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Using Facebook advertisements
to recruit respondents



Facebook “field” experiment

. . . Mzalendo —
Research design: Online field experiment (A/B test) 'g’ Sponsored - @
Page: Partner’s Facebook page (@MzalendoWatch) iy
Target population: Kenyans on FB 18+ Looking for a better job?
lick h
Ad targets: 18-34/35+, m/f Click hiars
Dates: July 2-5,2015 — 01—
_' R—
Budget: $3,000 208
Clicks: 31,136 unique visitor to the Mzalendo page
Cost per click: $0.10 Esolng for.s batter job
P
© 554 24 Comments 14 Shares
What is our Government doing about youth What is our Government doing about unemployment? [y e G Gomment f St
unemployment?
70 percent of unemployed Keyr:)yuag:::!b:;:‘?n the ages of 15 and 35. Are 40e f nyans ariunemploysc Areiyouione ol them Outcomes Of interest
# of Actions
Comment 671
Share on Facebook 535
Read the bill 1105
Share on Twitter 150
Total 2461




Team and Nation: Sports, Nationalism, and Attitudes Toward Refugees

L. Rosenzweig & YY. Zhou (Comparative Political Studies, 2021)

Mode: Qualtrics survey (23 min)

Page: Princeton/MIT Academic Survey (@PrincetonMITSurvey) E: DIEEGUTACHSESN: e
Target population: Kenyans and Tanzanians on FB 18+ Burudika na dodoso. Pata malipo!

Ad targets: country-wide and location-based

Dates: June 12-26, 2019

Budget: $1,960

Sample size: 2,647 respondents

Cost per completed survey: $0.05 - $5.38 (mean = $0.74)
Incentives: $0.50 baseline, $1 endline

Table S1: Descriptive statistics of all study respondents ' ‘
Statistic N Mean St. Dev. Min Pctl(25) Median Pctl(75) Max Burudika na dodoso la dakika 20.
Female 2647 026 044 0 0 0 1 1 Pata malipo!
Age 2,645 27.00 6.20 18.00  23.00 26.00 30.00  68.00 T S
Education Level 2,645  6.00 1.30 000  6.00 6.00 7.00  8.00 X -
Urban 2,644  0.73 044 000 0.0 1.00 1.00 1.00 2
Lived Out Length 2,610  0.26 067 000  0.00 0.00 000  4.00 T GOT UALTRES COM
Knows Refugee 2,606  0.49 0.50 000  0.00 0.00 .00 1.00 Eun online survey! LEARN MORE
Employment 2608 160 080  0.00  1.00 1.00 200  3.00 e
Household Wealth 2,647 370  2.20 0 1 4 6 7 g
Voted 2,647 071 0.45 0 0 1 1 1 Paper:
Political 2,607 0.44 0.50 000  0.00 0.00 1.00 1.00 hitps:/flournals.sagepub.com/doi/pdf/10.1177/0010414021997498
Religion 2,333 1.20 0.78 1.00 1.00 1.00 1.00 6.00 Podcast:

o https://anchor.fm/nicolas-wittstock/episodes/Beautiful-game--troubling-
Religiosity 2,301 3.30 1.50 0.00 3.00 3.00 4.00 6.00 results——with-L eah-Rosenzweig-and-Yang-Yang-Zhou-euc8nd



https://journals.sagepub.com/doi/pdf/10.1177/0010414021997498
https://anchor.fm/nicolas-wittstock/episodes/Beautiful-game--troubling-results----with-Leah-Rosenzweig-and-Yang-Yang-Zhou-euc8nd
https://anchor.fm/nicolas-wittstock/episodes/Beautiful-game--troubling-results----with-Leah-Rosenzweig-and-Yang-Yang-Zhou-euc8nd

Happiness and Surprise are Associated with Worse Truth Discernment Of Covid-19 Headlines Among

Social Media Users in Nigeria. L. Rosenzweig, B. Bago, A. Berinsky & D. Rand (Working Paper)

