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Summary
This study assesses the feasibility and costs of reaching, screening, and enrolling sexual and gender minority adolescents
aged 13-17 years in the Southern United States in an online mixed method study, with a focus on state-level differences in
recruitment and expense.
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Introduction
An increasing number of studies in recent years have
evaluated the success and cost efficiency of using social
media-based recruitment compared to nondigital strategies
to enroll participants [1], though findings specific to
social media recruitment among hard-to-reach, minority,
and adolescent populations are still limited [2]. Available
scientific literature about the success of specific recruitment
strategies and potential cost differences by state are even
more limited [3], especially for research focused on highly
stigmatized and politicized topics or issues. The aim of this
analysis was to evaluate the feasibility and costs of recruiting
sexual and gender minority adolescents in the 8 Southern US
states, a region noted for greater stigma around sexual and
gender identity and increasing anti-LGBTQIA+ (lesbian, gay,
bisexual, transgender, queer, intersex, and asexual) legislation
[4-6].

Methods
Study Population and Setting
This study primarily focused on assessing the prevalence of
and lived experiences around digital dating violence, and
co-occurring in-person teen dating violence, among sexual
minority and gender diverse adolescents in the Southern
United States. Recruitment was concentrated on 8 southeast-
ern states due to regional similarities in internal and external
stigma and discrimination, religiosity, increasingly restrictive
policies around health care access and sexual and gender
identity, and barriers to care. To be eligible for participa-
tion, respondents must: (1) be 13‐17 years of age; (2)
live in Alabama, Florida, Georgia, Louisiana, Mississippi,
North Carolina, South Carolina, or Tennessee; (3) identify
as LGBTQIA+; (4) report at least 1 prior sexual or roman-
tic partner; and (5) be comfortable reading and writing in
English.
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Ethical Considerations
This study was approved by the University of Georgia’s
institutional review board prior to any data collection
(PROJECT00003480).
Online Recruitment Methods
From July 2021 to April 2022, we used a combination of
9 different still image and video-based advertisements on
Facebook and Instagram platforms to recruit adolescents for
study participation. In total, we ran 80 different combinations
of paid advertisement sets, all but one were tailored to a
specific state (ie,~10 advertisements per state with 9 different
visuals). Users clicked or swiped up on the advertisements
to be redirected to the study screener, at which point they
could read more about the study procedures, self-screen,
and provide demographic and contact information for our
study team to verify their identity and complete enrollment.
Within 3‐5 days, study staff used multiple authentication
measures to verify that each eligible respondent was a unique,
real individual meeting our eligibility criteria. Duplicate
and fraudulent responses or those unable to be verified
were unable to proceed with study enrollment. Validated
respondents were emailed an individualized, single-use link
to complete the online survey assessment. At the end of the
survey, respondents were prompted to confirm their enroll-
ment email and reverify their identity to receive the $20
incentive. Adolescents who completed the assessment could

also opt-in to a future Zoom-based qualitative interview with
an additional US $30 incentive.

Results
Feasibility of Social Media Advertising for
Adolescent Recruitment
The tailored advertisement sets targeting adolescents 13‐17
years in 8 southern states resulted in 12.4 million adver-
tisement views seen by 4.2 million unique social media
accounts and converted to 34,455 clicks redirecting to the
study screener (Figure 1). By state, advertisements in Georgia
resulted in the greatest number of impressions (n=1,895,611)
and unique accounts reached (n=701,975), while Alabama
had the fewest impressions (n=1,154,661) and Mississippi
had the fewest accounts reached (n=351,820). The great-
est number of conversions to the screener was in Florida
(n=5231), in comparison with almost half that number in
Mississippi (n=2899). Among screeners, 41.5% (n=2356)
were a result of advertisement clicks in Georgia (n=1207)
and Florida (n=1149) (21.5% and 20.5%, respectively). The
fewest screeners resulted from advertisements in Louisiana
(n=282) and Alabama (n=305) (5.0% and 5.4%, respectively).
The prevalence of fraudulent and duplicate responses, and the
authentication methods used to identify them, are summarized
in Figure 1.

