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 Explain the research recruitment process for developing materials

̶ Cover new offering: social media advertising

 Describe/demo how to use the LucidPress template tool to develop professional, brand-
compliant research recruitment materials

 List key tips for developing effective research recruitment materials

Objectives



Process
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Policy Background and Context

 May 2019: The new institutional requirement for BMC Communications and Marketing 
review discussed with OHRA/IRB

 July 2019: The policy starts for new & revised recruitment materials

 Policy Information is disseminated by the IRB in the following manner:

̶ BU CR Times September 2019 Feature Article: Recruitment Help

̶ BU CR Times Nov/Dec 2019 Things to Know: Update on Promotional Materials Review 
Process

 This included the change in policy that allows for recruitment materials review prior to 
IRB approval

 The IRB’s role in the process is to ensure that the Communications review/development 
process is completed prior to approving materials

https://wwwapp1.bumc.bu.edu/ocr/ClinicalResearchNewsletter/article.aspx?article=756
http://www.bu.edu/crtimes/things.htm#two
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Policy Background and Context

The IRB has added a Submission Form for this process:
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Study Recruitment – MarComm Involvement

GOALS:

• Support research teams 
in recruitment efforts by 
helping them develop 
professional materials

• Ensure promotional 
materials are 
appropriate and abide 
by BMC, BUSM, 
BUSPH, BU Dental 
brand guidelines

• Enable the distribution of 
professional materials to 
potential study 
participants in an effort 
to help them feel more 
comfortable enrolling
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Process Improvements

With the onboarding of a new tool, LucidPress we have been able to service study teams in a 
more efficient way by allowing them to create materials within a suite of brand-compliant 
templates.

 Benefits:

̶ Study team has more control of the timeline

̶ More flexibility to make copy changes

̶ More flexibility to select colors, images, etc

̶ Same level of support from Communications
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LucidPress Process – High Level

1. Study coordinator (SC) will submit form to our office

2. SC will receive a login and detailed instructions for utilizing LucidPress to create their 
materials

3. SC will create materials and can send to full study team for review

4. Once finalized by team, SC submits materials for approval to Communications through 
LucidPress

5. Communications will review materials, note any edits needed and provide approval + official 
stamp of approval

6. SC will submit material(s) and stamp to IRB application as amendment



9

LucidPress User Guide



Social Media Advertising
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Social Media Advertising – budget, timing, how-to

BMC social media team works in partnership with study team to launch campaign. No vendor charge.

 Study team determines target audience

 Study team selects 3-5 images to use
̶ Study team can add a text overlay within LucidPress template or choose to just use photos with 

no text overlay

 Study team drafts 2-3 versions of ad copy (with direction and edits from social media team)

 BMC social media team sets up, optimizes, provides analytics throughout campaign

 Ads are served on both Facebook and Instagram (newsfeeds and in stories)

 Campaign can be paused or altered at anytime throughout 

 Budget/duration: recommendation to pilot any new campaign for $1,000 for 4-6 weeks
̶ This budget and duration allows us to capture enough data to determine success – if we pause, 

continue, etc
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Social Media Advertising – targeting options

Social ads are only served to the audience we target. You will not see the ads appear on BMC social 
media pages.

Study team determines the audience based on: 

 Location (states, mile radius around cities, zip codes)

 Age range (minimum age we can target is 18)

 Gender

 Interests/additional demographic factors (parents, professions, schooling, sexual orientation, 
groups joined on social media, topics posted about on social media, etc)
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Example ads to date
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 Link to the intake form (starting point for getting a LucidPress account): 
www.bmc.org/researchpromotion

̶ You will also be directed to this form via the Inspir application if you select that you will 
need research recruitment materials

̶ Please only fill out the form when you are ready to develop your recruitment materials. 
We ideally need to move users through LucidPress within 1-3 weeks

 Contact info: Lillian.Vautour@bmc.org / Josh.Read@bmc.org

Additional Info / Contact Info

http://www.bmc.org/researchpromotion
mailto:Lillian.Vautour@bmc.org
mailto:Josh.Read@bmc.org

