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The D2d research team at Tufts Medical Center will approach subject recruitment in the following ways: 
research participant registries, physician referrals, examining patient electronic medical records at Tufts 
Medical Center, local print advertising, Tufts Medical Center publications advertising, social media 
postings, direct mailing, and internet advertisements. 
 
Research Participant Registries 
 
The D2d staff will use existing research participant registries from the Human Nutrition Research Center 
on Aging (including from the CALERIE study), CADDM and DDM2 studies in which participants have 
indicated an interest in future research participation. The endocrinology research staff has compiled a 
list of participants who were screened but ineligible for DDM2 study but are likely eligible for the D2d 
study, decreasing the screened to enrolled ratio. Participants from the registries will be contacted via 
phone, email, and direct mail, depending upon the preferred method indicated by the participant. Over 
6,000 people are included in the research participant registry. 
 
Physician Referral 
 
Physicians within the Endocrinology and General Medical Associates divisions of Tufts Medical Center 
will be informed about the D2d study through emails, letters, and word of mouth. There are seven 
Endocrinologists and 30 physicians in the General Medical Associate division that will be informed of the 
study through email or directly in person (e.g. Grand Rounds, Division presentations). Initial emails will 
ask physicians to assist in recruitment for the study based on major inclusion criteria. Several clinical in 
the hospital will be supplied with flyers for waiting rooms and exam rooms, as well as brochures. 
Research staff members will replenish flyers and brochures on a bi-weekly basis to ensure recruitment 
materials are always available.  
 
Additionally, Internal Medicine, Family Practitioners, Podiatrists, and Opthamologists affiliated with 
Tufts Medical Center through the New England Quality Care Alliance will also receive letters describing 
the study and asking for assistance recruiting participants. Each physician will receive two flyers and two 
brochures to place in their practices. The D2d research team has a database of the aforementioned 
NEQCA practitioners and will mail 100 packets including the letter, flyers, and brochures each week. 
Over 500 physicians in NEQUA will receive the letter and print materials. 
 
Electronic Medical Records 
 
Research assistants will examine outpatient medical records, as approved by the IRB, of patients of Tufts 
Medical Center to identify patients who meet initial eligibility criteria. The outpatient electronic medical 
records at Tufts Medical Center (serviced through eClinicalWorks) have a query function that will allow 
research team members to search for potentially eligible participants based on medical history, 
diagnoses, medications, and lab results. A combination of risk factors for diabetes (e.g. overweight and 
hypertension), will be queried. After receiving physician permission mentioned previously, the research 
staff will contact potential participants by sending a letter and brochure. We estimate sending 10-20 
letters each week. 
 
Print Materials 
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Previous studies within the endocrinology division have demonstrated the effectiveness of print 
advertisements in recruiting. The most successful print advertisements for the DDM2 study were placed 
in the Metro newspaper, accounting for 91% of enrolled participants. For the D2d study, advertisements 
in the Metro will be run on a bi-weekly basis, with advertisements placed in two issues of the daily paper 
each week that Metro advertisements are utilized. In addition to the Metro, print advertisements will be 
placed in the Tufts Medical Center Employee News magazine, which is available to patients, employees 
and visitors and is distributed throughout the medical center. The employee newsletter is distributed on 
a monthly basis. 
 
Print materials, including flyers and participant information brochures will also be distributed to 
community settings outside of the Tufts Medical Center. Pharmacies, health centers (e.g. YMCA), 
community centers, and other healthcare centers will be asked for permission to post flyers and display 
brochures. The research team is currently identifying specific centers for distribution and has developed 
a permission to post form. 
 
Social Media 
 
The D2d Tufts research team has established a social media presence and will continue to increase 
visibility via social media throughout the study. A variety of Facebook posts will be used to promote the 
study and gain participant interest. Two Facebook posts will be uploaded each week for both the Tufts 
Medical Center and the D2dTufts accounts. Likewise, the Tufts Medical Center and D2dTufts Twitter 
handles will be used to promote the study. The Twitter activity will be more active; two tweets will be 
used each day for the D2dTufts handle. Tweets on behalf of Tufts Medical Center (not D2dTufts) will 
occur twice a week. Tweets and posts have been designed to increase awareness of pre-diabetes and 
diabetes risk factors and will link to the diabetes risk calculator on the D2d website. Relevant Twitter 
handles and bloggers will be contacted individually and asked to re-tweet D2d messages, as well as to 
discuss the D2d study in blog posts, news pages, and newsletters. Blogs and Twitter handles that have 
been identified include the Boston Public Health Commission, Diabetes Connect, Tudiabetes, 
Crankypanceas, and many more. As evidence-based best practices for social media recruitment have not 
yet been established, it will be an iterative process. Social media and health communication expert Dr. 
Lisa Gualtieri of Tufts University School of Medicine has agreed to assist the research team in its social 
media recruitment efforts by connecting the team with relevant organizations and online communities, 
as well as content development for D2d posts, status updates, etc. The research team will also work 
with other research teams at Tufts Medical Center to host an informational session about participating 
in clinical research, which will be promoted on MeetUp.com, a networking site with designated 
communities for specialty areas of interest. 
 
Web-based Listings 
 
Advertising of the D2d study will take place by posting to Craigslist, Backpage, ResearchMatch, 
ClinicalTrials.gov, and the Tufts Medical Center Clinical Trials page. Craigslist and Backpage listings will 
be posted three times a week and will include a brief description of the study and contact information. 
The ResearchMatch database will be used continuously, with the D2d study information renewed every 
30 days. People interested in research using this database will be able to query the database for studies 
and D2d Tufts will set up an auto-contact rule in which any members of the database eligible for the 
study are automatically contacted with study information. The study will also be listed on 
ClinicalTrials.gov where interested participants can search for studies. 



D2d tufts Recruitment Strategy   2013.8.19 Page 3 

 
Direct Mail – Non Research Participant List 
 
Potential volunteers have been identified through use of other publicly available lists (obtained through 
ActOneLists) generated based on major inclusion and exclusion criteria (e.g. age, BMI, presence of 
diabetes) and a list of names/addresses has been provided to us. An invitation postcard or letter 
accompanied by a brochure with study information will be sent to participants on the list. The Act One 
marketing list includes 10,000 people strategically identified to meet our target audience of those at risk 
for developing diabetes. The letters will be distributed by March 2014, in batches of 1,000. The Act One 
distribution list is only available for a specified time frame, for the D2d Tufts site this expires in March, 
2014, thus the expedited mailing.  
 
TV Advertisement 
 
Information about the study will be advertised in the Tufts Medical Center TV network, an internal 
broadcast station. A brief description of the study, diabetes risk factors, and contact information will be 
displayed on television screens throughout the medical center, like waiting rooms and dining areas.  


