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TRIAL BY CLICKBAIT

UTILISING ONLINE ADVERTISING FOR THE 
DEVA TRIAL
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THE DEVA TRIAL

• Non-inferiority RCT; dequalinium 
chloride vs UK guideline antibiotics

• Cis-females with bacterial vaginosis 
confirmed by microscopy

• 3 recruitment pathways; in person 
and remote

• 12 week follow-up; 4 and 12 week 
questionnaire 

• 4 week swab for remotely recruited 
participants
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RECRUITMENT PATHWAYS

PATHWAY 1: 

IN PERSON

PATHWAY 2: 

PHONE TRIAGE

PATHWAY 3: 

WEBSITE

SHC



PATHWAY 3: WEBSITE

 Instantly notified if passed pre-screen

 Expression of Interest (EOI) as a pre-screen tool 

 Available all over the UK 
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www.devastudy.ac.uk

http://www.devastudy.ac.uk/


CREATING THE ADS

TARGET AUDIENCE BARRIERS WHEN 
ADVERTISING TO THE 
TARGET AUDIENCE?

AUDIENCE TO 
PARTICIPANT 
CONVERSION
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CREATING THE ADS
TARGET AUDIENCE

• Broad target audience

• Search engine and social media

• Who are the users on each platform?

• How easy is it to advertise on the platform?

• What information can we get to effectively 
adapt the advertising strategy?
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CREATING THE ADS
BARRIERS TO TARGETING TO THAT AUDIENCE

• Inclusive 

“Am I represented?”

• Sensitive content 

“ Do I want to engage with this?”

• Trustworthy and honest 

“Is this a scam?”
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CREATING THE ADS
CONVERSION
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Advert 
served on 

social 
media/search 

engine

Click on 
advert

Complete 
EOI form

Consent to 
trial and 
receive 

eligibility kit

Return 
eligibility kit 

to lab

Final 
eligibility 

screen
Randomise



CREATING THE ADS
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18-23 24-35 36-40



CREATING THE ADS
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CAMPAIGN GO LIVE!

✓Campaign 1: 

21 August 2021 – 06 October 2021

✓Campaign 2: 

23 February 2022 – 18 May 2022

✓Google advertising continuous 
since August 2021
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RESULTS AND INSIGHTS
Conversion tracking 
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DATA

DATA

DATA

DATA

DEVA website Data layer Conversion trackers Engagement data



RESULTS AND INSIGHTS
Facebook and Instagram
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Most engaged 
Facebook/Instagram advert

Patient group
Thumbstoppable 

ratio

18 - 23 39.59%

24 - 35 34.96%

36 - 40 36.52%



RESULTS AND INSIGHTS
Google
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• ~90,000 impressions 

• ~7500 advert clicks

• 0.62% > 3.17% EOI conversion



RESULTS AND INSIGHTS
Google
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GENERIC
45-54
55-64

TREATMENT
25-34
45-54

RECURRENT
25-34
18-24



RESULTS & INSIGHTS
Trial data

•1721 EOI forms 

•1159 eligible

•287 consented

•99 participants recruited 

•51% of trial recruitment
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EFFECTIVE TARGETING ON SOCIAL MEDIA

GOOGLE OPTIMISATION

WORKING WITH RESEARCH NAÏVE THIRD 
PARTIES

FINANCE AND COST
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CHALLENGES



NEXT STEPS

• Website update

• Social media profile refresh

• Financial reconciliation

• Review strategy

• Refresh adverts (if social media use continues)
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SUMMARY

✓Online advertising is a necessary 

✓Effective but expensive

✓Specialist expertise is valuable

✓Use the emerging data

✓Not a one size fits all approach

✓“Traditional” advertising still important (posters etc)

Thanks 
DEVA TMG, PPI group and BigCat marketing agency

Email me: Rebecca.haydock@nottingham.ac.uk 20
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Q&A 
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