Figure 1. STROBE (Strengthening the Reporting of Observational Studies in Epidemiology) diagram depicting the feasibility of using tailored social
media advertising to recruit and enroll LGBTQIA+ (lesbian, gay, bisexual, transgender, queer, intersex, and asexual) adolescents, stratified by state,
in the Southern United States, July 2021–April 2022. AL: Alabama; FL: Florida; GA: Georgia; LA: Louisiana; MS: Mississippi; NC: North Carolina;
SC: South Carolina; TN: Tennessee.
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Costs Associated With Advertising,
Screening, and Enrollment
We spent US $39,074.20 on social media advertising, with an
overall cost per click of US $1.13 (Figure 2) ranging from
US $0.71 in Georgia to US $1.45 in Louisiana. The overall

cost per completed screener was US $6.98, ranging from US
$3.25 in Florida to US $17.27 in Louisiana. The final cost per
enrolled adolescent was lowest in Florida (US $38.93) and
highest in Mississippi (US $360.05), with an overall cost per
enrolled adolescent of US $101.76.

Figure 2. The cost (in US $) of advertising to, screening, and enrolling LGBTQIA+ (lesbian, gay, bisexual, transgender, queer, intersex, and asexual)
youth in the Southern United States for an online mixed methods study, stratified by state of residence, July 2021–April 2022. AL: Alabama; FL:
Florida; GA: Georgia; LA: Louisiana; MS: Mississippi; NC: North Carolina; SC: South Carolina; TN: Tennessee.

Sociodemographics of Enrolled Sample
A diverse sample of 384 adolescents participated in the
study, with respondents from all 8 states ranging in age
from 13 to 17 (mean 16.1, SD 1.0) years. The sample was
45.6% (n=175) female, 52.6% (n=202) non-Hispanic white,
and 38.0% (n=146) bisexual. In total, 33.3% (n=128) of
enrolled adolescents were nonbinary and 13.0% (n=50) were
transgender.

Discussion
Using social media to recruit a diverse sample of sexual and
gender minority adolescents from the Southern US states was
a successful and cost-effective strategy, mirroring past studies
[1,3,7,8], though differences in reach and cost were noted
by the states’ estimated adolescent population, urbanicity,
and legislative landscape. The states with the highest cost
per screened and enrolled adolescent (Mississippi: $12.04,
$360.05; Louisiana: $17.27, $221.37; Alabama: $13.19,
$167.60; South Carolina: $9.36, $114.84, respectively) were
the states with the smallest estimated population of adoles-
cents 14‐17 years, as of July 1, 2021 (Mississippi: n=168,031;

Louisiana: n=240,240; Alabama: n=265,054; South Carolina:
n=267,163) [9]. Conversely, Florida, which had the lowest
cost per screened and enrolled adolescent ($3.25 and $38.93,
respectively), had the highest estimated adolescent population
(n=1,015,069) [9]. States with the most expensive recruitment
and enrollment costs were also those with a greater number
of anti-LGBTQIA+ bills introduced during the 2021 and 2022
legislative sessions (n=101; Tennessee: n=28, South Carolina:
n=19, Mississippi: n=11, Alabama: n=11) [4,5], which may
have influenced the adolescents’ willingness to participate
in research specific to their sexual and gender identity due
to concerns of confidentiality in the current sociopolitical
climate. The states with the lowest cost per screened and
enrolled youth (Florida, North Carolina, Tennessee, and
Georgia) were states with some of the largest US metropol-
itan statistical areas (MSAs), including the Miami, Charlotte,
Nashville, and Atlanta MSAs [10]. These findings indi-
cate that recruitment strategies should account for potential
state-level factors, and may require additional allocation of
funding in states with smaller population estimates, fewer
MSAs, and more restrictive policies related to the research
topic.

