Increasing Cancer Screening: Client Incentives - Breast Cancer

Summary Evidence Table - Study From the Updated Search Period

Study

Location
Intervention

Comparison

Study population
description

Sample size

Effect measure

Reported
baseline

Reported effect

Value used in
summary
[95%CI]

Follow-
up time

Author (year):

Slater (2005)

Study Period:
2000

Design
Suitability:
Greatest

Study Design:

iRCT

Outcome

Measurement:

Completed
Mammography
Screening

program
records

Location: Minnesota

Intervention: Client
incentive ($10
monetary incentive to
women who completed
a program MAM within
~1 year) in addition to
screening availability
information and
appointment assistance

Comparison: screening
availability information
and appointment
assistance alone

Population: Women
aged 40-63 from
Census blocks having
household size and
income characteristics
consistent with
screening program
guidelines

Sample size:
n=145,467

Incremental effect
on screening use

ni—l
- e

0.52 pct pts
(CI10.32,0.72)
(p<.001)

13
months




