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Abstract
While some research has explored the use of Craigslist or other digital technologies to recruit research participants, little social
science research has reflected on how digital technologies and Internet websites might be useful specifically for recruiting mil-
lennials. In this article, I discuss attempts to recruit millennial study participants through both digital and nondigital methods. Based
on these attempts, I come to the conclusion that because U.S. millennials’ social worlds are increasingly intertwined with digital
technologies, this group of young people search for a range of opportunities and experiences primarily using digital means.
Therefore, in order to recruit millennial participants in the United States most successfully, social researchers should consider
using digital technologies.
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What Is Already Known?

Social scientists have become increasingly interested in the

impact digital technologies are having on both social life and

the research process in Western society. In terms of partici-

pant recruitment, others have pointed out that digital technol-

ogies can be important for finding, and recruiting, members of

stigmatized and minority groups in society. However, there

has been less conversation about how digital technologies

may be increasingly important in the recruitment of partici-

pants who belong to generational age categories (such as

millennials).

What This Paper Adds?

In this research, the ubiquity of digital technology in U.S.

millennials’ worlds left unsuccessful any attempts to recruit

participants using nondigital advertisements. I discuss how

instead, using digital technologies to recruit research parti-

cipants is of crucial importance for researchers seeking out

millennials, regardless of the identity/social groups to which

the millennials in question belong. I make the case that

future research will need to consider digitally mediated

recruiting methods when targeting millennials in the United

States. In addition, this research suggests that digital adver-

tising can be especially useful for recruiting diverse

research samples.

Introduction

Social scientists are becoming increasingly interested in con-

ducting research with the help of digital means (see Briassoulis,

2010; Hanna, 2012; Shields, 2003; Travers, 2009). Although

using digital tools (such as the Internet or cell phones) to con-

duct research comes with challenges (Koo & Skinner, 2005),

social researchers have recognized that there are also benefits.

For example, some scholars have found the Internet to be an

effective instrument for recruiting members of stigmatized

social groups (Im & Chee, 2004; Worthen, 2013). However,

as digitization becomes pervasive in much of Western society,

the importance of using digital technologies to recruit may

extend to those participants with normative social statuses and

identities as well. This could be especially true for teenagers

and young adults who increasingly experience an embedded-

ness of different digital technologies in their everyday lives and

social worlds (Ito et al., 2009). At present and in the future,

traditional methods of recruitment for qualitative research stud-

ies—such as posting fliers or advertising in newspaper
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classifieds—may not continue to be as successful in recruiting

young people in the United States who are more and more

accustomed to using digital means to navigate their lives.

In this article, I discuss attempts to recruit young adults in

the United States who belong to the “millennial” generation—

which refers here to those born between 1982 and 1993. In

2014–2015, I recruited 42 young adults between the ages of

22 and 32 as part of a larger project examining intimacy. Con-

trary to previous generations, millennials have experienced a

rapid proliferation of digital technological advancement

throughout their formative developmental years (Myers &

Sadaghiani, 2010). Digital technologies—including laptop

computers, smart phones, Internet-mediated communication,

and so on—have become central to millennials’ social, work-

place, and educational worlds (Gibson & Sodeman, 2014). In

the article that follows, I argue that the ubiquity of digital

technology in U.S. millennials’ worlds left unsuccessful

attempts to recruit participants using physical (paper) adver-

tisements. I discuss how instead, my findings suggest that using

digital technologies to recruit research participants is of crucial

importance—especially for researchers seeking out millennials

(or younger generations) who are members of not only minority

and/or stigmatized groups, but majority social identity groups

as well. I make the case that future research will need to con-

sider digitally mediated recruiting methods when targeting

U.S. millennials and younger populations. This could be espe-

cially important for qualitative researchers who wish to ran-

domly recruit participants for in-depth interview studies.

Below, I begin with some background on millennials and the

research study, followed by the results of recruitment attempts,

a discussion, and limitations and suggestions for future

researchers.

Millennials’ Digital Worlds

Young people in the United States—including those who are

currently teens and young adults as well as those soon-to-be

teens and young adults—increasingly experience their social

worlds through digital technologies (Ito et al., 2009). The ease

with which millennials navigate digital technologies has

become one of the defining characteristics of the generation

(Gibson & Sodeman, 2014; Myers & Sadaghiani, 2010).