JMIR FORMATIVE RESEARCH Lambert & Luisi

https://formative.jmir.org/2026/1/e95006 JMIR Form Res 2026 | vol. 10 | e95006 | p. 3
(page number not for citation purposes)

https://formative.jmir.org/2026/1/e95006


Acknowledgments
Sincerest gratitude to the mentoring team for this K01 award: Drs Andrea Swartzendruber, Pamela Orpinas, Ye Shen, Patrick
Sullivan, and Carolyn Lauckner.
Funding
This study was supported by the Centers for Disease Control and Prevention’s National Center for Injury Prevention and
Control (K01CE003226; principal investigator: DL). The study sponsors had no role in the creation of this manuscript.
Data Availability
Data will be made available upon request to the corresponding author.
Authors’ Contributions
Conceptualization: DL
Data curation: DL and NL
Formal analysis: NL
Funding acquisition: DL
Investigation: DL
Methodology: DL
Project administration: DL
Supervision: DL
Visualization: NL
Writing – original draft: DL
Writing – review & editing: DL and NL
Conflicts of Interest
None declared.
references
1. Tsaltskan V, Sanchez Baez R, Firestein GS. Cost-effectiveness of social media advertising as a recruitment tool: a

systematic review and meta-analysis. J Clin Transl Sci. 2023;7(1):e180. [doi: 10.1017/cts.2023.596] [Medline:
37745929]

2. Topolovec-Vranic J, Natarajan K. The use of social media in recruitment for medical research studies: a scoping review.
J Med Internet Res. Nov 7, 2016;18(11):e286. [doi: 10.2196/jmir.5698] [Medline: 27821383]

3. Mamey MR, Schrager SM, Rhoades H, Goldbach JT. Nominal versus realized costs of recruiting and retaining a national
sample of sexual minority adolescents in the United States: longitudinal study. J Med Internet Res. Feb 2,
2023;25:e36764. [doi: 10.2196/36764] [Medline: 36729597]

4. Past legislation affecting LGBTQ rights across the country 2022. ACLU. 2022. URL: https://www.aclu.org/documents/
legislation-affecting-lgbtq-rights-across-country-2022 [Accessed 2022-12-02]

5. Legislation affecting LGBTQ rights across the county 2021. ACLU. 2020. URL: https://www.aclu.org/documents/
legislation-affecting-lgbtq-rights-across-country-2021 [Accessed 2026-03-08]

6. Hasenbush A, Flores A, Kastanis A, Sears B, Gates G. The LGBT divide: a data portrait of LGBT people in the
Midwestern, Mountain & Southern states. UCLA School of Law Williams Institute. 2014. URL: https://williamsinstitute.
law.ucla.edu/publications/lgbt-divide-mw-mountain-south [Accessed 2026-04-17]

7. Stern MJ, Fordyce E, Hansen C, et al. Social media recruitment for a web survey of sexual and gender minority youth: an
evaluation of methods used and resulting sample diversity. LGBT Health. 2020;7(8):448-456. [doi: 10.1089/lgbt.2019.
0311] [Medline: 33147121]

8. Kutok ER, Doria N, Dunsiger S, et al. Feasibility and cost of using Instagram to recruit adolescents to a remote
intervention. J Adolesc Health. Nov 2021;69(5):838-846. [doi: 10.1016/j.jadohealth.2021.04.021] [Medline: 34059428]

9. State population by characteristics: 2020-2025. United States Census Bureau. 2026. URL: https://www.census.gov/data/
tables/time-series/demo/popest/2020s-state-detail.html [Accessed 2026-05-04]

10. Metropolitan and micropolitan statistical area population totals and components of change: 2020-2025. United States
Census Bureau. 2026. URL: https://www.census.gov/data/tables/time-series/demo/popest/2020s-total-metro-and-micro-
statistical-areas.html [Accessed 2026-05-04]

