
Great participants are the foundation of great research. 
Recollective introduces how best to source them - from 
lists and social networks to panels.

 

Finding The 
Participants
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Come out, come out 
wherever you are...

You’re ready to take the plunge and begin an online qual research study 
but there’s one big question you need to address: where to find the 
study participants? 

In this short paper, we’ll introduce some of the common sources for participants, 
the pros and cons of using each and when we recommend them. In particular, we’ll 
cover the following:

• Sourcing from internal customer or employee lists

• Recruit from social networks

• Panel recruiting

• Use a specialist qualitative research recruiter

The paper also poses four key questions for you to consider:

1. How easy is this population to reach (and retain)?

2. How much are you asking of them?

3. What do they receive in exchange for taking part?

4. How much is enough?
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Source From Lists 
A good place to start is with the 
people you already have access to. 
For example, it seems reasonable to 
populate a community intended to 
facilitate customer driven innovation 
with those you’ve already conducted 
business with. 

This option presents the opportunity 
to save a lot of money and to create a 
community that delivers both insight 
and reciprocity. 

Your lists can be uploaded to 
Recollective along with any 
segmenting/profiling data that you 
have access to. Once in the system, 
targeted invitation emails can be sent. 
Alternatively, if you prefer to use an 
external email platform, login credential 
can be assigned in bulk and merged 
into your invitation or, a login link can 
be generated and shared (note that a 
link provides less control over who can 
access the community because it could 
theoretically be shared with anyone).

If considering this option, keep in mind 
that unless you have an established 
relationship with those on your list, 
email based recruiting often only 
yields a 1% to 2% conversion rate. Plan 
accordingly and run the numbers 
to ensure that your list is adequate. 
You may choose to supplement with 
another source.

Given the sometimes challenging 
initial engagement rates, the incentive 
offered can be particularly important. 

If recruiting for a longer term 
engagement, make sure to explain 
how the incentive will be earned and 
distributed over time.

Also, considering that those on a 
list you already own will most likely 
be stakeholders in your business, 
make a point to clearly communicate 
the anonymity settings that your 
community will deploy. The absence of 
anonymity could bias results but it also 
provides the opportunity to strengthen 
relationships on a micro level. This 
can be done in the invitation to join or 
within the community environment.

Social Networks
This is a reasonable second choice, 
particularly if your budget is tight or if 
you’re looking to supplement another 
approach. As with internal lists, this 
source requires access to a substantial 
existing population that matches 
the profile of your ideal community 
member. 
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In addition to considerable savings, this 
option also introduces the prospect 
of generating reciprocity among your 
target audience. Opening an invitation 
to the general population however, does 
introduce a certain degree of risk.

This method can be as simple as sharing 
a login link that directs would-be 
panelists to your site.

Expect the conversion rate to be even 
lower than that of a list and adjust 
communications accordingly. The 
invitation to join the community should 
be positioned as an opportunity for 
the would-be contributor, where the 
incentive (whether monetary, the 
prospect of influencing a beloved 
brand or elsewise) is positioned at the 
forefront. 

Opening an invitation to the (relatively) 
general public, particularly along 
with the prospective incentive, may 
attract those who the community is not 
intended for or worse, those hoping to 
simply take advantage of the offering. 
Recollective features screening and 
balancing tools to ensure that only those 
who the community is meant for are 
permitted, and to prevent ill-doers from 
prospering. 

Still, make an assessment of the 
expected conversion rate given your 
network’s reach and plan accordingly. 
This method is frequently used as 
a supplement and typically only 
major consumer brands have the 
reach necessary to fill and maintain 
a reasonably large community, or to 

quickly field for a smaller community. 

Online Panels 

This is the most common recruiting 
method for communities on 
Recollective. Participants are recruited 
from an online database via a brief 
online screening survey, based on your 
specific demographic and behavioural 
requirements. 

Those who meet your specifications 
will be presented with the terms of the 
community (i.e. 3 weeks, accessing at 
least 5 times per week, $150 amazon.
com giftcard for completion, access 
starting September 15th, etc.) and 
asked if they’d like to take part. Those 
who opt in will either be piped directly 
into the community or their details will 
be recorded in a spreadsheet, to be 
uploaded and invited to the community 
at a later date. The latter being the most 
common approach. 

“Prices can vary depending 
on the recruiting 
specifications. A gen pop 
recruit might only cost 
a couple dollars a head 
where a more complicated 
project involving a niche 
requirement could be over 
one hundred dollars a 
head.”
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Panel recruiters will often ask for an Incidence Rate (IR), 
the expected percentage of the population who might 
qualify for your community. While they can determine 
the IR for a broad set of standard demographics, they 
may rely on you to provide an assessment of more 
specific requirements (i.e. regular users of Head & 
Shoulders shampoo might be around 15% in a given 
region).

If recruiting for a small, qualitative community, 
note that providers that typically deal in large scale 
quantitative surveys may have a project minimum. 

If recruiting for an ongoing consumer panel, note that 
some recruiters will not be comfortable with their 
participants engaging for longer than a few months. 