Young adults negotiate, experience, and navigate friendships

(Boudreau, 2007), romantic relationships (Rosenfeld & Tho-

mas, 2012), sexual relationships (Goluboff, 2015), schooling

(Tu & McIssac, 2002), and other aspects of their social lives

using digital technologies. The rise in various job finder web-

sites also means millennials look to the Internet or even digital

applications (e.g., such as the LinkedIn “app”) for career

opportunities as well. While older generations have begun

using digital technologies such as the Internet, smart phones,

and social media, millennials lead among adult groups in their

usage of technology (Raine & Perrin, 2016). Some research

suggests, for example, that millennials are considered the most

technologically “sophisticated” among adult generations and

that millennials prefer using technology to facilitate certain

social interactions (Bolton et al., 2013).

Despite the importance of technology in millennials’ lives,

there is little sociological research on using technology to spe-

cifically recruit millennials for research studies. Much of the

existing literature comes from economics or business and mar-

keting (see, e.g., Ehrhard, Mayer, & Ziegert, 2010; Gorman,

Nelson, & Glassman, 2004; Reisenwitz & Iyer, 2009). This

literature is usually concerned with marketing to millennials

(Smith, 2012) or millennials’ approach to labor and the work-

place (Myers & Sadaghiani, 2010; Twenge & Campbell, 2012).

Some recent research does discuss participant recruitment

using technology more generally. However, these studies most

often focus on health behaviors or vulnerable and underrepre-

sented populations such as, for example, those using alcohol or

drugs (Frandsen, Walters, & Ferguson, 2014; Gioia, Sobell,

Sobell, & Agrawal, 2016), HIV-positive individuals (Yuan,

Bare, Johnson, & Saberi, 2014), men who have sex with men

(Grov, 2011), individuals who are members of social minority

or underrepresented groups (Alto, McCullough, & Levant,

2018), and adolescents (Pedersen & Kurz, 2016).

While social science researchers have tended to focus on

recruiting hidden, special, or minority populations of young

people using digital means (Sikkens, van San, Sieckelinck,

Boeije, & de Winter, 2016; Temple & Brown, 2011; Worthen,

2013), digital methods can be equally as important in recruiting

those who identify with majority/normalized social groups and

statuses. This is because it is no longer just members of certain

social groups, but a majority of millennial young adults in the

United States, who are now seeking out social opportunities

and information online (Duggan & Brenner, 2013).

The Research Study

Although digital influence is significant in U.S. millennials’

lives, the content of the larger project here was not specifi-

cally about millennials’ relationship to technology. Substan-

tively, the larger purpose of the project for which I sought

participants was to explore young adults’ intimate relation-

ship experiences and to specifically address “older” (age 22

and above) and postcollegiate millennials’ intimate lives and

experiences. This was a response to the large number of

research studies documenting the intimate lives of younger

millennials and college students (see, e.g., Sweeney, 2014;

Wade, 2017; Wilkins & Dalessandro, 2013) and a relative

dearth of studies examining millennial young adults in their

20s and early 30s. While the participants interviewed for the

project did discuss the influence of digital technologies on

their intimate lives, in this article, I focus specifically on how

digital technologies assisted in participant recruitment.

Initially, I conducted a pilot study in 2012 that resulted in 18

interviews. However, I restricted the pilot phase of the study to

my own local peer groups and snowball sampling. For the

second phase of the project starting in 2014, I obtained research

funding from my university in order to pay participants US$30

for their time. I decided on the sum of US$30 because

2 International Journal of Qualitative Methods



I reasoned that this amount was high enough to encourage

participation but not so high that participants would feel com-

pelled to participate for the compensation alone. Another ratio-

nale behind the monetary incentive was to recruit a more

diverse group of participants from different social networks.

Whereas I recruited the participants for the pilot study largely

through personal contacts and snowball sampling, I sought to

increase the diversity of the sample (primarily in terms of social

class, sexual identity, and hopefully race) in the second phase

of the project by recruiting those previously unknown to either

myself or my personal contacts. While the sample was one of

convenience, I still sought as much diversity as possible in an

attempt to discern whether identity/group membership differ-

ences had an impact on millennials’ intimate experiences.

Although ambitious, the reason I sought out a diverse sample

is that among qualitative research studies on young adults in the

United States, diverse samples are rare. In the past, many studies

have focused on young adults from largely homogenous classed,

raced, gendered, and sexual identity locations (see, e.g., Bell,

2013; Dalessandro, 2017; Dalessandro & Wilkins, 2017; Ray &

Rosow, 2010; Silva, 2012, 2013; Sweeney, 2014; Wilkins,

2012). Because I sought to explore, within the context of one

study, how different identities might impact young adults’

experiences, I tried to obtain as diverse a sample as possible.

