Supplementary Table 1
Participants’ perceptions of the most appealing aspects of prospective treatment innovations
	Most appealing aspects of innovation
	M
	SD
	Prop. rated >41

	Reduces costs per patient 
	2.36
	1.12
	8.3

	Improves operational efficiency 
	2.73
	1.19
	25.0

	Increases occupancy or census stability
	2.45
	1.13
	16.7

	Increases long-term recovery rates
	3.64
	0.50
	58.3

	Reduces relapse rates
	3.55
	0.52
	50.0

	Improves engagement and retention in treatment
	3.55
	0.69
	58.3

	Serves patients with more complex or high-acuity needs 
	3.18
	0.60
	25.0

	Provides more personalized or tailored care
	3.18
	0.75
	33.3

	Fills gaps in existing treatment offerings
	3.18
	0.75
	33.3


Note. 1Represents proportion of participants who rated a given item at least “quite impressive.” 


Supplementary Table 2
How participants themselves (N=11) first heard about potential treatment innovations 
	First hear about innovations
	Mdn
	IQR
	Prop. rated >01

	Conferences or professional meetings
	15
	20
	83.3

	Peer-reviewed journal articles
	0
	8
	41.7

	Trade publications or newsletters
	0
	10
	50.0

	Sales representatives or vendor outreach
	4
	15
	58.3

	Recommendations from peer organizations or professional network
	15
	20
	83.3

	Recommendations from accreditation bodies or professional associations
	0
	6
	41.7

	From clinical staff
	15
	12
	91.7

	From other/administrative staff
	0
	12
	41.7

	Requests from patients or families 
	0
	20
	50.0

	Online information (e.g., internet searches, social media, or other websites)
	10
	13
	83.3

	Government agencies or policy announcements 
	0
	0
	25.0

	Continuing medical education requirements 
	0
	0
	25.0

	Other
	0
	0
	8.3


Note. 1Represents the proportion of participants who rated each item > 0%. 



Supplementary Table 3
Frequencies of the roles of various stakeholders in the process of considering whether innovations in treatment offerings should be adopted, according to treatment facility executives (N=11)
	
	Not typically involved
	Consult
	Involved throughout
	Final decision

	Clinical staff
	0 (0.0)
	5 (45.5)
	6 (54.5)
	2 (18.2)

	Administrative staff
	3 (27.3)
	7 (63.6)
	3 (27.3)
	2 (18.2)

	Board of directors
	3 (27.3)
	3 (27.3)
	3 (27.3)
	5 (45.5)

	Patients or advisory groups
	2 (18.2)
	8 (72.7)
	1 (9.1)
	0 (0.0)

	Family members or community representatives
	4 (36.4)
	6 (54.5)
	1 (9.1)
	0 (0.0)

	Finance or accounting staff
	2 (18.2)
	8 (72.7)
	1 (9.1)
	2 (18.2)

	Legal counsel 
	3 (27.3)
	7 (63.6)
	0 (0.0)
	2 (18.2)

	External consultants or advisors
	6 (54.5)
	5 (45.5)
	0 (0.0)
	0 (0.0)

	Payer representatives 
	5 (45.5)
	6 (54.5)
	0 (0.0)
	0 (0.0)


Note. “Consult” meant explicitly seeking out their perspective at least once. “Involve” meant that their perspectives were sought throughout the process, more than once. “Final decision-making” meant they got a vote about whether or not the innovation would be implemented. 






Supplementary Table 4
Important outcomes from pilots of new treatment programs, as rated by addiction treatment facility executives and clinical leadership	

	
	M
	SD
	Prop. rated >31

	High utilization from patients or counselors
	2.18
	0.60
	25.0

	Improved patient retention/engagement
	2.72
	0.47
	66.7

	Staff buy-in
	2.09
	0.54
	16.7

	Feasibility
	2.45
	0.52
	41.7

	Positive financial margin or cost-effectiveness
	2.18
	0.75
	33.3

	Patient satisfaction
	2.18
	0.75
	33.3

	Successful reimbursement for services involved
	2.27
	0.90
	50.0


Note. 1Represents the proportion of participants who rated an item at least “quite important.” 



Supplementary Table 5
Treatment center executives’ perceptions of important characteristics of innovations
	
	M
	SD
	Prop. rated >41

	The innovation comes from a reputable source 
	3.09
	0.54
	16.7

	The strength of the research evidence supporting the innovation
	3.09
	0.83
	25.0

	It can be modified, tailored, or refined to fit our needs 
	2.91
	1.04
	16.7

	It can be tested on a small scale and undone if necessary 
	3.27
	0.65
	33.3

	It is not especially complicated to deliver 
	2.91
	0.83
	25.0

	It is “packaged” well, meaning its materials and marketing look polished 
	2.18
	1.25
	8.3

	Its purchase and operating costs are affordable 
	3.09
	1.04
	41.7




