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This series of case studies offers a model for how organizations 
can collaborate to positively impact  vaccine attitudes by applying 
data insights, testing and scaling online vaccine communication 
interventions. Published through a partnership between UNICEF, Meta, 
the Yale Institute for Global Health (YIGH) and the Public Good Projects 
(PGP), this case study offers lessons for using social media insights and 
tools to encourage vaccine confidence globally. 

Vaccine decision-making is complex. The success of vaccine communication efforts 
depends on delivering the right information at the right time, to the right people, and 
through the right channels and messengers. To build lasting confidence in vaccination, 
tailoring messages in ways that respond to specific community concerns is critical, as 
is regularly capturing contextual insights and trends around vaccination conversations 
to ensure that communications are relevant and responsive to community needs. 

For nearly three years, UNICEF, Meta, YIGH and PGP have been exploring how to use 
targeted online communications to build vaccine confidence by identifying, designing, 
testing and measuring more effective ways to highlight the importance of vaccination. 
This year, we have shifted the focus of this partnership from COVID-19 vaccination to 
routine childhood immunization in eight countries—Argentina, Brazil, India, Indonesia, 
Nigeria, Pakistan, the Philippines and South Africa—to help support vaccine demand 
amid the ongoing global pandemic.
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Our Partnership

UNICEF works in over 190 countries and territories 
to protect and advance the rights of children. With 
its partners, UNICEF supplies vaccines for 45% of 
the world’s children. Together with governments, 
the private sector, non-governmental organizations 
and other United Nations agencies, UNICEF engages 
communities, increases demand for vaccines, procures 
and distributes vaccines, keeps supplies safe and 
effective, and helps ensure affordable vaccine access 
for even the hardest-to-reach families. 

To this collaboration UNICEF brings its global network 
of Country Offices, recognized public trust, expertise 
and experience in immunization programming, 
leadership in social and behavior change and vaccine 
demand generation, experience in addressing vaccine 
hesitancy, and context-specific questions to explore 
through iterative research and testing. 

Currently, nearly 4 billion people 
around the world use Meta 
products monthly to connect 
with their communities. 

Meta teams and tools enable 
UNICEF, Yale, and PGP to 
scale accurate messaging to 
communities in need around the 
world. This is done by effectively 
tapping into publicly available 
platform insights on ways people 
are talking about vaccines, 
utilizing media measurement 
tools to understand which 
messages are positively 
impacting perceptions, and 
advising on media best practices. 

YIGH brings together world-class 
schools of public health, medicine 
and nursing to address public 
health issues around the globe. 

Drawing on vaccine acceptance 
theory and behavior change 
communication expertise, the YIGH 
team collects and triangulates data 
and crafts messaging strategies 
grounded in both evidence and 
global messaging principles. 
In parallel, they design and 
execute rigorous evaluations to 
measure the real-world impact of 
communication interventions. 

PGP is a public health nonprofit 
specializing in large-scale media 
monitoring programs and social 
behavior change interventions.  

PGP brings social media analysis 
and insights from online public 
conversations about vaccines to 
help bridge data gaps in timely 
and cost-effective ways.  

Additionally, their creative team 
works closely with YIGH and 
UNICEF  to transform these 
insights into compelling creative 
assets that complement local 
messaging strategies.
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Our Four-Phase Process: 
Influencing positive vaccine  
attitudes and behaviors

We aim to better understand the factors keeping parents from fully 
vaccinating their children, looking specifically at attitudes that 
often determine their uptake. 

Examining publicly available information online and offline, 
we triangulate data to identify key insights and intervention 
opportunities to inform messaging strategies.

We co-design unique strategies to respond to data insights in close 
collaboration with UNICEF Country Offices. We leverage global 
vaccine messaging principles and behavioural science expertise to 
create compelling messages in both English and local languages.

Underpinned by additional research into the local media landscape, 
we lead campaign development through an iterative feedback 
process with Country Offices and partners to produce campaign 
assets that complement messaging approaches. 

UNICEF deploys Facebook advertising campaigns, grouping and 
testing different messaging strategies across different audiences, 
regions and languages. 

To determine the best strategy for national campaigns, we use 
anonymized surveys called brand lift studies to assess and 
compare vaccine attitudes between groups that were (and were 
not) exposed to our campaigns. 

In select contexts, where routine vaccination coverage 
data is available, we assess the real-world impact of our 
communication efforts on vaccine behaviors and uptake.

Using a randomized control trial design, we compare 
vaccination rates in test and control sites to understand 
the impact of our messaging campaign.

