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Topic analysis

Share of vaccine-related topics and vaccine brands

In the predefined topics for vaccination, 28.2% of the posts were about “vaccine efficiency”, which was the 

greatest share of all posts, mainly driven by reactions to:

• Three new studies from the CDC offer evidence that Pfizer and Moderna booster shot is up to 90% 

effective against Omicron.

• Lebanon government announcement of a mandate for public sector workers to get vaccinated, which 

resulted in hundreds of protesters gathering against the decision.

Trust and hesitancy occupied 21.3% of the posts, which was the second greatest share, partly driven by 

reactions to:

• In Bahrain, the Ministry of Health announced the beginning of vaccination for  5–11-year-old children 

from 19 January.

For the predefined topics of vaccine brands, Pfizer had the largest share of results (58.8%), owing to 

conversations about:

• The Ministry of Health and Population in Egypt received 3 million Pfizer vaccines from the United States 

through the Covax mechanism.

See figure 1 & 2 below:

SHARE OF VACCINE-RELATED TOPICS SHARE OF VACCINE BRANDS

Figure 2
Figure 1

https://www.aljazeera.com/news/2022/1/22/boosters-90-effective-against-omicron-hospitalisations-study
https://www.aljazeera.com/news/2022/1/14/lebanon-vaccine-hesitancy
https://www.bna.bh/en/RegistrationforthePfizerBioNTechvaccinationtobeginforchildrenaged5to11.aspx?cms=q8FmFJgiscL2fwIzON1%2bDrPqyn0i%2btjHHMKhsGmjpu8%3d
https://www.facebook.com/113372200974003/posts/249631750681380


Sentiment analysis

Across the analytical period, most of the sentiments were neutral at 75.2% overall; negative sentiments 

were 17.5%, while positive sentiments were 7.3%. Both negative and positive sentiments decreased by 1 

to 2% compared to the previous period.

Some of the conversations that drove positive sentiments were related to the Lebanese government 

announcement about the Moderna vaccine’s effectiveness, which reflected that Moderna vaccine 

specifications are like Pfizer’s.

Negative sentiment was shaped by the social media discussions about the concern over continuous 

vaccine for 4th and 5th dose, and more severe vaccine side effect than 2 doses. 

Among the specific topics, “Supply and Distribution” had the most positive sentiments (11.3%) partly 

due to the  U.S. embassy delivering 3 million Pfizer vaccines to Egypt on 16th January.

Among the vaccine brands, Sinopharm had the most positive sentiment (8%). This was partly due to  

China donation of 80,000 Sinopharm vaccines to Jordan on 12th January. 

SENTIMENT BY TOPIC

SENTIMENT BY VACCINE BRAND

https://www.facebook.com/1512466882396311/posts/2787435788232741/
https://www.facebook.com/1512466882396311/posts/2787435788232741/
https://twitter.com/A_AlAthbah/status/1481989315274186753
https://twitter.com/PeterKozman/status/1483394457840009219
https://twitter.com/USEmbassyCairo/status/1482609723149012995
https://twitter.com/MartaLorenzoUN/status/1481154719141830656


Emotion analysis

Figure 5

Figure 6

EMOTIONS ANALYSIS

SHARE OF EMOTIONS

For the share of emotions, the topic “Conspiracy theory” 

contributed the most to the emotion “anger” (46.9%). On 

social media, some users are falsely claimed about a high 

number of deaths linked to taking vaccine .

The emotion of “fear” (20%) was driven by the topic of 

“Supply and Distribution”, partly because of reactions to 

reports elsewhere, such as in some countries such as 

Australia and Japan reported lack of antigen and PCR test,.

Among the vaccine brands, “Moderna” gathered the 

emotion of “anger” partly because of destroying of expired 

vaccines elsewhere (Uganda).

Also, “Johnson & Johnson” mostly gathered “fear” emotion 

partly because  European Medicine Agency (EMA) added a 

bleeding disorder and blood clots as a new severe side 

effect of Johnson & Johnson COVID-19 vaccine.

https://twitter.com/Fawzi_elgindi/status/1485310698385297413
https://www.aljazeera.com/news/2022/1/19/scarred-for-life-australia-covid-wave-heaps-pressure-on-nurses
https://www.ndtv.com/world-news/coronavirus-johnson-johnson-covid-vaccine-gets-additional-warning-on-bleeding-side-effect-2705271


Figure 7

Trend analysis

Vaccine conversations trends

For the analytical period, COVID-19 conversations occurred due to the booster shot announcement.

