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Purpose & 

Agenda. 

PURPOSE

To present innovative ways to enhance recruitment with a focus on incentives,

messaging, and branding of the study.

To provide information specific to special populations, including Veterans and military

service members.
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Introduction: 

Meet the speaker

Katie is a licensed clinical psychologist and co-lead of the Behavioral Science

Community of Practice in Ipsos Public Affairs’ Government and Health Services (GHS).

She previously practiced at the DC VA Medical Center. She currently serves as a

subject matter expert on messaging, attitude measurement, and behavior change

research.

Katie Ziemer, PhD

Associate Research Scientist, Ipsos
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Ipsos has over 30 years of experience working with physicians, 

hospitals, payers, brokers, and other health provider organizations. 



The 

Problem.

Implications
• Need to expand study time frame

• Need to get funding extensions

• Less reliable results

• Delays in implementing new treatments 

– Retention is also difficult 
• Impacts internal and external validity 

• Need engagement to evaluate efficacy and 

generalizability of interventions

Recruitment is often 

slower and more 

difficult than expected 

One of top 3 pain points 

among researchers1
31%

Of clinical trials achieved their 
original recruitment target2

1. Forte, 2017, State of the Clinical Research Industry Report. 

2. McDonald et al. (2006). What influences recruitment to randomised controlled trials: A review of trials funded by two UK funding agencies, Trials, 7(9).



Some Considerations. 

MOTIVATION

Why do people join 

research studies?

Why do people stay in 

research studies?

MESSAGING

What’s the best way to capture 

people’s attention?

How can researchers communicate 

effectively about the study?

How can messages be tailored to fit 

the target audience?
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Motivating 

Participation. 

Engaging Participants in Research



Motivating Participation 

Intrinsic vs. Extrinsic 

Motivation

Incentives work well for routine, simple, and boring tasks or in the absence of other motives to participate 

BUT, if the task is something the person would find inherently interesting or altruistic, incentives decrease motivation

If study is longitudinal, need to keep offering incentives to elicit the same behavior

Which is better?

INTRINSIC MOTIVATION EXTRINSIC MOTIVATION

Motivated by the self 
(e.g., altruism, internal values)

Motivated by the outside 
(e.g., contingent rewards/incentives)



Motivating Participation

Case Study: 

Giving Blood. 

Participants invited to become blood donors

• Three experimental conditions
• No compensation

• Received $7

• Choice of receiving $7 or donating it to charity

• Outcomes 
• Men: No difference between conditions

• Women: blood donation decreased by almost half when 

offered payment; charity donation fully counteracted this 

effect

Mellstrom & Johannesson (2008). Crowding out in blood donation: Was Titmuss right? Journal of the European Economic Association, 6, 845-863.

Paying people for altruistic acts may actually make them less likely to do it



Motivating Participation

Why do People 

Participate in Research? 

The Center for Information & Study on Clinical Research Participation, 2014, Study General Perceptions.

https://forteresearch.com/news/infographic/patient-recruitment-enrollment-clinical-trials-infographic/

Slegers et al. (2015). Why do people participate in epidemiological research? Bioethical Inquiry, 12, 227-237.

People participate more for intrinsic reasons than extrinsic reasons 

Other Reasons

• Personal experience 

with the illness/condition 

under study

• Belief in the wide-

spread public benefit of 

the research 

• Trust in the institution

• Obtain better treatment

33%

29%

18%

15%

5%

To advance 
medicine

To help improve the 
lives of others

Other

To help improve their 
condition

To earn extra money

https://forteresearch.com/news/infographic/patient-recruitment-enrollment-clinical-trials-infographic/


Motivating Participation

Why do Veterans 

Participate in Research? 

1. Campbell et al. (2007). A comparison of Veteran and nonveteran motivations and reasons for participating in clinical trials, Military Medicine, 172, 27-30.

2. Cook et al. (2017). US military service members’ reasons for deciding to participate in health research, Research in Nursing & Health, 40, 263-272.

Veterans participate more for altruistic reasons and less for financial 

compensation as compared to non-Veterans1

Veterans’ reasons for participating in research2:

• To make things better for others

• To improve an organization

• To help researchers

• To improve one’s health

• Convenience



Motivating Participation

How Do 

Participants 

View Monetary 

Incentives?

• Participants view incentives positively -

as a benefit to participation1

• Incentives have NOT been found to be

coercive1,2

• Believe that the amount should reflect

time, inconvenience, and degree of

risk1

• Monetary incentives increase

willingness to participate in research,

BUT more money increases the

likelihood that participants will conceal

restricted behaviors2

1. Breitkopf et al. (2011). Perceptions of reimbursement for clinical trial participants, Journal of Empirical Research on Human Research Ethics, 6, 31-38.

2. Singer & Couper. (2008). Do incentives exert undue influence on survey participation? Experimental evidence. J Empir Res Hum Res Ethics, 3, 49-56.

3. Bentley & Thacker. (2004). The influence of risk and monetary payment on the research participation decision making process, J Med Ethics, 30, 293-298.