I recruited participants in the geographic area within

approximately 60 miles of the university with which I am

affiliated. This allowed me to focus on a diverse group of

young adults sharing a common geography in the Western

United States. I conducted face-to-face interviews with young

adults. After 18 pilot interviews and 42 additional interviews, I

concluded data collection because several prominent patterns

in the data reached saturation. However, recruiting participants

for the second phase of the project commenced slowly—until I

began using digital technologies to find participants.

The Digital Difference

At the beginning of the study, I consulted another researcher

who had done studies with young adults in the past and had

success using paper recruitment fliers. The young adults inter-

viewed for this previous study, based on age at the time of the

interviews, qualified as a mix of “Generation X” and

“millennial” young adults born on the cusp of the generational

shift. Although there is some debate, most scholars characterize

the shift from Generation X to millennial births as happening in

the early 1980s (Carlson, 2008; Howe & Strauss, 2000). While

paper fliers worked well for the researcher I consulted, I was

unsuccessful in using paper fliers to recruit a few years later.

Initially, I designed some recruitment fliers to advertise the

study and placed them in various locations around town includ-

ing community boards in coffee shops, fitness centers, and

grocery stores. Figure 1 is an example of one of the fliers I

used. I have removed my identifying information and promo-

tional photos here and replaced the identifiers with bracketed

text. Some fliers also included pull tabs with my contact

information.

By the conclusion of the study, I would receive no partici-

pants from the paper fliers, despite advertising the US$30

incentive. In 2014, after waiting a few weeks with no indica-

tion of community interest, I decided to also place an adver-

tisement on the Craigslist jobs board. Craigslist functions as a

community discussion forum and classified advertisement

website (Freese, 2011) where people can search for (or adver-

tise) job opportunities, items for sale, housing, and personal

advertisements.

I posit that Craigslist, in addition to Facebook, served an

important role in the recruitment of millennials due to millen-

nials’ tendency to view these webpages looking for opportuni-

ties. Perhaps (or perhaps not) surprisingly, the advertisements

attracted young people from a range of social and economic

backgrounds. While I believe the research incentive I offered

may have encouraged participants to reach out, everyone who

responded to the advertisement saw the ad because they were

looking online. In contrast, due to a response rate of zero, I

believe the physical advertisements I originally posted went

unnoticed by young adults in the target age range despite offer-

ing the US$30 incentive.

For the study, I posted on the Craigslist boards serving the

two metropolitan areas closest to the university affiliated with

the research. These boards reach both urban centers and the

surrounding suburbs. Since the study offered a onetime incen-

tive of US$30 for a confidential interview, I elected to post the

advertisement under the “gigs” section of the wanted ads on the

website. On Craigslist, a “gig” denotes a call for a short-term

(usually paid) opportunity. When posting a gig advertisement,

Craigslist asks for classification of the advertisement into a

subcategory. Although clicking on gigs allows the audience

to view all gigs posted regardless of how they are specifically

classified, people can also click on a certain classification in

order to see jobs posted in that category. I alternated between

posting the gig advertisement under categories such as creative,

crew, event, and labor because I believed those to be the most

open-ended categories and hoped that young adults might be

inclined to check those specific categories. Although I could

have posted the advertisements elsewhere on the site, I elected

to post them under gigs since the interview asked for a very

short time commitment.

In order to seem attractive to potential participants, I tried

to keep the copy of the advertisement simple. I framed my

own role as a “student” so as to add credibility to the adver-

tisement (in other words, to give a viable reason for wanting to

know the details of participants’ intimate lives). The copy of

the advertisement specified that I was a student looking to

interview people for a study on relationships, looking specif-

ically for participants aged 22–32, and paying US$30 cash for

a onetime interview. I also noted that interviews would be

kept confidential and that I could meet participants in loca-

tions of their choosing.

Ultimately, of the 42 participants making up the second

round of study recruitment, I found 21 (10 women and 11 men)

directly through these advertisements. I used snowball sam-

pling as well, and after I concluded interviews, many of the
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participants I found through Craigslist offered to spread word

of the study to others in their peer groups, which resulted in a

few more interviews. Although the sample was one of conve-

nience, bound by geographical and self-selection constraints,

Craigslist assisted in contributing to diversity in the sample.