Table Al: Descriptive statistics of study respondents

Statistic N Mean St. Dev. Min  Pctl(25) Median Pctl(75) Max

. . Female 1,325 032 047 000  0.00 0.00 100 100

Mode: Qualtrlcs survey (22 mln) PM  Princetor/MIT Academic Survey Age 1,321 2800 700 1800  22.00 26.00 3100  62.00

c - AS Ssponsored - 3 *" Some university 1,321 076 043  0.00  1.00 1.00 100 100

Page: Princeton/MIT Academic Urban 1,297 080 040 000  1.00 1.00 100 1.00

. Bored at home? Take our survey Employed 1,316 049 050  0.00 0.0 0.00 1.00 1.00

Su rvey (@ PrincetonMITSu rvey ) Christian 1,316 076 043 000 100 1.00 100 100

Religiosity 1,208 320 099 000 3.0 4.00 400  4.00

Target population: N igerians on FB Voted 1,318  0.45 0.50 0.00 0.00 0.00 1.00 1.00
APC supporter 1,341  0.11 0.31 0 0 0 0 1

18+ Daily FBuser 1314 074 044  0.00 0.0 1.00 100 100

Percent of Respondents from each State in Nigeria

Ad targets: m/f

Budget: $203

Dates: April 1-3, 2020
Clicks: 2,698 clicks — 1,341
completed surveys

Cost per Completed survey:. $01 5 ;Aarﬁ?;ﬁzﬁilxzrséﬁcxwey
Incentives: 500 NGN ~ $1.30 forsirtime (iermone

Percent of respondents
0 [0,0.1]
O (0.1,1]
= (1,5
= (5,20]
= (20,30]




Optimal Policies to Battle the Coronavirus “Infodemic” Among Social Media Users in Sub-Saharan Africa

M. Offer-Westort, L. Rosenzweig & S. Athey (PAP: https://osf.io/ny2xc/)

[1F® Social Impact Research...
4 Sponsored - &

Take a 20 minute survey on Messenger -
receive airtime. ...See More

Mode: Messenger bot survey (~25 min)
Page: Social Impact Research Initiative
Target population: Nigerians and Kenyans 18+

Ad targets: above/below avg. adult age in each country, g/';f,zrr‘niﬁ:: 28 e e (-

m/f G < &) ‘#‘j
s W A i

Budget: $1040 B2 4 1&‘@?{4}‘7

,A

Dates: February 26 - March 20, 2021 o
Messages started: 16,166 ' . :
Completed surveys: 9,750

Cost per completed survey: $S0.11
Incentives: 50 KES/200 NGN ~ $0.50

Start survey in chat Start su

® @ Lucy an.. 17 Comments

[Ilb Like (D) Comment /> Share



https://osf.io/ny2xc/

Optimal Policies to Battle the Coronavirus “Infodemic” Among Social Media Users in Sub-Saharan Africa

M. Offer-Westort, L. Rosenzweig & S. Athey (PAP: https://osf.io/ny2xc/)

m Social Impact Research
R Initiative

Sponsored -

Take a 20 minute academic survey on
Messenger - receive airtime

R SEND MESSAGE
Chat in Messenger C

Social Impact Research
= Initiative
Sponsored

Take a 20 minute academic survey on
Messenger - receive airtime

MESSENGER € SEND MESSAGE
Chat in Messenger

ﬂ.

chatfuel


https://osf.io/ny2xc/
https://docs.google.com/file/d/1H20dogu4kXy-EInp1mRYVBvikAPANVHr/preview

Quality/Quantity: An Assessment of
Facebook for Respondent Recruitment
in Kenya and Mexico

Leah R. Rosenzw@g, Parrish Bergquist,
Katherine Hoffmann Pham, Francesco
Rampazzo, & Matto Mildenberger



https://static1.squarespace.com/static/5410fc5ae4b0b9bdbd0cde82/t/5f201d340708bc5116d036cd/1595940154387/Facebook_sampling_public.pdf

Motivation




Opportunity for Online Surveys

e 67% of the world’s population
has a mobile phone subscription

e 49% has access to internet

e Online surveys can be fast +
affordable

e (Quality results?