Generating Insights

Designing Responsive Messaging Strategies

Testing and Iterating

Measuring Impact
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Step 1: Foundational Literature Review

PHASE 1: 
Generating insights from publicly 
available online and offline  
data sources

We first conduct a literature review to surface local barriers and drivers of vaccination. We found 
that a significant portion of the world’s unimmunized children who are vulnerable to vaccine 
preventable diseases live in Indonesia.1 Indonesia has seen declines in routine immunization 
rates since the pandemic, compounded by an uptick in vaccine hesitancy prior to the outbreak 
(Figueriedo et al, 2020). Access barriers are common, with stock outs frequently reported in 
public comments posted online (Azizatunnisa et al, 2022). Additional vaccination barriers 
include demographic factors such as a child’s birth order, a low education level of mothers, 
lower household income and rural residence. Specific concerns and misconceptions were also 
uncovered around the safety and efficacy of vaccines, vaccine compliance with Muslim faith, 
and belief in the strength of natural immunity and alternative treatments. 

Our research also pointed toward opportunity areas that could be entry points for future 
communication interventions. Urban residence, older parents, and higher education levels of 
mothers were found to be associated with higher vaccination rates. Strong family support for 
vaccination and a high perception of susceptibility to vaccine-preventable disease correlated 
with higher vaccination rates—important messaging opportunities.

Next, we seek to better understand who is talking about vaccines and how. This helps identify 
potential audiences, themes and messengers for campaigns. Insights from public posts 
discussion offers a unique window into how people are thinking and feeling in real time. To 
do this, we aggregated, anonymized and analyzed publicly-available posts about vaccines on 
dominant social media platforms like Facebook2, Twitter, news outlets, and blogs.3  

Our analysis revealed that the majority of routine vaccine-related posts on Facebook were 
written by those in the 25-34 age group and that women were more likely to post about routine 
immunization than men.  

Step 2: Insights from Public Posts on Social Media

1 https://data.unicef.org/wp-content/uploads/2016/07/progress-challenges_wuenic2021.pdf
2 Meta sourced content for this report based on vaccine-related public posts, which reflect [Jan-Mar 2022] which 
may change over time. These posts were gathered based on predictions from a machine learning classifier, which 
Meta is continually working to improve—please consider these preliminary findings and examples 
3 Of the data analyzed by PGP, the majority of posts came from Twitter (66%), followed by news outlets (26.9%), 
blogs (6.1%) and other relevant online forums (0.9%)
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We also reviewed recent online campaigns launched by UNICEF Indonesia that tested 
the effectiveness of different messaging approaches. “Emotional” content that featured 
photos of parents and children with short, inviting text was the clear winner, showing high 
user engagement, ad recall, and a demonstrated ability to shift audience attitudes toward 
recognizing the importance of vaccines. 

Comments on these vaccine posts pointed to two key concerns that may be dampening uptake, 
the belief in natural immunity as superior or that being unvaccinated is healthier and safety 
concerns related to side effects. Religious objections did not feature prominently in public 
comments about routine vaccines, but were highlighted as minority concerns and corroborated 
in qualitative project research. Notably, while comments on previous campaigns were positive, 
nearly a third mentioned a lack of available vaccines in their location, indicating a need for 
vaccines to be consistently available, particularly in rural areas.

Step 3: Country Information

The majority of posts about routine immunization received positive engagement, 
demonstrating significant public sentiment in favor of vaccines. Of vaccine posts on 
Twitter, 55% were generated by females and 45% from males, while 50% of overall 
vaccine conversations on Twitter happened among those under age 40. 
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PHASE 2: 
Developing responsive 
messaging strategies

As the next step in our process, we identify entry points for strategic messaging based on 
our insights. We look for opportunity areas that i) respond to real community perspectives 
and concerns and ii) are strongly backed by evidence. Using this criteria, we identified four 
key messaging strategies in Indonesia:

Build on existing positive sentiment towards routine vaccines:

Incorporate values-based messaging:

Testimonials of devout parents:

Leverage gateway topics to promote vaccination:

Online public posts are generally very positive toward routine 
immunization in Indonesia. Messaging strategies should leverage this 
positive sentiment, framing it as a social norm.

Negative public posts focused on a preference for natural immunity, 
that being unvaccinated was healthier. Messaging strategies should 
target this evident ‘purity’ (pure from disease) value through a values-
based approach. 

Given the high performance of previous campaigns that featured 
photographic images of parents and children, incorporating visuals and 
stories from devout families into messaging can provide social proof of 
religious acceptability. 

