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Introduction Results (cont.)Materials and Methods (cont.)
Self-directed learning is the future of education. As the world rapidly 

expands, “cookie-cutter” educational programs are becoming outdated. 
Especially in hands-off disciplines like online learning, the need for 
personalized educational programs is growing (Chen, 2007). Self-
directed learning (SDL) allows someone to study what they want, how 
they want, when they want (Garrison, 1997). It allows slower learners to 
slow their pace to a comfortable level and allows faster learners to move 
through their learning more efficiently. 

The method of recruiting for this study was Facebook 
advertisements. A few studies have looked at the viability of recruiting 
people for participation in research studies like the study by Kapp et al. 
(2013). The researchers used Facebook advertising to look for middle-
aged women in the United States to answer questions about 
mammography. Out of the 374,225 women who the advertisements 
reached, nine of the women went past the introductory page of the 
website, and none of them finished the survey. 

The purpose of this study was to recruit online learners through 
Facebook advertising in order to test if a certain self-directed learning 
tool was helpful or not. There were two alternative hypotheses for this 
study, one for the recruitment phase and one for the tracking phase:

Ha1: By optimizing Facebook advertisements, at least ten 
participants will be recruited to test the tool or take part in a control 
group.

Ha2: The self-directed learners randomly assigned to use the SDL 
tool developed by the researchers will perform better in their 
coursework and continue their learning for longer than learners who did 
not receive the SDL tool.

Other indicators of successful, low CPR (cost per result) ad sets 
included a low frequency (less saturation) and a high result rate (a 
higher proportion of the audience is completing the ad objective).

There were no participants recruited to test the SDL tool from these 
ads, though many reached out to the Facebook page. Two participants 
were recruited outside of the Facebook advertisements, but neither 
ended up using the SDL tool due to obligations with college and jobs.

The second phase of this study was the “tracking phase”. During this 
phase, the recruited participants began using the SDL tool designed by 
the researchers. A control group was also selected, and those selected 
for the control group did not receive the SDL tool. Both of these groups 
had their progress on their respective online courses tracked so that the 
effects of the SDL tool could be measured. Learners were free to choose 
their own online course which fit their personal needs.

The SDL tool was a Google Sheets document which consisted of two 
main parts, each drawing from the elements of SDL outlined by 
Garrison (1997). The first page of the SDL tool was the courses sheet 
(Table 2). On this sheet, learners put in what courses they were taking, 
how long it would take them to complete the courses, and when they 
completed them. The second sheet of the tool helped with pace-keeping 
(Table 3). Learners could set their weekly learning pace (right yellow 
box) and put in their hours of work into the blue space. The sheet 
automatically added the hours of work for each week and reported to the 
learner if they were ahead or behind their pace in their “Total Surplus.”

Materials and Methods
The first phase of this study was the “advertisement phase”. This 

phase consisted of placing Facebook advertisements through the 
Facebook page named “New Path to Technical Professional”. The 
advertisements were created and controlled using Facebook’s built-in 
“Ads Manager”, which allowed advertisers to publish and view the 
results of their ad campaigns. Many things could be measured from 
these Facebook ads, like the number of people they reached, the number 
of people that clicked on the ad, or the cost efficiency of the ads (Table 
1). The goals of the ads were changed throughout the study as new ideas 
were tested.

Table 1 (right): An example of 
results from an ad campaign run 
in South Asia

Table 2 (above): The Courses Sheet allows the learners to track their course 
completion as well as the hours required for each course. Learners are motivated by 
seeing what they have already completed and are kept on track by seeing what they 
still need to complete.

Table 3 (above): An example of the pace-keeping sheet in the SDL guide. Note that 
since the hours given as credit for doing work are based on hour approximations for 
the courses, it is possible to earn more than 24 hours in one day of work. Colored cells 
show where the participants input their data such as hours worked, pace, or date.