Facebook as a Social Science Tool
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2.5 billion monthly active users as
of September 2019

Microtargeting through the platform

e Polish migrants (Potschke & Braun 2017)
e East Africans (Rosenzweig & Zhou 2021)
e COVID-19 behavior (Grow et al. 2020)



Research Question

Can quota sampling using Facebook
advertisements deliver quality results?



Facebook Penetration Rate Age 15+ January 2020

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Can quota sampling using Facebook advertisements deliver quality results?




Internal validity:

e Does Facebook effectively identify respondents of interest? /
e Are the responses valid? V/

External validity:

e Can all subgroups of interest be reached? X
e Are users who respond similar to those who didn't take the

survey? v/
e Are units independently sampled? X



Data & Results




Recruitment

Mexico

e Strata: gender,
age, education,
administrative
unit

e Climate change

e N=5,168

Kenya

Strata: gender, age,
education, ‘
Afrobarometer
clusters

Political attitudes
N=1,452

1 Yale Survey Research Lab |

Sponsored @&

YALESURVEY.CA1.QUALTRIC...

Queremos conocer tu LEARN MORE

opinién

Kenya SoMe Research Study
. 'Y Written by Leah Rosenzweig (7], September 23, 2019~ %

1% Jakika 20 kwa utafiti

% 0. fa wa maongezi kwa simu yako!

©



Internal Validity

e Targeting accuracy:. % match
(survey vs. Facebook)

e Attention checks: In Kenya,
98% pass easy check

Mexico Kenya
Gender 08 90
Location | 67 63
Age 87 47*

*targeting 32+




Internal Validity

In Kenya, we
replicate the finding
from Tversky &
Kahneman (1981)

600/0‘

NN
o
X

)
o
X

Support for Policy

00/0 1

Lost Saved
Framing

Policy [ Certain [l Risky




External Validity - Demographics

Mexico
Female 1 g:;;!
18-29 © 9. ®
30-49 - o'

50-59 - ok &

60+ ® e. )

0.00 0.25 0.50 0.75
Proportion of respondents

Census # LAPOP/Afrobarometer

1.00

® Facebook Population

Kenya
Female - y | -
18-29 - ¥ e o
30-49 - »® "
50-501 »™
60+1 o®

0.00 0.25 0.50 0.75 1.00
Proportion of respondents

<+ Facebook Sample “®  Facebook Sample (weighted)



External Validity - Demographics

Mexico Kenya
1.0
' [

0.8
- 0.6 Census
_g B APOP/AfroBarom
s B Facebook Population
o Facebook Sample
% 0.4 1

0.2 1

0.0 -

<=High school Postsecondary <=High school Postsecondary



Cost

Costs are low but variable and depend on targeting criteria

Mexico Kenya

Reach 439,056 318,960
Survey results 5313 1211
Total spent $847.76  $1,293.91
Cost per survey Min $0.07 $0.05
Median $0.13 $1.15

Max $0.55 $22.07




Conclusions

Facebook can diversify audiences beyond MTurk and lab samples

e Relatively cheap and quick to recruit

e Rich targeting capabilities
This comes with costs:

e Some strata cannot be filled + “expensive” to reach certain populations
e Targeting accuracy is mixed

e Selection bias with respect to national and Facebook population

e The platform is not design with researchers in mind



Part i

How to use Facebook
advertisements to recruit
respondents



|s Facebook right for this project?

Can | reach the people | want in an affordable way?