Polio no longer threatens Indonesia’s children like it did in their 
grandparent’s generation. Messaging strategies should consider using 
polio successes as an entry-point to discuss childhood immunization 
more broadly.
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Audience
Who do we want  
to reach through  
our messaging?  

Content 
What do we  
want to say? 

 

Messenger
Who should  

say it?   
 

Tone
How should it  

be said?

We developed a total of 19 individual online assets, segmented into three separate 
campaigns to be tested. 

We then create campaigns based on these strategies and four key 
campaign considerations:

The Informational Campaign

We identified and compiled the highest performing individual content pieces from 
successful past UNICEF campaigns into a single campaign. In some cases, we tweaked 
the messaging to incorporate additional behavior-change principles and reworked them 
into a testimonial format. We used pictures of devout parents to show the religious 
acceptance of childhood vaccination. 

We used an informational campaign to raise awareness of the availability and 
importance of vaccines. In addition to the messages themselves, we embedded a link 
to a landing page with more information to encourage uptake for this campaign.

The Emotive Campaign

The Values-Based Campaign
We selected a values-based messaging strategy that aligns the preference seen 
for natural immunity with vaccination.  
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What 
Crafting compelling messages
Using UNICEF Indonesia’s existing content banks, we selected high 
performing images to pair with messages that spoke to the efficacy and 
importance of vaccination before grouping them into thematic campaigns 
to test for effectiveness. Then, where needed, we co-created additional 
messages to align with the core messaging strategies we had proposed 
based on insights (as demonstrated in the example below):

Who
Identifying the right audience
In Indonesia, we cast a wide net by focusing on male and female 
adults of reproductive age (aged 21 - 44) as potential parents, 
caregivers and drivers of vaccine conversations online. We 
segmented the audience by areas of low (below 80%) and high (80% 
or more) vaccination coverage using this data:

A detailed look at our approach to our message development, using the ‘pure from 
disease’ campaign as an example:

Figure 1. Overall vaccine coverage is high nationally, but there is persistent low coverage 
in Aceh, Papua, and Maluku (<70%) as well as North Kalimantan, Riau and West Sumatra 

(70-79%). Sumatra island is home to 67% of unvaccinated children in Indonesia.

UNITED NATIONS CHILDREN’S FUND (2020); WHO 2020
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Incorporating best practices
The photo above draws from high-performing 
campaigns featuring photos of parents  
and children. 

By highlighting the opportunity to keep children 
“pure from disease through vaccination”, 
we spoke directly to the purity value while 
responding to notions of natural immunity. 
Appealing to a parent’s natural desire to 
protect their children, created an additional 
motivation for behavioral change.

Given strong local beliefs in natural immunity 
and UNICEF’s promotion of exclusive 
breastfeeding, we adopted a framing that 
acknowledged the value of the natural 
practice of breastfeeding and emphasized 
using it alongside vaccination for full 
immunity. We also explicitly referenced polio 
and other diseases to raise the visibility of 
other vaccine preventable diseases that may 
no longer be at the forefront of people’s minds 
due to the ongoing pandemic.  

Finally, we included a call-to-action that 
highlights the audience’s ability to take positive 
action to address vaccine preventable diseases 
by linking to the informational landing page.

Appealing to values

Copy text

My child relies on me to keep 
them safe from disease and 
pure of infection. I know by 
vaccinating and breastfeeding, 
my child is protected.

Caption text

Vaccinating/immunization keeps 
babies free of diseases like polio, 
measles and whooping cough. 
By breastfeeding, I am giving my 
child protection, but that’s not 
enough. To stay pure of infection, 
I also need to vaccinate my baby 
fully and on schedule. Find out how 
to keep your baby healthy by 
vaccinating them today.
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Who
Selecting the right messenger(s)
We relied primarily on parents 
as messengers and the value of 
testimonial-style communications. 

How
Creating campaign tone
We conveyed a positive, engaging tone through 
clear, colorful and high-quality photos with  
conversational, peer-to-peer style word choices. 
All assets were co-branded by UNICEF and 
the Ministry of Health to leverage the value of 
authoritative messaging. 
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PHASE 3: 
Testing and iterating

Measuring the impact of interventions on real-world attitudes and behaviors helps uncover 
what is (and is not) working. We designed a five-question survey on Facebook to test our 
interventions and assess the difference in specific vaccine attitudes between test and 
control groups.

• Do you remember seeing a post about routine immunization from UNICEF online or on a 
mobile device over the past 2 days? .

• How important is it for parents to get their children vaccinated against preventable 
diseases like polio or measles?

• How much do you agree with the statement “parents have the ability to protect their 
children from diseases like polio and measles through vaccination”?