Social class diversity, and to a lesser extent, racial diversity

increased notably when compared to the pilot study. At the

same time, Craigslist participants came from a variety of social

backgrounds, and participants were members of social minority

groups as well as majority groups. While I did use another

website to recruit as well—which I discuss below—Craigslist

advertisements proved a fruitful endeavor.

While early in the study, I accepted participants regardless

of their demographic nuances (besides age, which I limited to

22 to 32 years old), as the study went on, I found that I gathered

a disproportionate amount of college-educated and/or middle-

to upper-middle-class participants in the study. However, much

of this disproportion was not due to imbalanced responses on

Craigslist, but due to college-educated participants being more

likely to share the study with their friends, who then contacted

me for interviews. I then began asking interested participants

from Craigslist about their education levels as a way to better

discern social class. I was generally able to find a diverse

number of participants through Craigslist, although as I will

discuss below, this approach did have limitations.

One group I had trouble recruiting through the Craigslist

advertisement was lesbian, gay, bisexual, transgender, and queer

(LGBTQ)-identified participants. Because of this, a contact

offered to share information about the study to a private LGBTQ

group on Facebook affiliated with an alumni network of a local

university. My information was posted only once, and four indi-

viduals contacted me from the group wanting more information.

All four agreed to be interviewed. With the exception of two

participants found through Craigslist, the remainder of the

LGBTQ participants in the study came from referrals. Although

I had more success finding “straight”-identified individuals

through Craigslist, I also did not specifically advertise for

LGBTQ participants. Doing so could perhaps have led to more

LGBTQ participants contacting me through Craigslist. However,

because I gathered 21 participants from Craigslist, the two

LGBTQ-identified participants account for approximately 9%
(technically 9.5%) of respondents. This percentage is close to the

number of U.S. millennials who identify as LGBTQ, which

research estimates to be somewhere around 7% (Jones & Cox,

2015). This suggests that a study larger than the present one might

gather from Craigslist advertisements a representative sample of

LGBTQ-identified millennial young adults.

Although I primarily used Craigslist to recruit participants,

other aspects of digital technology helped in the recruitment of

millennials for this study. E-mails (both through Craigslist and

through referrals) helped potential participants seek more

information about the study in a noncommittal way (without

the pressure to commit to the study immediately). Second, text

messaging with potential participants (since I encouraged ini-

tial participants to share my e-mail and phone number) served a

similar purpose in that participants could ask for more infor-

mation without the pressure of talking on the phone.

Safely Signaling Interest: E-mail and Text Messages

Through Craigslist, participants could e-mail me directly in

order to express interest in participating or to ask more ques-

tions. From that initial exchange, many potential participants

agreed to an interview and chose an interview location. This

aspect of communication seemed to work well because it

allowed participants to assess whether they were comfortable

participating in the project without feeling pressured to partic-

ipate. This supports other research as well, which finds that

giving potential participants the opportunity to signal interest

using digital tools can improve the likelihood that participants

will agree to a face-to-face interview (Grov, Ventuneac,

Rendina, Jimenez, & Parsons, 2012).

Although I found 25 of the 42 participants directly through

either Craigslist or Facebook, I found most of the remaining

participants through snowball sampling. These participants

were those who heard about the study and expressed interest

in participating. Despite the absence of Craigslist or Facebook,

however, digital technology figured prominently in recruiting

these millennials for interviews as well.

When interviewing the initial participants, I encouraged

everyone to “tell friends” about the interview and to share

my e-mail address and cell/mobile phone number widely.

Some participants enjoyed the study and spread the word, tell-

ing their friends to contact me. Of those people who chose to

contact me, it was always either through e-mail or through text

messaging. While sociological data on individuals’ opinions of

text messaging versus talking on the phone is scarce, some

reports find that those in the United States much prefer texting

to talking on the phone (Shropshire, 2015). E-mail and text

provided participants with a low-stakes interaction in which

they could signal interest in participating but also gather more

information without the pressure of having a phone conversa-

tion or committing to an interview on the spot. Participants

could think about their decision and plan out what they would

say in response (see Ito et al., 2009) as opposed to feeling they

had to make a decision right away.