B (New Audierx:e) Pepp‘Ie on Facebo‘ok‘
Depends on your question of interest and target Demographics Page Lkes setuity
population o et
Internet/phone access and country-level regulations - ® o
M| Wonen
(social media tax, FB restricted, etc.) that may make et v

Make sure your target group is accessible using

audience estimates and FB API

People Not Connected to Relationship Status

Audience insights: E=

https://www.facebook.com/ads/audience-insig

Facebook a suboptimal tool for recruitment. — "k IR . .
htS l 3 I
|

@
& 8
® x®
+
&
8


https://www.facebook.com/ads/audience-insights/people?act=211876105661347&age=18-&country=US
https://www.facebook.com/ads/audience-insights/people?act=211876105661347&age=18-&country=US

Setting up your ads Campign

Ad Set
Ad

1. Create/select the Facebook page you want to send ads from
2. Decide how many ads/ad sets you want to run. Are there variables
you want to balance?
a. You'll need a different “Ad Set” for each target audience
b. You can also set a different budget and timeline for each Ad
Set
3. Set your daily budget (> lifetime budget)
Adding text and images to your ad
5. Add the “call to action” and link (where do you want to send people
who click on your ad?)
6. Have Facebook optimize your ads for your desired outcome (e.g.,
completed surveys)

>

https://www.facebook.com/adsmanager/manage/campaians/



https://www.facebook.com/adsmanager/manage/campaigns/

Setting up your ads

Campaign Name Create Name Template

e Set up the campaign and objective

Campaign

Special Ad Categories off @
You're required to declare if your ads are related to credit, employment or

housing opportunities or related to social issues, elections or politics. Learn

More

Ad Set
Ad

Campaign Details

Auction
Campaign Objective
Awareness Consideration Conversion
Brand awareness Traffic @ Conversions
Reach Engagement Catalog sales
App installs Store traffic
Video views

Lead generation

Messages

Conversions
Show your ads to people most likely to take valuable actions, like
making a purchase or adding payment info, on your website, app or in
Messenger.



Setting up your ads

e Set up the campaign and objective

e Set up your ad set(s)
o Conversion
o Budget and Schedule
o Audience

*You'll need a different Ad Set for each target
audience. You can also set a different budget
and timeline for each Ad Set

Audience
Define who you want to see your ads. Learn More

Create New Audience Use Saved Audience v

Custom Audiences Create New w

Q Search existing audiences
Exclude

Locations
Location - Living In:
« Tanzania

Age

18- 65+

Gender
All genders

Ad Set Name

Create Name Template

Africa Cup - TZcountry

Conversion © See updates

Conversion Event Location

Website
App

Messenger

Send people from ads into Messenger conversations with your business. Your ad will be shown to
people more likely to open Messenger

WhatsApp

Send people from ads into WhatsApp conversations with your business, then track conversion
events, such as website visits and app activity.

Dynamic Creative off
Provide creative elements, such as images and headlines, and we'll automatically generate
combinations optimized for your audience. Variations may include different formats or
templates based on one or more elements. Leam More

Budget & Schedule

Daily Budget
$150.00

Actual amount spent daily may vary. @

Hide graph of estimated reach and results

Estimated Daily Link Clicks

$150 Budget  3.3K Link Clicks ~

8

Daily Link Clicks
S

$0 $200 $400 $600
Budget Per Day
These are estimates and donit guarantee results. @

Were these estimates helpful?

Audience Definition

Your audience

/ selection is fairly
{ broad.

Soecific Broad

Potential Reach: 5,400,000 people @
Your criteria is currently set to allow detailed targeting
expansion

Estimated Daily Results

Reach®

136K - 392K
L]
Link Clicks @

1.9K - 5.6K

The accuracy of estimates is based on factors like past
campaign data, the budget you entered, market data,
targeting criteria and ad placements. Numbers are provided
10 give you an idea of performance for your budget, but are
only estimates and don't guarantee results.

Estimates may change as people update to 0S 14. Learn
More

Were these estimates helpful?

Budget & Schedule

Campaign

Budget

Daily Budget

Actual amount spent daily may vary. (]

Schedule @
Start Date

Apr 8,2021 © 6:16PM
Eastern Time
End - Optional

Set an end date

Show More Options ~

Ad Set
Ad

$20.00 uUsD



Setting up your ads

Ad Creative
Select the media, text, and destination for your ad. You can also
customize your media and text for each placement. Learn More

Set up the campaign and objective
Set up your ad set(s) e
O CO nve rS i O n E Screen Shot 2019-06-15 at 9.46.50 AM.png

1472 x 1550

O B U d g et a n d S C h ed u I e Ed::aumem -2 Turn into Video
(@) A U d I e n Ce Select a placement to edit o=
Primary Text

Adding text and images to your ad

o Stock photos: pixabay/pexels
Add the “call to action” and link (where do
you want to send people who click on your
ad?)

Burudika na dodoso. Pata malipo!

Headline - Optional
Fun online survey!

Description - Optional

Include additional details

Destination
® (& Website
Facebook Event
Website URL
https://mit.col.qualtrics.com/jfe/form/ (3 Preview URL
Build a URL Parameter
Display Link - Optional

Enter the link you want to show on your ad

Call to Action

Learn More -

Campaign

Ad Set
Ad

@ PreviewOn

14 Placements View More Variations (e

Facebook Feeds
Feeds

M Princeton/MIT Academic Survey ..
AS sponsored - #

Burudika na dodoso. Pata malipo!

Burudika na dodoso la dakika 20.
Pata malipo!
-

MIT.CO1.QUALTRICS.COM
Fun online survey!
Please give us your opinions int...

LEARN MORE
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DETERMINING WHICK =
\CEBOOK ADS YOU S B 3
q - —e—
base —=— ©  bodybuilding
text 4 === & cosmetics
headline | bmge——0—
image 1 o= =6-
image, headline == =
text, image, | | =
headline 'e- T T T
0 0.25 0.5 0.75 1

Fraction of men in the audience

Fig. 3. “Base” ad contains a link to a page about either bodybuilding or cosmetics, a blank image, no text, or
headline. There is a small difference in the fraction of male users for the base ads, and adding the “text” only
decreases it. Setting the “headline” sets the two ads apart but the audience of each is still not significantly
different than that of the base version. Finally, setting the ad “image” causes drastic changes: the bodybuilding
ad is shown to a 91% male audience, the cosmetics ad is shown to a 5% male audience, despite the same

target audience.

Discrimination through Optimization: How Facebook's Ad Delivery Can Lead to Biased Outcomes
Muhammad Ali*, Piotr Sapiezynski*, Miranda Bogen, Aleksandra Korolova, Alan Mislove, Aaron Rieke. CSCW 2019 https://dl.acm.ora/doi/abs/10.1145/3359301


https://dl.acm.org/doi/abs/10.1145/3359301

Tracking which ads respondents come from

Facebook

Tracking © See updates
Track event datasets that contain the

conversions your ad might motivate. The

dataset that contains the conversion

selected for the ad account will be

tracked by default.

Campaign

Ad Set

Qualtrics Ad

/| Website Events

Survey FlOw Africa Cup - Tanzania Survey - Baseline
® Africacup Pixel

Pixel 1D

Set Embedded Data:
Your Facebook Pixel Is Not Active

The value for Embedded Data field ipaddress is left blank intentionally to prevent issues with survey metadata.
It looks like you need to reactivate your Facebook pixel.

3 . A [eM:ENGIELISTIg Reserved Embedded Data fields cannot have custom values.
Check your pixel settings in Events Manager to make

sure you've set it up correctly. Q_TotalDuration Number Value will be set from Panel or URL. ~ Set a Value Now
Learn more Value will be set from Panel or URL. ~ Set a Value Now

[*MV3{8) Reserved Embedded Data fields cannot have custom values.
App Events

Reserved Embedded Data fields cannot have custom values.
Offline Events @ SetUp LoginiD JE ${rand://int/1000000000:9999999999}