• How much do you agree with the statement “getting children vaccinated keeps bodies pure 
from disease”?

• How much do you agree with the statement “it is better for children to gain immunity 
through vaccines rather than by exposing them to disease”?

We then launched and tested our three communication campaigns—emotional, informational, 
and values-based—across regions with higher and lower vaccination coverage, over four weeks 
in July and August 2022.

These five questions were designed to uncover the memorability of the campaign 
and its influence on attitudes about vaccination:
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PHASE 4: 
Campaign results

Together, these three campaigns reached a combined total of more than 91 million people in 
Indonesia. Approximately 2.1 million people clicked through to the landing page, highlighting 
both a widespread demand for additional information on vaccination and a cost-effective 
way to drive traffic to resource pages ( $0.06 USD per person).  While the campaigns reached 
more people in high immunization coverage areas, there was more engagement in low- and 
medium-coverage areas, potentially indicating a higher need for vaccination information in 
low- and medium-coverage areas. 

Campaigns that featured parents with children had greater reach than those with 
illustrations. Ads that featured children by themselves did not reach a large audience. 
This could imply that our target audience needs to recognize themselves in the images. 
Ads that featured devout parents worked well, showing that references to religion and 
religious acceptance of vaccines could be a good strategy in Indonesia. 

High-coverage areas Low- and medium-coverage areas

74.8 million
 

1.4 million
 

1.9 million

18.7 million
 

0.7 million
 

1.1 million

Reach (number of unique people)

Unique outbound clicks

Engagements

We found that campaigns that focused on 
risks and rights (the informative campaign) 
did not perform well in regions where 
routine immunization coverage was high. 
In low- and medium-coverage regions, this 
informative campaign did create some 
directional movement in agreement with the 
statement that parents can protect their 
children through vaccination, especially 
among women. 
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Purity (the values-based campaign) resonated more in low- and medium-coverage regions 
than in high-coverage regions. Across the purity campaign, directional movement was 
observed in agreement that vaccination keeps children pure of disease, with people 25 
and over as the drivers of that movement. 

Emotional Informative Value Based

+4.2pts*

-0.1pts

+1.2 pts

+0.9pts

-0.6 pts

+0.6pts

+0.1pts

+0.7pts

+0.1pts

+0.4pts

+2.1pts^

+1.8pts^

-1.1pts

-0.3 pts

+1.1 pts

+3.2pts*

+0.1pts

-0.2pts

+0.6pts

+2.5pts*

+2.3pts^

+0.2pts

+1.5pts^

+0.7pts

+0.8pts

+2.3pts^

+0.1pts

+1.2pts

+1.6pts^

+1.2pts

Survey Questions 

Do you remember seeing a post 
about routine immunization from 
UNICEF online or on a mobile 
device over the past 2 days?
 
How important is it for parents 
to get their children vaccinated 
against preventable diseases, like 
polio or measles? 
 
How much do you agree with the 
statement “Parents have the ability 
to protect their children from 
diseases like polio and measles 
through vaccination”? 
 
How much do you agree with 
the statement “Getting children 
vaccinated keeps bodies pure  
from disease”? 
 
How much do you agree with the 
statement “It is better for children 
to gain immunity through vaccines 
rather than by exposing them  
to disease”?

*90% confidence level; ^80% confidence level.
High coverage results are captured in left-hand columns (white columns), 
and low to medium coverage area results are on the right (green columns)

In both high- and low-coverage regions, we found that the emotional content was the most 
memorable. While no clear winner among our three messaging strategies emerged in high-
coverage regions, we did observe positive directional movement in response to the values-
based messaging approach in high-coverage regions, which suggests the theme deserves 
further exploration in areas with high levels of vaccination. 
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• Continuing the ads featuring devout parents with children, and using fewer illustrations.
• Looking into additional, creative ways to engage with younger people, perhaps by engaging 

influencers and by using Reels. 
• Dropping the informative campaign for high-coverage regions.
• Continuing the purity campaign and creating more campaigns with purity-focused 

messages for regions with  low- and medium-percentage vaccination coverage and still 
high numbers of under-vaccinated or zero-dose children.

RECOMMENDATIONS
Based on these results, we recommend that organizations running 
routine childhood vaccination campaigns in Indonesia consider:

In low-coverage regions, emotional content emerged as the clear winning strategy when 
evaluating based on agreement that it is better to gain immunity through vaccines than 
exposure. While not statistically significant, we saw positive directional movement in  
response to the values-based and the informational campaigns in low-coverage regions.

Highest performing ads per campaign:


