————— e —————
Find out more

(displays automatically) URMC.ROCHESTER.EDU Fommm—————

e o e e e Can we contact you?
Tide fHelp s help babies! @71 - 4 Learn vore ]} S fyou qusly o ubicas
We 're Studying how hormones in... ========m==d Should your study result in publication, you should reference the CTSA program as follows:
The project described in this publication was supported by the University of Rochester CTSA
O 1 award number UL1 TRO02001 from the National Genter for Advancing Translational Sciences of
the National Institutes of Health. The content is solely the responsibility of the authors and does
ﬂ':) U D c 2 sh nof necessanly represent the official views of the Mafional Institutes of Health.
ike omment are

Link Description

Call to Action
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Case: The UR Information
Processing Lab needed older
research participants ages 55+

1850 UNIVERSITY of
<y ROCHESTER

MEDICAL CENTER




Gender disparity was a concern

our brains

i W
studying e older adults

hers are
uofR "’-‘5“'-""":“2& we're looking for

Test

A $100 trial using dynamic ads

QLR UR Health Research

Learn

Initially received more interest from women
than men

urmu.tochestel_edu

An aging

we offer free parking, €O

Change

Created a targeted ad set for men only

An aging study

U of R researchers are studying how our
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Campaign Results

« The $100 dynamic trial resulted in 80 interested participants

» A separate ad set for men increased the number of male participants,
balancing out the gender disparity, but increased costs

« Ultimately $4 per enroll

“...we've been able to recruit more than 300 participants this year
thanks to our Facebook campaign. We couldn't be more pleased!”

-Margaret Gardner, research coordinator for the UR Information Processing Lab
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Strategy 2: Tap into New Audiences
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Social Media is Trending Towards Video

Did you know?

Static image ads never reach Facebook users who are categorized as
“only video watchers.”
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Case: The Vet Sleep Study had an
active static image campaign,
interested in optimizing further
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Barriers to using video

* Limited resources for actual video development

« External IRB has added expense and turnaround time for review

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE
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We created a video slideshow

Using dynamic ad content
that was pre-approved by
the IRB © Adcreative

Select and optimize your ad text, media and enhancements.

* Media © o [R
Help fellow Veterans |

* You can use the “Create e S g
video” option within y,

Images, videos and slideshows 6 0of 10

Facebook Ads Manager _
campaign builder. L

 We used Canva.
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40% Higher CTR with Video Ads

* 5% higher CPC

CPC (cost per CTR (link click-
Ad T
link click) v through rate) v
n Dynamic Veterans - Round 3 Images $0.38 2.12%
2.97%

= Veterans - Video Ads $0.40
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Frequency

-

Amount spent w

31,047.64

$299.76
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Case: The Vet Sleep Study was
using a lot of their bandwidth
screening people that didn’t qualify
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Lookalike audiences help limit wasted ad spend

Custom audience  dience ID Name
&% Lookalike audience ) )
Lookalike audience X
[ Saved audience Reach new people who are similar to audiences you
already care about. You can create a lookalike
Filter audience based on people who like your Page,
conversion pixels or any of your existing custom
Status audiences.
Type v
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We Optimized Our Audience
Targeting By Using Video :

Engagement @

E n a e m e n t People who have viewed at least 95% of your video Select videos X
People who have viewed at least 95% of your video -

People who have viewed at least 3 seconds of your video

People who have viewed at least 10 seconds of your video
People who either completed or viewed at least 15 seconds of your video (ThruPlay)

. . . People who have viewed at least 25% of your video

. Bu I It a IOO kal I ke aud Ience based People who have viewed at least 50% of your video
People who have viewed at least 75% of your video

+ | People who have viewed at least 95% of your video

on who has viewed at least 95% ;
of our video

* This is the only way to build a
lookalike audience without a =
tracking pixel

Create a lookalike audience X

rospects who interas
» Browse

0% 1%

@ A 1% lookalike consists of the people most similar to your lookalike audience source. Increasing
the percentage creates a bigger, broader audience

@ Cancel

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE 21



Using a Lookalike audience reduced
screening time

A one-month test using our lookalike audience compared to the original
audience from the month prior:

50% fewer completed screens
131 vs. 282

More total eligibles
e 82vs. 067

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE
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Strategy 3: Identify Common
Themes in High-Performing
Messaging
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Consider different ways to appeal to your

audience

* Does including compensation improve engagement?
“Participants will receive $50 after completing the study.”

« Could leaning into the credibility of the institution improve engagement?
‘Researchers at U of R are seeking participants...”

 Does including detailed study activities improve engagement over a
shorter description of the study?

“Participants in this study will be asked to...”

 Does using words of a lower grade level improve engagement?
“Do you drink too much and sleep too little?”

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE

Try using an Al
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with writing



Performance breakdowns give you insight
into which resonates most

Ad set v Results » Reach » |mpressions v Costperresult + Amountspent v
Parents of teens (Min Age ... ' Unpublished edits 375 211,745 793,237 $7.65 $2,866.93
Landing Page Views Per Landing Page Vie..
eadine ‘ 184 106,426 266,224 $8.62 $1,586.34
"Seeking parent and teen pairs”
Headiine 86 86,107 159,395 4.52 388.74
"A parent-child study on performance” ) a5 $
Headline
95,803 210,761 $5.8 52722
"Join a study with your teen!" A0 35.86 5
Headling 83,355 156,856 » 364.64
"Help us help teens perform at their best” 12 $24.31 5
Results from 1ad set @ - 375 211,745 793,237 $765 $2,866.93
Landing Page Views = Accounts Center acco... Total Per Landing Page Vie_. Total spent
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UR’s highest performing ads clearly state
the purpose of the study