While the use of text messaging and e-mail to set up inter-

views might seem routine in contemporary Western society, it

also must not be taken for granted. Were interview participants

instructed to call directly, some (or many) of them would have

likely shied away from the interaction. E-mail and text messa-

ging offered potential participants the opportunity to request

more information about the study and the opportunity to take

their time in deciding whether or not to participate.

Discussion

Although this research study relies on a convenience sample,

the research process highlights a noteworthy component

of millennial research participant recruitment in the United

States. As economic and marketing studies also point out

4 International Journal of Qualitative Methods



(Ehrhart et al., 2010; Smith, 2012), when attempting to recruit

millennials, technology is key. While the actual data of this

study are comprised of face-to-face interviews with millen-

nials, recruiting these people would have been much more

difficult had I not utilized digital technologies. This is espe-

cially true for those participants recruited anonymously rather

than those found through social networks. The large volume of

millennials who use (and arguably are coming to rely on) digi-

tal technologies means that reaching them through nondigital

pathways will be exceedingly difficult going into the future.

Millennials specifically search online for opportunities, and

this study suggests that they are much less likely to stop and

observe advertisements on physical community boards or in

newspapers. Instead, technology and digital communication

are essential to young people’s social worlds (Gibson & Sode-

man, 2014; Ito et al., 2009) and are impacting how they seek

opportunities (including news, community events, or employ-

ment opportunities). Craigslist is only one example of an online

space where young adults go to find opportunities in the local

community (Freese, 2011). While I am not arguing that tech-

nology is always better—and in fact, I would argue that face-

to-face interviewing is preferable in some cases to interviewing

techniques that rely primarily on technology—technology was

crucial in this study in terms of recruiting participants.

Had it not been for online advertising, some of the goals of

the study (such as increasing diversity) may have been much

more difficult to achieve. No one responded to the numerous

physical advertisements placed around town despite the US$30

incentive. This is probably due to millennials failing to notice

and read the advertisements. In contrast, I received an outpour-

ing of responses from millennials looking to Craigslist for gig

opportunities. Craigslist facilitated the discovery of a wider

range of research study participants than probably would have

been possible without the use of technology. In addition,

although I found young adults through digital means who had

non-normative social identities (such as having an LGBTQ

identity), I found many young adults with normative social

identities. While Worthen (2013) found Craigslist to be a useful

tool for recruiting people with stigmatized identities, I found

Craigslist to be useful for recruiting those with normalized

identities (such as, e.g., heterosexual or “straight” sexual iden-

tities) as well.

Yet in addition to the advertisements placed online, texting

and e-mail played an important part in recruiting. Researchers

have documented individuals’ preference for texting over

phone calls (Shropshire, 2015), and I posit that texting and

e-mail helped in finding participants recruited both anon-

ymously and through snowball sampling. E-mail and texting

allowed participants to ask for more information about the

study without being pressured to commit to an interview. Had

young people been required to call directly, I do not believe I

would have heard from many (if any) potential participants.

Surveys, polls, and journalistic reports consistently find that

millennials, in particular, prefer e-mailing and texting to talk-

ing on the phone (Hofschneider, 2013; Sugar, 2015).

While in the past, individuals interested in study participa-

tion or making extra money might have looked to newspapers

or physical community bulletin boards for opportunities and

might have called a phone number to express interest, mil-

lennials today are using digital technologies to accomplish

the same goals. My own attempts to use physical advertise-

ments to attract millennials did not prevail, and I never

received a phone call from a potential participant. Instead, I

received text messages and e-mails, and at least a few young

adults per day responded to the Craigslist advertisements for

every day the advertisements were live on the site. This was

also true, to a lesser extent, for the Facebook post advertise-

ment—though this advertisement reached a smaller audience.

This evidence indicates that digital technologies are impor-

tant tools for social scientists specifically trying to recruit

millennials. I found technology to be a significant part of the

process of recruiting millennials across a range of identity

statuses (both minority and majority statuses).

Limitations and Future Research

Although the study demonstrates that using Craigslist and

other digital means of communication (e-mail, texting, and

Facebook) are useful in recruiting millennial participants,

there are some potential limitations to the study. Some of

these limitations have to do with using Craigslist to recruit

participants. Some research has argued that since Craigslist is

organized by large metropolitan areas and must be accessed

through an Internet connection, those in rural areas or those

without an Internet connection might be excluded (Worthen,

2013). Although it is possible that advertising digitally could

have limited the participants I reached, it is very difficult to

tell. I found that participants in less populated suburbs or more

rural areas did utilize Craigslist to look for gigs, even though

they were located outside a city. While the somewhat limited

reach of Craigslist is definitely a potential limitation more

generally, it may be more of a problem if attempting to con-

tact older adults as opposed to younger adults. Young people

in the United States utilize digital technologies at impressive

rates. According to one recent report, about 92% of teenagers

in the United States report going online at least once a day and

24% of teenagers report being online “almost constantly”

(Lenhart, 2015). Teenagers and young adults are increasingly

online much more often than not.