URL Parameters - Optional =

Source=TZcountry8Q_Language=SW \ EndlineDsPtle (EicleFndine Date)
S 5{L://SurveyLink?d=Take%20the%20Survey}

Add a New Field

Build a URL Parameter

Add Below Move Duplicate Add From Contacts Options Delete



Tracking conversions (completed surveys) with Facebook pixel

Optimization & Delivery

Optimization for Ad Delivery
Link Clicks w

Value

Conversions

Landing Page Views

Other Options

Link Clicks, Daily Unique Reach and Impressions

event, it will appear in the Results and Cost per Res

Cost Control (optional)

SX.XX

Facebook will aim to spend your entire budget and get tk
lowest cost bid strategy. If you want to set a cost contro

Show More Bid Strategies ~

Hide Options

When You Get Charged
Link Click (CPC)

Delivery Type
Standard

Lawmnaws

More

Were these ¢

sions using the

Conversions

We'll deliver your ads to the right people to help you
get the most website conversions

Lower Funnel: Drive decision-making from people
showing the most intent. If you've had at least 25
conversions in the past week, you can start a
campaign here.

If you don't want to set up a pixel

and optimize for completed
surveys, you probably want to
instead optimize (and get
charged) for link clicks

Edit Question JavaScript

Qualtrics.SurveyEngine.addOnload(function()
[*Place your JavaScript here to run when the page loads*/
»
Qualtrics.SurveyEngine.addOnReady(function()
/*Place your JavaScript here to run when the page is fully displayed*/

Ifunction(f,b,e,v,n t,s)
(|f(f qu)retum n-f qu-functlono(n callMethod”

|f('f _fba)f. qu—n n. push n;n.| loaded—lo nversmn "2.0%;

tsrc—v =b. getElementsByTagName(e)[O]
s.| parentNode insertBefore(t,s)}(window, document,'script’,
https //connect facebook.| netJen US/fbevents.js');

b(in
qu(uack ‘PageView),

»
Qualtrics.SurveyEngine.addOnUnload(function()

/*Place your JavaScript here to run when the page is unloaded*/

A

JS Question API

(%3 Full Screen

https://www.facebook.com/business/help/952192354843755?id=1205376682832142

Campaign

Ad Set
Ad



https://www.facebook.com/business/help/952192354843755?id=1205376682832142

Monitoring ad quotas and metrics

() Campaigns 2 Selected X 88 Ad Sets for 2 Campaigns [T] Ads for 2 Campaigns
(W Duplicate - 2 Edit - & A/BTest B SR ¢ Rules w in’p [ ) Il Columns: Custom w "= Breakdown = Reports
Ad Set Name Bid Strategy Budget Last Significant Edit soe‘a:;ibution O Results Reach ~ Impressions v
Q kenya-country Lowest cost  Using campaig... Jun 15,2019, 1:5... 28-day click o... 112 36,216 44,411
Conversions 663 days ago completed survey
. Africa Cup - TZcountry Lowest cost $150.00  Jun 25,2019, 10:... 28-day click o... 1,041 642,947 1,303,440
Link Clicks Daily 653 days ago completed survey
> Results from 2 ad sets © - 28-day click o... 1,153 678,019 1,347,851
completed survey People Tota
[X) Campaigns 2 Selected X 98 Ad Sets for 2 Campaigns [7] Ads for 2 Campaigns
(W Duplicate v 2 Edit - & A/BTest B O T & @ Rules w \S{::vp ® Il Columns: Custom w "= Breakdown w Reports »
Ad Set Name Cost per Result Amount Spent Ends Schedule Link Clicks :4::
0 kenya-country $1.02 $114.36 Jun26,2019  Jun 12,2019 - Jun 26,2019 501
Per completed survey 15 days
. Africa Cup - TZcountry $0.79 $818.38 of $818.38 Apr9,2021  Jun 12,2019 - Apr 9, 2021 14,724
Per completed survey 668 days
> Results from 2 ad sets © $0.81 $932.74 15,225
Per completed survey Total Spent

