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This is the most comprehensive and holistic study of young Australian 
women’s health to date, spanning key mental and physical health domains: 

 

 

 

 

GOAL: to improve women’s wellbeing, productivity and 
long-term health outcomes 
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 The age of 16-25 years is critical in a woman’s life 
 Independence, behaviours and lifestyle choices are established 
 These  lay the foundation for future health trajectories  for themselves, partners & families. 

Christie J et al, 2013 



www.yfhi.org 



Study involvement: 
- Questionnaire 
- Site visit (comprehensive 

health check)  
- Additional components: 

smartphone application, 
physical activity monitor, 
UV monitor 



 
 Pilot Study 

• 278 young women recruited through 
Facebook advertising into a health 

study over a 4 month period.1-2 

1 Fenner, Y., et al., Web-based recruiting for health research using a social networking site: an exploratory    
study. J Med Internet Res, 2012. 14(1): p. e20. 
2. Gunasekaran B et al Knowledge of Human Papillomavirus and Cervical Cancer among Young Women 
Recruited Using a Social Networking Site STI , 2012  



Pilot Study Findings (2010) 
Method: Targeted advertisements posted on Facebook, inviting 
16-25 year old Victorian women to complete a health survey.  

 

Results:  

  278 participants after 4 months of recruiting  

  Age, geographical, socio-economic distribution of 
respondents generally matched that of target population 

 Very cost-effective (AUD 20 per participant recruited) 

 50% willing to travel to our study centre  

 92% agreed to participate in a larger women’s health study* 

 Prevalence of overweight/obesity increased with age (24% of 
16-17 year olds rising to 36% for those  22-25)  

  an opportunity for effective intervention strategies 

Fenner  Y et al, JMIR 2012 



Representativeness 

 

 

 

 
 

* chi-square goodness of fit,  ** based on postal code 
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*Fenner, Y., et al. J Med Internet Res, 2012. 14(1): p. e20. 



Representativeness 
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Sexual Debut: 
 
Median age†: 18 (95% CI 17.6-18.4) 
 
†Kaplan Meier Survival Analysis 

HPV Vaccination Status: 
 
18-21 y/o: 85%    (Register ~80%) 
22-25 y/o: 75%    (Register ~65%) 
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*Fenner, Y., et al., Web-based recruiting for health research using a social networking site: an 
exploratory    study. J Med Internet Res, 2012. 14(1): p. e20. 



Cervical Cancer Prevention 

• Australia has led the world in preventing cervical 
cancer: 
− 1991: Organised cytology (Pap) screening  

program 
− April 2007: Cervical cancer (HPV) vaccine 
 

 Ongoing:  National Immunisation Program, school 
based and free of cost to girls 12-13 years. 

 7 2007- 12 2009: Catch-up program for 13-18  in 
schools and 18-26 through general practice and 
community-based programs. 



Social media as a tool for 
studying the effectiveness of 

the Australian cervical 
cancer/HPV vaccination program 

VACCINE  

 

 

 

 

Suzanne Garland* , Elisa Young, John Wark,  
on behalf of the VACCINE study group 

 
*Director of Microbiological Research, 

Director of Clinical Microbiology and Infectious Diseases, 
 The Royal Women's Hospital, 

 Professor, Department of Obstetrics, Gynaecology, University of Melbourne 
Melbourne, Australia. 

Inaugural and Past President of AOGIN 
 

The Vaccine Against Cervical Cancer Impact and Effectiveness Study 



 
VACCINE Study Objectives 

 
Measure the effectiveness of the Australian 

cervical cancer vaccine programme  
(real world situation). 

 

 
 
      
     
 
 
Sub Study A) Population Cohort (1500 18-25 year olds)  
 

• Estimate prevalence of vaccine-type HPV infections 
• Current demographic and clinical correlates of genital HPV 

infection, HPV vaccination uptake and cervical screening uptake 
• Vaccine type replacement and/cross protection 

 
 

 Sub Study B) Biopsy Cohort (500 CIN3* biopsies) 
 

• Estimate proportion of CIN3 biopsies that contain vaccine-type 
HPV DNA in a sample of young women (<30years) in Victoria 

*CIN3: Cervical Intraepithelial Neoplasia, Grade 3 
 
(funded by VCA Victorian Cancer Agency) 

 
 
 
 
 
 



Consent Form 

Signed Consent 

Consent sent to HPV Vaccine 
Register 

Participant’s HPV 
Vaccination Record 

Swab 

HPV 
Genotyping 

(Linear Array) 

Questionnaire Link 

Demographic 
Knowledge 
Behaviour 

DATA ANALYSIS 

Expression of Interest 

Telephone Call 

     
Facebook Advertising 

Secure website 

 
Sub Study A Design 

 



Secure Website 

The Vaccine Against Cervical Cancer Impact and Effectiveness Study 



 
 Recent Sensis Findings 

Sensis® Social Media Report: What Australian people and businesses are doing with social media, May 2011 



Facebook Global Snapshot 

 

 

 

 

Insidenetwork.com 



How do I go about 
setting up a Facebook 
advertising campaign? 