@) Facebook Feed €) Facebook Feed @Lig UR Heakth Research v X
Families cen recene up to 570 each time they
mesat with researchers and discuss mental UR UR Health Research
UK URHealth Research ae N hesith. ! Bt e X
S GL-_[( UR H.e?_“.h Research L x Researchers are looking for families with i 2
Can parents influence whether their teenis a e children ages 9 to 11 to participate in five study U of R researchers are studying how our brains

vizits for @ study meant to learn how to prevent change as we age. We're looking for older adults

high performer? ‘Would you consider having an MRI to help
s 4 R suicidal behawior in children. Femilies do not i i
) i i advance research on the brain? This study is nesd ta have & history of suicidal thoughts or """'“hl E'I”d W'Fhf‘u‘ memaory disorders to .
This research study is now enrolling parent and looking at what kind of lasting impact COVID-19 beheviers tz join. participate in our study. We offer free parking,
teen (1317 y/e) pairs for a 2-hour lab visit at may have had on the brain. All clder adults compensation, and flexible scheduling!
of R. Both parent and teen will each receive up (2ges 60-80) are needed, regardless of whether

100950 for. complefing e visit they have had COVID-19 in the past.

studypages.com
An aging study Learn more

redcap.urme.rochester.edu

studypages.com Older adults needed for Learn more
Seeking parent and teen Learn more brain research e e = We offer free parking, co...
pairs Research Study on Youth Learn maore
Mental Health
Ty Like () comment £ Share Eb‘ Like (D Comment £ Share
[ﬂ) Like D Comment £ Share o tae - 2 Share

Other common themes among high performers include stating the time commitment and compensation
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UR’s highest performing images are of a
single person conveying a positive
emotion
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Strategy 4: Using Performance
Metrics to Guide Decisions
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Track Key Metrics On and Off Meta

Metrics for benchmarking are provided in Meta Ads
Manager

* Click-through-rate (CTR)
« Cost per click (CPC)

Downstream metrics are key for decision-making and
must be tracked/calculated outside of Meta

« Cost per sign-up

« Cost per enroll

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE

UR Benchmarks:

$1.00 per click
1.1% CTR

84
Enr@,u'ed
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Downstream Metrics Point to the Problem

Low sign-up metrics do not necessarily indicate a problem
with the Meta ad content or set-up.

Consider:

* |Is the landing page loading properly?

* |s the content of the landing appropriate and appear
trustworthy?

* |s there continuity between the ad and landing page
content?

* |s signing up too burdensome?

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE
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Run a Pilot Campaign to Test Cost per Enroliment

“‘We didn’t budget for ads.”
“How much do Facebook ads cost?”

A small pilot campaign helps researchers make informed decisions

What creative elements work the best?
. Dynamic Breakdown metrics

How much will it cost to enroll one more person using this method?
. Cost Per Enroll tracked by research team

$100 spent over 1 week can be adequate for completing
Meta’s learning phase and answering the above

UNIVERSITY OF ROCHESTER CLINICAL AND TRANSLATIONAL SCIENCE INSTITUTE
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Cost Per Enroll Varies Widely Among Research Studies

 Foot Pain from Diabetes
(PDPN) - $1,200 per enroll

« Parkinson’s Disease - $330 per
enroll

« Long-COVID - $17 per enroll
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Recap & Final Thoughts
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Optimization is a cyclical process

1. Creative optimization can be handled by Meta automatically
Dynamic ads are key to streamlining this

2. Incorporating Video Can Improve Campaign Effectiveness
And unlocks lookalike audience-building

3. High-performing content tends to have similarities
|dentify them and incorporate into future campaigns

4. It’s Usually Downstream Metrics That Inform Decisions
Screen and enrollment numbers should be collected by research
teams
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Contact

Cody Gardner / cody gardner@urmc.rochester.edu

University of Rochester Clinical & Translational Science Institute

@ UNIVERSITY of
ROCHESTER

MEDICAL CENTER




	Optimizing Meta Ads �To Recruit More Participants
	50% of studies fail to meet their enrollment and retention goals
	The UR CTSI’s mission is to help researchers and their teams produce results faster�
	Rochester’s Small-Mid Size Market
	Barriers to optimization for many research teams
	Four strategies for optimizing Meta ads
	Strategy 1: Streamline Testing
	Leverage Dynamic Ads to Test Creative Automatically 
	The IRB can review all dynamic content in one document
	Case: The UR Information Processing Lab needed older research participants ages 55+
	A $100 trial using dynamic ads
	Campaign Results
	Strategy 2: Tap into New Audiences
	Social Media is Trending Towards Video
	Case: The Vet Sleep Study had an active static image campaign, interested in optimizing further
	Barriers to using video
	We created a video slideshow
	40% Higher CTR with Video Ads
	Case: The Vet Sleep Study was using a lot of their bandwidth screening people that didn’t qualify
	Lookalike audiences help limit wasted ad spend
	We Optimized Our Audience Targeting By Using Video Engagement��
	Using a Lookalike audience reduced screening time��
	Strategy 3: Identify Common Themes in High-Performing Messaging
	Consider different ways to appeal to your audience
	Performance breakdowns give you insight into which resonates most��
	UR’s highest performing ads clearly state the purpose of the study
	Slide Number 27
	Strategy 4: Using Performance Metrics to Guide Decisions
	Track Key Metrics On and Off Meta
	Downstream Metrics Point to the Problem
	Run a Pilot Campaign to Test Cost per Enrollment
	Cost Per Enroll Varies Widely Among Research Studies
	Recap & Final Thoughts
	Optimization is a cyclical process
	Contact

