
Findings
The social media campaign ran for 64 weeks with an ad 
spend of $93,700. In total, 701 Veterans were 
randomized and completed the training, nearly five 
times the average size of prior similar trials.

Results of the recruitment campaign showed that of the 
enrolled participants: 
• 48% were concerned a Veteran they knew had thought

about suicide in the past month;
• 37% reported being close to a Veteran who owns a

firearm(s) and could be at risk for suicide; and
• 44% knew at least one Veteran who had died by suicide

Implications
Social media ad campaigns can effectively reach large  
numbers of people, and engage high‑priority groups for 
suicide prevention research, including Veterans outside 
VA care and close supporters of at‑risk Veterans. To 
maintain data integrity when using these platforms for VA 
research recruitment, it is critical to implement structured 
procedures that mitigate fraudulent participant entry. 

Indicators of Potential Fraudulent Participants. Investigators 
developed a protocol to identify individuals as potentially 
fraudulent participants and recommendations when using 
online recruitment. Key indicators of potentially fraudulent 
participants include unreliable contact information and 
suspicious behavior during enrollment calls.

For more information about this study, please contact Alan Teo, MD, MS. 

Participant Feedback

“I found the training to be very useful 
in my life, having two Veterans in the 
family.”

“I’m a Veteran and have felt that people 
often forget about us, but this study 
makes me hopeful and I’m excited to 
continue participating!”

BACKGROUND
VA S.A.V.E. is VA’s signature suicide prevention training, designed to help individuals identify signs of suicide risk in Veterans and connect them 
to professional treatment. Building upon a successful pilot trial of VA S.A.V.E. (Teo AR et al., 2023), investigators led by Alan Teo, MD, MS, are 
conducting the first large-scale randomized controlled trial of VA S.A.V.E. 

To recruit participants for the trial, investigators created a paid social media ad campaign to reach Veterans’ family members, caregivers, and peers. 
Facebook and Instagram ads targeted users with military-related interests, employers, or geographical locations near military bases. Potentially 
eligible participants who responded to ads were reached by phone to complete study enrollment and were randomized to view a video-based 
version of VA S.A.V.E.—or a control video. Study participation did not require in-person visits.

• Spot the signs a Veteran might be thinking about suicide.
• Ask the critical question.
• Validate the Veteran’s experience.
• Encourage and support next steps with the Veteran.
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