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Take Your Pulse

Make a Difference

Test an App for $70/$45

New Year’s Resolutions

Get $25 Now

Other campaigns

Ad Format
Image, Video, or Text-only

Creative Emphasis
Taking Action, Altruism, or Incentive

Ad Campaign Ad Timeline
      Facebook           Twitter            Instagram           Google AdWords

10 Key Lessons from the Pulse Recruitment 

Dec

The Campaigns 

Screener simplified

Nov. 29 - Dec. 1

Amount Spent $117

Ad Impressions 13K

Complete Screeners 3

Study Participants 1

Cost per Participant

• Emphasized altruism, taking action
• Multi-image layout
• Targeting by age, gender, and 

multicultural affinity

Make A Difference
Take Your Pulse

Jan. 10 - Jan. 12

Amount Spent $638

Ad Impressions 127K

Complete Screeners 26

Study Participants 5

Cost per Participant

127. 54

• Emphasized taking action
• Multi-image layout
• Targeting by age, gender, and 

multicultural affinity or education 
level

New Year’s Resolutions**

Feb. 4 - Feb. 6

Cost per Participant

$146.40

• Emphasized incentive
• Single image layout
• Targeting by gender and  

language

Make A Difference,
Take Your Pulse**

Amount Spent $440

Ad Impressions 106K

Complete Screeners

Study Participants 3

8

Mar. 9 - Mar. 11

Amount Spent $338

Ad Impressions 39K

Complete Screeners 80

Study Participants 21

Cost per Participant

$16.12

• Emphasized incentive, altruism
• Single image layout
• Targeting by age, gender, and 

multicultural affinity

Get $25 Now

Apr. 15 - Apr. 17

Amount Spent $178

Ad Impressions 20K

Complete Screeners 79

Study Participants 46

Cost per Participant

$3.88

• Emphasized incentive
• Single image layout
• Targeting by age, gender, and 

multicultural affinity

Test an App, Earn $70

Aug. 21 - Aug. 23

Amount Spent $0

Ad Impressions 710

Complete Screeners 22

Study Participants 1

Cost per Participant

$0

• Emphasized incentive, altruism
• Text-only layout
• Targeting by geographic areas;  

limited targeting by age group 
and gender

Test an App, Earn $45
Make A Difference

Sept. 3 - Sept. 5

Amount Spent $322

Ad Impressions 24K

Complete Screeners 175

Study Participants 67

Cost per Participant

$4.82

• Emphasized incentive
• Single image layout
• Targeting by age, gender, and 

multicultural affinity

Test an App, Earn $45

Mar. 13 - Mar. 15

Amount Spent $115

Ad Impressions 32K

Complete Screeners 5

Study Participants 0

Cost per Participant

$115+

• Emphasized incentive, altruism
• Single image layout
• Targeting by age, gender, and 

multicultural affinity

Get $25 Now

$117.10

755

79

83

Ad impressions by state Recruitment Process:

Participants by platform

unknown

Screeners  
begun
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1.5K

Ad impressions by platform

2.9M356K

937K
649

Screener submissions by platform

50
57

1.9K

456474

Consent forms, enrollment forms, and baseline  
surveys submitted

Participants randomized to Pulse 
(left) or control app (right)

Registration attempts 
found to be a duplicate 
participant or  
scammer, and removed 
from the study.

Screener submissions found to be  
ineligible

207

Our records show 
that you created 
two accounts, but 
we disabled your 
second profile 
so you only have 
access to the first 
profile.

1.1K15K 4.5K

31% 25%

4.2M

Ad impressions 
served to users

Screeners 
submitted

0.4%

42%

82%

18%

Participants by state

11
2

Unknown

Identical creative, different platforms

 Ads emphasizing an incentive
perform better than those  
emphasizing taking action or altruism.

#1
3.5%

Click-through rate, 
incentive ad-set, July

#3
 Ad impressions on Twitter
while high, translate into few 
enrolled participants.  

19%
Screener to Participant 

Retention Rate

  Ad impressions on  
Instagram while low, translate
into many enrolled participants. 

#4
25%

Screener to Participant 
Retention Rate

#5
 Ad impressions on Facebook do not translate  
into as many enrolled participants as ad impressions 
on Instagram, despite identical targeting abilities.

12%
Screener to Participant 

Retention Rate

#6  Compared to all other platforms, Instagram results 
in the most favorable return-on-investment, especially 
when paired with successful design and copy.

$2.45
Lowest Cost per 

 Participant, July 16-19

 Creating a seamless user experience is
essential: simplifying the screener improved 
screener completion rates dramatically.

#7
95%

Screener Completion 
Rate, Feb 19-Mar 4

Screener Completion 
Rate, Feb 12-18

11%

#8
 Google Adwords, while a no-cost 
option for many non-profits, resulted 
in few enrolled participants.

4%
Screener to Participant 

Retention Rate

 Incentives matter.  
Reducing the incentive by $25 
affected recruitment. 

#10

Change in click-through
rates after incentive change

-64%

Click-through rate,  
Hispanic/Latinx, Aug 31

0.7%
#9  Hispanic/Latinx young women are the most costly 

 to recruit, more so than Non-Hispanic Black young 
women and young women of other races and ethnicities.*

1.4%
Click-through rate,  

Non-Hispanic Black, Aug 31

3.5%
Click-through rate, other 
race/ethnicities, Apr 11-13

Click-through rate, Hispanic/
Latinx and Black, Apr 11-13

1.8%

#2
 Featuring current  
events in ads can improve 
click-through rates. 

<1.8%
Click-through rate, 

all Facebook campaigns

2.4%
Click-through Rate, 

New Year’s Resolutions

Online recruitment tools redesigned after pilot Final survey and associated incentive eliminated

*Race and ethnicity as defined by Facebook Ad Manager’s “multicultural affiliation” 

**Data are inclusive of additional campaigns that ran concurrent to these campaigns **Data are inclusive of additional campaigns that ran concurrent to this campaign. 

3,055
649

Unknown
658