Abbreviations
LGBTQIA+: Lesbian, gay, bisexual, transgender, queer, intersex, and asexual
MSA: metropolitan statistical area

JMIR FORMATIVE RESEARCH Lambert & Luisi

https://formative.jmir.org/2026/1/e95006 JMIR Form Res 2026 | vol. 10 | e95006 | p. 4
(page number not for citation purposes)

https://doi.org/10.1017/cts.2023.596
http://www.ncbi.nlm.nih.gov/pubmed/37745929
https://doi.org/10.2196/jmir.5698
http://www.ncbi.nlm.nih.gov/pubmed/27821383
https://doi.org/10.2196/36764
http://www.ncbi.nlm.nih.gov/pubmed/36729597
https://www.aclu.org/documents/legislation-affecting-lgbtq-rights-across-country-2022
https://www.aclu.org/documents/legislation-affecting-lgbtq-rights-across-country-2022
https://www.aclu.org/documents/legislation-affecting-lgbtq-rights-across-country-2021
https://www.aclu.org/documents/legislation-affecting-lgbtq-rights-across-country-2021
https://williamsinstitute.law.ucla.edu/publications/lgbt-divide-mw-mountain-south
https://williamsinstitute.law.ucla.edu/publications/lgbt-divide-mw-mountain-south
https://doi.org/10.1089/lgbt.2019.0311
https://doi.org/10.1089/lgbt.2019.0311
http://www.ncbi.nlm.nih.gov/pubmed/33147121
https://doi.org/10.1016/j.jadohealth.2021.04.021
http://www.ncbi.nlm.nih.gov/pubmed/34059428
https://www.census.gov/data/tables/time-series/demo/popest/2020s-state-detail.html
https://www.census.gov/data/tables/time-series/demo/popest/2020s-state-detail.html
https://www.census.gov/data/tables/time-series/demo/popest/2020s-total-metro-and-micro-statistical-areas.html
https://www.census.gov/data/tables/time-series/demo/popest/2020s-total-metro-and-micro-statistical-areas.html
https://formative.jmir.org/2026/1/e95006


Edited by Stephanie Law; peer-reviewed by Xavier Xu Wang; submitted 09.Mar.2026; final revised version received
05.May.2026; accepted 09.Jun.2026; published 31.Aug.2026

Please cite as:
Lambert D, Luisi N
The Feasibility and Cost-Effectiveness of Tailored Social Media Advertising to Recruit Sexual and Gender Minority
Adolescents in the Southern United States: Online Survey Study
JMIR Form Res 2026;10:e95006
URL: https://formative.jmir.org/2026/1/e95006
doi: 10.2196/95006

© Danielle Lambert, Nicole Luisi. Originally published in JMIR Formative Research (https://formative.jmir.org),
31.Aug.2026. This is an open-access article distributed under the terms of the Creative Commons Attribution License (https://
creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided
the original work, first published in JMIR Formative Research, is properly cited. The complete bibliographic information, a
link to the original publication on https://formative.jmir.org, as well as this copyright and license information must be included.

JMIR FORMATIVE RESEARCH Lambert & Luisi

https://formative.jmir.org/2026/1/e95006 JMIR Form Res 2026 | vol. 10 | e95006 | p. 5
(page number not for citation purposes)

https://formative.jmir.org/2026/1/e95006
https://doi.org/10.2196/95006
https://formative.jmir.org
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://formative.jmir.org
https://formative.jmir.org/2026/1/e95006

	The Feasibility and Cost-Effectiveness of Tailored Social Media Advertising to Recruit Sexual and Gender Minority Adolescents in the Southern United States: Online Survey Study
	Introduction
	Methods
	Study Population and Setting
	Ethical Considerations
	Online Recruitment Methods

	Results
	Feasibility of Social Media Advertising for Adolescent Recruitment
	Costs Associated With Advertising, Screening, and Enrollment
	Sociodemographics of Enrolled Sample

	Discussion