Total


https://business.facebook.com/adsmanager

Easier way to create many ads

[ Campaigns

+ Create (B Duplicate v 2 Edit

Ad Name
Africacup - Image 4 - Copy

) Africacup - Image 2 - Copy

v

& A/BTest

5| S @ X B Preview Rules

Delivery 1 Export

All
Account Error

Selected

Account Error
Customize Export

A
ccount Error import

Account Error Ads

AccolntEron Download Excel Template

Tuacuveaas

A | 4

AR

AV

| Link Countries

https://princetonsurvey.az1.qualtrics.corr
https://mit.col.qualtrics.com/jfe/form/S
https://princetonsurvey.az1.qualtrics.corr KE
https://princetonsurvey.az1.qualtrics.corr KE
https://mit.col.qualtrics.com/jfe/form/S
https://mit.col.qualtrics.com/jfe/form/S
https://princetonsurvey.az1.qualtrics.corr KE
https://mit.col.qualtrics.com/jfe/form/S
https://princetonsurvey.az1.qualtrics.corr KE

Cities
Garissa, North Eastern Province, Kenya +50mi
Kigoma, Kigoma, Tanzania +25mi

Kigoma, Kigoma, Tanzania +25mi
Kigoma, Kigoma, Tanzania +25mi

Kigoma, Kigoma, Tanzania +25mi

Addresses

(-4.807562, 30.360718) +39mi
(-4.807562, 30.360718) +39mi
(-4.807562, 30.360718) +39mi

(-4.807562, 30.360718) +39mi



FAQs

1. How to estimate ad costs?

a.

Best: run a pilot with your survey, ads,
and targets.

2nd best: try to estimate costs based
on other research in similar context
[function of incentive, survey length,
targeting, ad creatives, and market!]

2. Survey mode: Qualtrics vs. Chatbot?

a.

Qualtrics better for complicated flows
and randomizations

Messenger bot better if you want to
easily recontact people (panel) and
debrief attriters!

3.

To incentivize or not?

a.
b.

Upside: quicker to get respondents
Downside: sharing links across ads
(particularly problematic if you are trying to
reach only a particular subgroup)



Create your campaign/ads a couple of weeks
before you plan to run your survey.

o Each adis review by Facebook. It can
take anywhere from a few hours to
several days for your ads to be approved
and ready to go live!

Add screeners for image/video treatments

o E.g.include a photo at the beginning of
the survey and make sure respondents
can view the image and correctly identify
it.

Include a few attention checks (as you would
for a Mturk study) that range in difficulty level. @ A userree mode

Sorry | do not have data on my
phone to view pictures, so |
would like to ask for the next
time so | can buy data on my
phone be for | can continue
please




Challenges

Targeting: Moderating ad comments:

Guys this is old model of scam try and upgrade
to latest level. Learner

Geographic units are not standardized/vary by country @
and sometimes out of date (e.g. regions rather than

counties in Kenya)

Created with US system in mind (i.e., education levels) O T e

naija be scam abeg

FB estimates are sometimes wrong P rT— -

[NELET]

Bad actors: Repeat respondents and fake pages foleerelying beSea:

Me | took part in the survey late last night/early morning |
got my airtime this morning not quite long.

Like - Rep Message

Paying respondents: Automating incentive payment

should | screenshot the message | got for the airtime and
send to you? Doubting Thomas....

One solution: Africa’s Talking - T — -
: LeahRosenzweig/sending_airtime i's real dear 200 airtime, please have an

open mind in 2021

Like - Reply - Message


https://africastalking.com/
https://github.com/LeahRosenzweig/sending_airtime

Concluding thoughts

Design of Facebook ads for respondent
recruitment is more of an art than a science.

While there are challenges, Facebook ads are a
quick and relatively cheap way to recruit diverse
respondents in many contexts. And for the most

part can provide quality data, especially if you
are mainly concerned with internal validity.




Questions?


mailto:leahrosenzweig@gmail.com