EXPECTATION FOR 

PAYMENT/ REWARDS
Because rewards have typically been used

in research studies, participants likely have

an expectation to be paid



Motivating Participation 

Practical implications

Incentives Work The Best For Boring Tasks 

Acknowledge that task is tedious and offer explanation for why it’s necessary

Incentives Are The Worst For Ongoing Behavior Change 

Rewards cause people to focus more on the short-term gains than long-term outcomes. They will stop 

doing the behavior as soon as it is no longer rewarded

Offer The Option To Donate To Charity 

May encourage people to participate in the study, especially if they’re doing it for 

altruistic reasons 

Keep Incentives Consistent 

If you offer a reward at the beginning of the study, you need to keep offering 

rewards throughout the study
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Messaging 

and Branding. 

Engaging Participants in Research



Messaging and Branding

Consistent And 

Specific Branding Is Key. 

• Purpose: Ensure outside of envelope looks official, 

compelling, and differentiated from junk mail

• Mailed military service members survey of patient experience

• Randomized to receive one of two types of envelopes

– Old design: general slogan and seals

– New design: program-specific slogan and seals

• Outcome

– New design produced higher response rates as 

compared to old design

Old Design

New Design

Envelope Experiment Case Study for the 

Defense Health Agency



Messaging and Branding 

Include A Specific Call 

To Action. 

• Purpose: Create an effective call to action for returning a survey 

• Mailed military service members survey of patient experience

• Randomized to receive one of four types of cover letters

– No return-by date

– Return within 2 weeks

– Return within 4 weeks

– Return “as soon as possible”

• Outcome

– Return “as soon as possible” produced highest response rates 

for Active Duty service members

– Return within 2 weeks produced highest response rate for Active 

Duty family members

“Return-by Date” Case Study for the Defense 

Health Agency



Messaging and Branding

Know Your Audience And 

Tailor Your Materials. 

1. Brown et al. (2012). Minority recruitment into clinical trials: Experimental findings and practical implications. Contemp Clin Trials, 33, 620-623..

Generic

“Cardiovascular disease, such as having 

a heart attack, kills more women in 

California than any other cause of death, 

including breast cancer.”

Minority-Specific

“Less well known is that many ethnic 

minority women—including African 

American, Asian American, Latina, 

Native American, and Pacific Islander 

women —are at higher risk for 

cardiovascular disease.”

• Purpose: Increase recruitment of ethnic minority 

women into weight management clinical trial

• Women randomized to one of four recruitment 

letters

– Non-personalized vs. personalized letters

– Generic vs. minority-specific health risk 

information 

• Outcome: Ethnically-targeted statements 

improved recruitment among racial and ethnic 

minorities 

Ethnically-Targeted Recruitment 

Letters Case Study1



Messaging and Branding 

Pay attention to perceptions

Perceived Benefits Perceived Barriers

+ Help future patients with my disease (although it might 

not help me)

+ Providing a valuable contribution to society

+ Treated like a person and not a number 

+ Sense of hope about my disease 

+ Way to actively treat my disease 

+ Hope for a cure 

+ Able to extend my life 

+ Help my children or other family members in the future

- Potential to receive the placebo 

- Makes me recognize the seriousness of my disease 

- Makes me worry about other family members 

- Bothersome side effects

- Need to rearrange my life to participate 

- Unknown side effects that are potentially life 

threatening

- Might not benefit me

- Costing me money out of pocket

National Academies of Sciences, Engineering, and Medicine. (2016). Strategies for ensuring diversity, inclusion, and meaningful participation in clinical trials: Proceedings of a workshop. Washington, DC: The National Academies Press.

Ulrich et al. (2012). Developing a model of the benefits and burdens of research participation in cancer clinical trials. AJOB Prim Res, 3, 10-23.

Perceptions and messaging play key roles in people’s decisions about whether to participate in research



Messaging and Branding

Practical implications

Make Branding Consistent And Specific

Trust in the institution is one of the reasons why people participate in research. Make sure participants know 

the study is being conducted by your institution.

Don’t Forget The Call To Action 

This includes return-by dates for surveys or writing down 

appointment times for clinical trials

Targeted Messages Tend To Have Greater Recruitment 

Success 

But it depends on the type of targeting– so know your audience 

Address Perceived Benefits And Barriers In The 

Materials 

Remember to make this specific to your target population 
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Questions? 



ABOUT IPSOS.

Ipsos ranks third in the global research industry. With

a strong presence in 87 countries, Ipsos employs

more than 16,000 people and has the ability to

conduct research programs in more than 100

countries. Founded in France in 1975, Ipsos is

controlled and managed by research professionals.

They have built a solid Group around a multi-

specialist positioning – Media and advertising

research; Marketing research; Client and employee

relationship management; Opinion & social research;

Mobile, Online, Offline data collection and delivery.

Ipsos is listed on Eurolist – NYSE – Euronext. The

company is part of the SBF 120 and the Mid-60

index and is eligible for the Deferred Settlement

Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA,

Bloomberg IPS:FP

www.ipsos.com

GAME CHANGERS.

At Ipsos we are passionately curious about people,

markets, brands and society. We deliver information and

analysis that makes our complex world easier and faster

to navigate and inspires our clients to make smarter

decisions.

We believe that our work is important. Security, simplicity,

speed and substance applies to everything we do.

Through specialization, we offer our clients a unique

depth of knowledge and expertise. Learning from

different experiences gives us perspective and inspires

us to boldly call things into question, to be creative.

By nurturing a culture of collaboration and curiosity, we

attract the highest caliber of people who have the ability

and desire to influence and shape the future.

“GAME CHANGERS” – our tagline – summarizes our

ambition.