Recruiting Agency - Qualitative/
Specialty Recruiter
If the population is particularly niche or if the 
participation requirements are such that a traditional 
panel might not yield adequate results, a qualitative 
recruiter is likely the only remaining choice. 

A qualitative/specialty recruiter will likely work from 
a variety of sources including panels but usually take 
further action to ensure quality and verify participant 
identity. For example, in addition to an online screening 
survey, participants might be asked to complete a 
webcam upload or engage on the phone to discuss the 
relevant topic.

These recruiters will typically offer panel and incentive 
management services. For a fee, this can be a helpful 
way to ensure engagement over time, while alleviating 
community moderator workload. 

This is the most expensive option and typically starts at 
$50 per person (but is often well over $100 per person), 
before incentive and management fees.
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Key Questions To Consider

How easy is this population to reach (and retain)?
Understandably, your approach will be different depending on how close you are to the 
audience. A client hoping to engage with their employees will likely have a list. A study 
targeting family doctors however, might require a recruiting agency that specializes in 
dealing with healthcare practitioners. 

Regardless, this question will likely play the most significant role in determining the 
source you select. In answering this question, it will be useful to build a profile of the 
ideal community member. That is, prep a list of your demographic and behavioural 
preferences along with desired proportions (i.e. age range, income range, brand loyalties, 
% of users of Y product v Z product, etc.).

How much are you asking of them?
The overall duration of the community should be considered in the context of the daily/
weekly/monthly time requirements (i.e. 30 minutes a week for 6 months). Typically, this 
should be communicated before asking anyone if they’d like to join the community. It 
should also play a role in determining your answer to the next question, “What do they 
receive in exchange for taking part?”

If dealing with a recruiting agency, longer durations may be prohibitive or require a 
special rate.

What do they receive in exchange for taking part?
Communicate this along with the contribution requirements. Often a cash value issued 
in the form of a gift card, but it doesn’t need to be. Your relationship with the participants 
(and the recruiting source) may afford other options such as product samples, industry 
reports or even the satisfaction of contributing to a cause that they support. 

A mix of incentives can be particularly beneficial when dealing with long term 
communities where continued engagement is more challenging and a wider spectrum of 
offerings will be more likely to suit a wider set of preferences. 

If offering a monetary value, it is a good idea to assess the payment in terms of an 
hourly rate. This will also help to inform the development of your methodology and 
the distribution of engagement over time. A fair, evenly distributed workload and 
corresponding incentive payment schedule will result in a higher completion rate and 
better response quality. 
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How much is enough?

Excluding non-monetary options and 
prize-based offerings, incentive payments 
typically range between $10 to $50 per hour of 
effort.

For example, a $150 amazon.com gift card might 
be offered for a 1 week community that includes 
three 30-minute activities and an hour or more of 
collaboration and interaction with moderators. 

Virtual gift cards can be issued easily with services 
like Tango Card or Virtual Incentives. Some recruiters 
(particularly panel providers) will manage distribution 
of incentives, or may have proprietary reward schemes 
with mandatory use.
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Recollective Features To 
Help Recruiting

Recollective’s extensive feature-set includes many capabilities that can 
help recruit, onboard and manage your research study participants.

Segment and Profile Fields 

Key participant data, either already 
housed within internal lists or collected 
while recruiting, can be stored within 
Recollective to be used in study design 
and data analysis 

Most relevant to: All recruiting sources

Advanced Filtering

Populations housed within Recollective 
can be filtered and targeted allowing 
for panel management in the software, 
removing the need for third party tools

Most relevant to: Traditional Panel, 
Internal lists and Social Media

Bulk Uploading

Easily pull participant data from any 
system into Recollective

Most relevant to: Traditional Panel, Qual 
Recruiters, Internal lists

SSO and Webhooks 

Pass participants directly from an 

external system into Recollective 
without the need to sign-in. In the 
case of panel recruiters, can send a 
signal back to the source to confirm 
completion of the transaction

Most relevant to: Traditional Panel

InFlows Screening Surveys 

Screen incoming or existing panelists 
to collect segmenting data and control 
who is and is not accepted into a given 
community

Most relevant to: Internal lists and Social 
Media

Shareable Links 

Share an on-boarding URL that will 
direct participants to complete a 
screening survey and/or register

Most relevant to: Internal lists and Social 
Media
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Reports/Summaries 

Track completion and participation with 
ease, target under performers and reward 
engaged community members

Most relevant to: All recruiting sources 

Gamification 

Reward participants with points and level 
progression as they contribute to your 
community, create a tiered incentive system 
to optimize the relationship between 
payment and participant effort

Most relevant to: All recruiting sources.



Contact Us 

North America: +1 (888) 932 2299 x237

International: +1 613 230 3808 x237

Email: sales@recollective.com

Or swing by for a coffee at:
283 Boulevard Alexandre-Taché, Suite F3050

Gatineau, QC, J9A 1L8

Canada.

About Us

Recollective is an award-winning software developer focused on marketing 
research and online communities. For over 20 years, we’ve worked with some of 
the world’s largest and most ambitious organizations, continuously innovating our 
software and services as their requirements evolve. The result is a proven software 
platform that businesses depend on to meet their most critical needs–quickly, 
easily, securely and affordably.