Despite the findings in this article, more work is needed to

confirm the finding that electronic advertisements will be more

successful at recruiting young people than physical advertise-

ments. Another study that explores recruitment for different

age cohorts of adults using both physical and electronic adver-

tisements would affirm the findings, especially by comparing

not only electronic and physical advertisements but also

response rates for different types of advertisements by age

cohort. Further testing could also include different study topics.

The study topic here—intimate relationships—is personal

and potentially intimidating. However, a less intimidating

study topic might increase the response rate from physical
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advertisements. There is not enough reason to believe yet that

physical advertisements will always fail in attempts to recruit

millennials, although this was the case in my study. In order to

support or challenge this, more tests are needed.

In the future, it would also be useful to conduct a study

wherein researchers post general advertisements and assess

who responds to the advertisements in order to decipher the

true diversity of respondents (or how closely the respondent

pool reflects population demographics). It would be useful to

adjust the advertisement language to target specific groups of

people (in terms of race, education level, sexual identity, and so

on) and gauge how the language of the ads might impact parti-

cipants’ interest in the study, their willingness to be inter-

viewed, and the likelihood of finding participants from

desired demographic groups.

Lastly, that Craigslist required the choosing of a subclassi-

fication for the gig advertisements could have potentially

excluded some participants. I did not advertise under every gig

category, for example, and it is possible that people looking for

very specific types of gigs, but who did not see my ad because

of where it was posted, may have ultimately been interested in

the study. I chose not to post multiple advertisements at the

same time under different headings so as not to confuse parti-

cipants or to look suspicious. However, in the future, if

researchers conduct a similar study over a longer period of

time, it would be useful to advertise under each different head-

ing and compare. Ultimately, the study sample is one of con-

venience and is nonrepresentative. However, a larger study

whose main focus is millennial recruiting techniques could

help clarify some of the uncertainties and limitations that I have

outlined above.

Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with respect to

the research, authorship, and/or publication of this article.

Funding

The author(s) disclosed receipt of the following financial support for

the research, authorship, and/or publication of this article: This

research was supported with graduate student research improvement

funding from the University of Colorado Boulder, Department of

Sociology.

References

Alto, K. M., McCullough, K. M., & Levant, R. F. (2018). Who is

on Craigslist? A novel approach to participant recruitment for

masculinities scholarship. Psychology of Men & Masculinity.,

19, 319–324 Advance online publication. doi:10.1037/

men0000092

Bell, L. (2013). Hard to get: 20-something women and the paradox of

sexual freedom. Berkeley: University of California Press.

Bolton, R. N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kaba-

dayi, S., Gruber, T., . . . Solnet, D. (2013). Understanding genera-

tion y and their use of social media: A review and research agenda.

Journal of Service Management, 24, 245–267.

Boudreau, K. (2007). The girls’ room: Negotiating schoolyard friend-

ships online. In S. Weber & S. Dixon (Eds.), Growing up online:

Young people and digital technologies (pp. 69–82). New York,

NY: Palgrave Macmillan.

Briassoulis, H. (2010). Online petitions: New tools of secondary anal-

ysis? Qualitative Research, 10, 715–727.

Carlson, E. (2008). The lucky few: Between the greatest generation

and the baby boom. New York, NY: Springer.

Dalessandro, C. (2017). Manifesting maturity: Gendered sexual inti-

macy and becoming an adult. Sexualities. doi:10.1177/

1363460717699779

Dalessandro, C., & Wilkins, A.C. (2017). Blinded by love: Women,

men, and gendered age in relationship stories. Gender & Society,

31, 96–118.

Duggan, M., & Brenner, J. (2013). The demographics of social media

users—2012. Washington, DC: Pew Research Center.

Ehrhard, K. H., Mayer, D. H., & Ziegert, J. C. (2010). Web-based

recruitment in the millennial generation: Work-life balance, web-

site usability, and organizational attraction. European Journal of

Work and Organizational Psychology, 21, 850–574.