 
 

Designing Facebook Ads 

• Link to Facebook page or website 

• Wording 

• Picture 

• TARGET 

• Budget 

20 



 
 

Designing Facebook Ads 

• Facebook page or website link 
- Advertising a Facebook page, no URL shown, headline is the name 

of the page 

- Advertising a website, URL will be shown, headline of your choice 

• Wording 
- Headline limited to 25 characters 

- Text limited to 90 characters 

- Needs to give enough information to get only clicks from genuine 
interest 

• Picture 
- Should reflect the nature of the study 



Designing Facebook Ads 

• Target!  
– age, gender, location, interests 

– have multiple ads targeting different groups 

• Daily limit 
– maximum amount you’re willing to spend per day 

• Pricing 
– Cost per click or cost per impression 

• Bid Price 
– How much are you willing to pay?   

– Need to be >20c above recommended 



Facebook Advertising 

 

 

 

 



How do you go about monitoring or tracking 
activity related to your ad campaign?   

 

 

 

 

 



 

 

 

 

Tracking website activity 

https://www.google.com/analytics 



 

 

 

 

Tracking website activity 

https://www.google.com/analytics 



Continuous Improvement 
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Increase to 
$40 daily 
budget 

$10 Gift 
Voucher 
Offered 

EXAM EXAM 



How much does it cost? 



Counts & Costs 

 

 

 

 

77% of 
Verbal 
Consents 

87% of 
Verbal 
Consents 

46% of clicks 

12% of website visitors 

82% of EOIs 

71% of Verbal Consents 

EOIs 

Clicks 

Questionnaires Completed Parcels Returned 

Participants Completed 

Verbal Consents 

Unique Website Visitors 

275 

7731 

3578 

438 

313 

358 

253 

$1.20 

$2.61 

$21 

$26 

$37* 

* Does not include the $10 gift voucher 



Ethics, Anonymity & Security 

 

 

 

 

 Is it difficult to get ethics approval? 

 
 Will Facebook know who has joined the study? 

 
 Will people’s friends know if they join the study? 

 
 Can we access people’s Facebook accounts? 

 
 Are the expression of interest details secure? 

 

NO 

NO 

NO 

YES 

NO 



Study involvement: 
- Questionnaire 
- Site visit (comprehensive 

health check)  
- Additional components: 

smartphone application, 
physical activity monitor, 
UV monitor 



1) Gather a broad array of questionnaire and biological/physical data on physical 
and mental health and socioecological factors in a sample of young women. 
 

2) Assess levels of compliance and participation; data quality; and acceptability 
of study procedures. 
 

3) Establish a youth-friendly study protocol for a large cohort study.   
 

4) Option for additional pilot studies to develop and validate web- and mobile-
based information and communication technologies for data collection, 
health promotion and intervention.  

Launch Study (2012 - 2013): 
Testing full YFHI protocol in a sample of 200 



Conclusion 

 

 

 

 

•Facebook is a labour- and cost-effective     
recruitment method  
•Social media and ICT can help engage 
young women in health research. 
•This novel recruitment strategy 
potentially has major implications for the 
future conduct of a wide range of 
research.  
•Could be used to target specific hard-to-
reach groups 



Traditional recruitment methods have 
become more challenging and costly – 
particularly with young people 
 
 Door knock? 
 Random digit dialling?  
 Universities and schools? 
 Newspapers? 

 
Online Social Media 

How do we reach young Victorian women 
aged 18-25?? 

 

 

 

 



Facebook recruitment FAQ 

 

 

 

 

WHY USE FACEBOOK TO 
RECRUIT PARTICIPANTS?  

• In Australia, SNS use is the #1 online 
activity for 16-29 y/os (83% regular users; 
93% of users Facebook members  
•  Highly cost-effective 

HOW DO WE USE 
FACEBOOK FOR 
RECRUITMENT?  

• Targeted advertising to users meeting pre-
specified location, age and gender 
• Clickers redirected to the secure study 
website  

HOW DOES FACEBOOK 
MATCH USERS WITH OUR 
TARGET PARAMETERS?  

• IP addresses and personal profiles provided 
by users 

 DOES FACEBOOK GIVE US  
INFORMATION ABOUT 
INDIVIDUAL USERS?  

• No.  Ad targeting is automatic by Facebook 
• Facebook provides us with unidentified 
advertising data and respondent group 
descriptive data  



 

 

 

 

 DOES FACEBOOK TRACK 
WHO PARTICIPATES IN 
THE STUDY?  

• No. Facebook can only record who 
clicked on the ad. 
• Study participants and research staff 
can join a YFHI Facebook group for study 
info and updates.   

 WHAT ABOUT WOMEN 
WHO DO NOT KNOW 
THAT FACEBOOK USES 
THEIR INFORMATION?  

• No infringement of personal privacy 
according to widely accepted standards of 
research and ethics 
• Using information in this way is not 
unique to Facebook  

 CAN FACEBOOK SELL ON 
INFORMATION ABOUT 
USERS WHO CLICKED ON 
THE AD?  

• We cannot guarantee that Facebook will 
not sell users’ information to third parties. 
• Many commercial organisations do this. 
• Facebook’s privacy policy is stated 
clearly and is readily accessible 

 DO THE BENEFITS OF 
FACEBOOK RECRUITMENT 
OUTWEIGH ANY PRIVACY 
CONCERNS?  

• We maximise possible benefits and 
minimise possible harms to potential 
participants 
• The method addresses both “justice” and 
“autonomy” in research   



Snowball Recruiting – Facebook 
“Reach” 

 

 

 

 