Results
The advertisement phase of the study lasted until April 20th when the 

final ad finished running (Table 4). The Facebook page garnered 1,101 
page likes from these advertisements. A large factor in the success of an 
ad campaign was the freshness of its audience. “Final Ad,” which 
targeted the parents of 13–14-year-old homeschoolers (a well tested 
demographic) performed poorly. “Final Ad Pt. 2” changed the age range 
to 15–16 (previously untouched), and the ad performed much better. 

Conclusions
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The purpose of this study was to recruit online learners through 
Facebook advertising in order to test if a certain self-directed learning 
tool would be helpful or not. This study did not recruit ten participants 
to test the SDL tool, so Ha1 was not satisfied and Ha2 could not be tested. 
However, many people reached out to the study Facebook page 
inquiring about the SDL tool. This study showed that successful 
Facebook advertisements rely on finding a good audience but not 
overusing/saturating it. Future studies which use Facebook advertising 
to recruit should budget more time to learn to use the advertising tools 
and run advertisements. More research is still needed into creating an 
effective SDL tool and proving its effectiveness.

Country Reach Impressions Link Clicks Cost per Result
India 139 140 10 $0.01 
Bangladesh 94 96 5 $0.004 
Pakistan 28 28 4 $0.003 
Nepal 8 10 0 ---
Total 269 274 19 $0.01 

Course #
Name of 
Course Web Address

Time 
Estimate

Date of 
Completion Hours Earned

1
Introduction to 
HTML www.freecodecamp.org 1.5 hours July 28th, 2020 1.5

2 Basic CSS www.freecodecamp.org 66 hours August 7th, 2020 66

3
Applied Visual 
Design www.freecodecamp.org 52 hours

August 25th, 
2020 52

Hours Earned

Week
Week 
Ending Sun Mon Tue Wed Thu Fri Sat Weekly

Weekly 
Surplus Total

Total 
Surplus Pace

If pace changes, state 
why

1 8/1/20 1.5 1.5 0.5 1.5 0.5 1 This is initial pace
2 8/8/20 66 66 65 67.5 65.5 1
3 8/15/20 0 1 67.5 64.5 1
4 8/22/20 52 52 47 119.5 111.5 5 I have a large surplus

Ad Set Name Dates Ran Results Cost CPR Reach Impressions Frequency Result Rate
Final Ad Pt. 2 4/15–4/20/21 536 PL $20.96 $0.04 3,376 8,434 2.50 6.36%
Final Ad 3/25–4/4/21 144 PL $39.99 $0.28 9,502 37,692 3.97 0.38%
New Interests 3/4–3/8/21 89 PL $5.99 $0.07 1,516 3,036 2.00 2.93%
New Countries 3/4–3/8/21 16 PL $5.99 $0.37 2,212 9,976 4.51 0.16%
SE Asia English 1/28–2/1/21 58 PL $4.98 $0.09 1,610 2,915 1.81 1.99%
S Asia English 1/28–2/1/21 47 PL $4.99 $0.11 1,603 4,912 3.06 0.96%
S America 13–14 1/21–1/24/21 14 PL $5.99 $0.43 3,901 10,077 2.58 0.14%
SE Asia 13–14 1/6–1/9/21 100 PL $5.94 $0.06 1,545 2,759 1.79 3.62%
S Asia 13–14 12/15–12/20/20 97 PL $5.76 $0.06 1,337 2,415 1.81 4.02%
S Asia Messages 11/23–11/25/20 25 MC $9.86 $0.39 3,439 5,885 1.71 0.42%
India Messages 11/9–11/11/20 6 MC $1.77 $0.30 482 567 1.18 1.06%
S Asia 18–24 10/20–10/22/20 19 LC $0.10 $0.01 269 274 1.02 6.93%
Non-India 18–24 10/7–10/9/20 68 LC $1.77 $0.03 1,824 3,814 2.09 1.78%
Total $114.09 29,466 92,756

Table 4 (above): The results from every Facebook ad ran during the study. PL 
stands for page likes, MC for messages, and LC for link clicks. Frequency is 
impressions divided by reach, and result rate is results divided by impressions.