Frandsen, M., Walters, J., & Ferguson, S. G. (2014). Exploring the

viability of using online social media advertising as a recruitment

method for smoking cessation clinical trials. Nicotine & Tobacco

Research, 16, 247–251.

Freese, S. M. (2011). Craigslist: Company and its founder. Minnea-

polis, MN: ABDO.

Gibson, L. A., & Sodeman, W. A. (2014). Millennials and technology:

Addressing the communication gap in education and practice. Edu-

cation and Development Journal, 32, 63–75.

Gioia, C. J., Sobell, L. C., Sobell, M. B., & Agrawal, S. (2016).

Craigslist versus print newspaper advertising for recruiting

research participants for alcohol studies: Cost and participant char-

acteristics. Addictive Behaviors, 54, 24–32.

Goluboff, S. L. (2015). Text to sex: The impact of cell phones on

hooking up and sexuality on campus. Mobile Media & Communi-

cation, 4, 102–120.

Figure 1. Example Flier.

6 International Journal of Qualitative Methods



Gorman, P., Nelson, T., & Glassman, A. (2004). The millennial gen-

eration: A strategic opportunity. Organizational Analysis, Green-

wich, 12, 255–270.

Grov, C. (2011). HIV risk and substance use in men who have sex

with men surveyed in bathhouses, bars/clubs, and on craigslist.

org: Venue of recruitment matters. AIDS and Behavior, 16,

807–817.

Grov, C., Ventuneac, A., Rendina, H. J., Jimenez, R. H., & Parsons, J.

T. (2012). Recruiting men who have sex with men on craigslist.org

for face-to-face assessments: Implications for Research. AIDS and

Behavior, 17, 773–778.

Hanna, P. (2012). Using internet technologies (such as Skype) as a

research medium: A research note. Qualitative Research, 12,

239–242.

Hofschneider, A. (2013, August 27). Bosses say ‘pick up the phone.’

The Wall Street Journal. Retrieved from https://www.wsj.com/arti

cles/bosses-say-pick-up-the-phone-1377643939?tesla¼y

Howe, N., & Strauss, W. (2000). Millennials rising: The next great

generation. New York, NY: Vintage Books.

Im, E., & Wonshik, C. (2004). Recruitment of research participants

through the internet. Computers, Informatics, Nursing, 22,

289–297.

Ito, M., Baumer, S., Bittanti, M., Boyd, D., Cody, R., Stephenson, B.

H., . . . Tripp, L. (2009). Hanging out, messing around, and geeking

out: Kids living and learning with new media. Cambridge: MIT

Press.

Jones, R. P., & Cox, D. (2015). How race and religion shape millennial

attitudes on sexuality and reproductive health: Findings from the

2015 millennials, sexuality, and reproductive health survey.

Washington, DC: Public Religion Research Institute.

Koo, M., & Skinner, H. (2005). Challenges of internet recruitment: A

case study with disappointing results. Journal of Medical Internet

Research, 7, e6.

Lenhart, A. (2015, April 9). Teens, social media and technology over-

view 2015. Pew Research Center. Retrieved from http://www.

pewinternet.org/2015/04/09/teens-social-media-technology-2015/

Myers, K. K., & Sadaghiani, K. (2010). Millennials in the workplace:

A communication perspective on millennials’ organizational rela-

tionships and performance. Journal of Business and Psychology,

25, 225–238.

Pedersen, E. R., & Kurz, J. (2016). Using Facebook for health-related

research study recruitment and program delivery. Current Opinion

in Psychology, 9, 38–43.

Raine, L., & Perrin, A. (2016, March 22). Technology adoption by

baby boomers (and everybody else). Pew Research Center.

Retrieved from http://www.pewinternet.org/2016/03/22/technol

ogy-adoption-by-baby-boomers-and-everybody-else//

Ray, R., & Rosow, J. A. (2010). Getting off and getting intimate: How

normative institutional arrangements structure black and white

fraternity men’s approaches toward women. Men and Masculi-

nities, 12, 523–546.

Reisenwitz, T. H., & Iyer, R. (2009). Differences in generation x and

generation y: Implications for the organization and marketers.

Marketing Management Journal, 19, 91–103.

Rosenfeld, M. J., & Thomas, R. J. (2012). Searching for a mate: The

rise of the internet as a social intermediary. American Sociological

Review, 77, 523–547.

Shields, C. M. (2003). ‘Giving voice’ to students: Using the internet

for data collection. Qualitative Research, 3, 397–414.

Shropshire, C. (2015, March 26). Americans prefer texting to talking,

report says. Chicago Tribune. Retrieved from http://www.chicago

tribune.com/business/ct-americans-texting-00327-biz-20150326-

story.html/

Sikkens, E., van San, M., Sieckelinck, S., Boeije, H., & de Winter, M.

(2016). Participant recruitment through social media: Qualitative

radicalization study using Facebook. Field Methods, 2, 130–139.

Silva, J. (2012). Constructing adulthood in an age of uncertainty.

American Sociological Review, 77, 505–522.

Silva, J. (2013). Coming up short: Working-class adulthood in an age

of uncertainty. New York, NY: Oxford University Press.

Smith, K. T. (2012). Longitudinal study of digital marketing strategies

targeting millennials. Journal of Consumer Marketing, 29, 86–92.

Sugar, R. (2015, May 9). Why millennials are scared of talking on the

phone—And how to get over it. Business Insider. Retrieved from

http://www.businessinsider.com/conquer-your-fear-of-the-phone-

2015-5

Sweeney, B. N. (2014). Masculine status, sexual performance, and the

sexual stigmatization of women. Symbolic Interaction, 37,

369–390.

Temple, E. C., & Brown, R. F. (2011). A comparison of internet-based

participant recruitment methods: Encouraging the hidden popula-

tion of cannabis users in research. Journal of Research Practice, 7,

1–20.

Travers, M. (2009). New methods, old problems: A sceptical view of

innovation in qualitative research. Qualitative Research, 9,

161–179.

Tu, C., & McIssac, M. (2002). The relationship of social presence and

interaction in online classes. American Journal of Distance Edu-

cation, 16, 131–150.

Twenge, J. M, & Campbell, S. M. (2012). Who are the millennials?

Empirical evidence for generational differences in work values,

attitude, and personality. In E. S. Ng, S. T. Lyons, & L. Schweitzer

(Eds.), Managing the new workforce: International perspectives

on the millennial generation (pp. 1–19). Northampton, MA:

Edward Elgar.

Wade, L. (2017). American hookup: The new culture of sex on cam-

pus. New York, NY: W.W. Norton.

Wilkins, A. C. (2012). Becoming black women: Intimate stories and

intersectional identities. Social Psychology Quarterly, 75,

173–195.

Wilkins, A. C., & Dalessandro, C. (2013). Monogamy lite: Cheating,

college, and women. Gender & Society, 27, 728–751.

Worthen, M. (2013). An invitation to use craigslist ads to recruit

respondents from stigmatized groups for qualitative interviews.

Qualitative Research, 14, 371–383.

Yuan, P., Bare, M. G., Johnson, M. O., & Saberi, P. (2014). Using

online social media for recruitment of human immunodeficiency

virus-positive participants: A cross-sectional survey. Journal of

Medical Internet Research, 16, e117.

Dalessandro 7

https://www.wsj.com/articles/bosses-say-pick-up-the-phone-1377643939?tesla=y
https://www.wsj.com/articles/bosses-say-pick-up-the-phone-1377643939?tesla=y
https://www.wsj.com/articles/bosses-say-pick-up-the-phone-1377643939?tesla=y
http://www.pewinternet.org/2015/04/09/teens-social-media-technology-2015/
http://www.pewinternet.org/2015/04/09/teens-social-media-technology-2015/
http://www.pewinternet.org/2016/03/22/technology-adoption-by-baby-boomers-and-everybody-else//
http://www.pewinternet.org/2016/03/22/technology-adoption-by-baby-boomers-and-everybody-else//
http://www.chicagotribune.com/business/ct-americans-texting-00327-biz-20150326-story.html/
http://www.chicagotribune.com/business/ct-americans-texting-00327-biz-20150326-story.html/
http://www.chicagotribune.com/business/ct-americans-texting-00327-biz-20150326-story.html/
http://www.businessinsider.com/conquer-your-fear-of-the-phone-2015-5
http://www.businessinsider.com/conquer-your-fear-of-the-phone-2015-5


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 266
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 175
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50286
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 266
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 175
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50286
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 900
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 175
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50286
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /CreateJDFFile false
  /Description <<
    /ENU <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 9
      /MarksWeight 0.125000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [288 288]
  /PageSize [612.000 792.000]
>> setpagedevice