See Figures 7 & 8 below

VACCINE CONVERSATIONS TRENDS – VACCINE BRANDS

Figure 8

VACCINE CONVERSATIONS TRENDS – VACCINE TOPICS

14th January: Online 

reactions in Iran linked 

to 700,000 AstraZeneca 

vaccines deliveries from 

Japan through Covax

mechanism.

22nd January: Positive 

reactions to three studies by 

CDC revealed from the U.S., 

which clarified the effectiveness 

of Pfizer and Moderna booster 

shot against Omicron variant.

22nd January: Online 

reactions in Egypt: the 

U.S. embassy 

delivered 1.8 million 

Pfizer doses

12th January: 

Online 

reactions linked 

to WHO 

prediction that 

half of 

population in 

Europe will be 

infected with 

Omicron within 

2 months. 

22nd January: Online 

reactions linked to reports of 

British health authorities 

identifying hundreds of 

cases of the sub-variant of 

Omicron.. 

http://instagram.com/p/CYr6W3KIDbO
https://www-lebanon24-com.translate.goog/news/world-news/909879/%D8%AB%D9%84%D8%A7%D8%AB-%D8%AF%D8%B1%D8%A7%D8%B3%D8%A7%D8%AA-%D8%A3%D9%85%D9%8A%D8%B1%D9%83%D9%8A%D8%A9-%D8%AA%D8%A4%D9%83%D8%AF-%D8%A7%D9%84%D8%AD%D8%A7%D8%AC%D8%A9-%D9%84%D8%AC%D8%B1%D8%B9%D8%A9-%D9%84%D9%82%D8%A7%D8%AD-%D9%85%D8%B9%D8%B2%D8%B2%D8%A9-%D8%B6?_x_tr_sl=auto&_x_tr_tl=en&_x_tr_hl=ar
https://twitter.com/USEmbassyCairo/status/1484980071672782854
https://www.thenationalnews.com/coronavirus/2022/01/11/who-half-of-europe-will-be-infected-with-omicron-in-weeks/
https://www.aljazeera.com/news/2022/1/22/omicron-sub-variant-throws-up-new-virus-questions


Selected key narratives from online conversations

Selected top engaging posts

Important themes emerged from qualitative analysis of the nature of the actual comments that people post 

online, find a few below:

・New: Positive reactions to expanding vaccination drive: Amidst new evidence of vaccine 

effectiveness against Omicron and its safety among children, there is a sustained sense of positivity in 

online and social media conversations

・Recurring: Worries over high levels of new cases: Amidst reports that Qatar, and other countries 

elsewhere (France and Canada) registered the largest number of positive cases than ever, stimulating some 

level of worry in online conversations.

・Recurring: More supply and delivery of vaccines enhancing positive attitude towards COVID-19 

vaccine: Online conversations showed positive views of vaccination as the vaccine shipments and 

deliveries reached the MENA region.



Evidence-to-Action

Insights Actions To Promote Updake (Recommendations) Responsibility Regional Ongoing 

Response Actions

Thinking • Positive 

sentiment 

towards 

booster 

shots – as 

effective 

against the 

Omicron 

vaccine

• Reinforce completing the recommended 

vaccines (whether it includes boosters) as a 

social norm - Utilise ambassadors and lay 

people to provide short form and long form 

examples showing ‘social proof’ and reinforcing 

the social norm that getting the recommended 

vaccinations is ‘normal’ – people like to me are 

completing their vaccinations; and people I 

like/admire/follow are completing their 

vaccinations

RCCE Actors Dissemination and 

operation of the Little 

Jab Aids to  support 

teachers and  health 

workers, and women to 

be vaccinated, by  

UNICEF, Common 

Thread,  Busara, Save 

the Children,  

Anthrologica, GAVI

Joint 

WHO/UNICEF/IFRC  

health care worker 

vaccine  confidence 

training being  rolled out.

Social Listening and  

Community Feedback  

regional training and  

ongoing support (3 

rounds)

• Worries 

over high 

levels of 

new cases

• Reinforce the fact that vaccines are most 

effective for preventing severe illness & 

hospitalization and death; but we must continue 

to adhere to PHSMs because the latest 

variants are more infectious. 

• Consistently share with the population in the 

most accessible channels and format, key 

updates and perspectives on the pandemic and 

how vaccines are critical to prevent severe 

COVID-19 outcome

• Break down the cases wherever possible to 

consistently show that most of the people who 

are in hospital or have died, are unvaccinated, 

have underlying co-morbidities or are elderly.

• Avoid reporting high COVID numbers without 

explanation of the most vulnerable groups.

RCCE Actors

Feeling, 

Motivations  

and Intent

• Unenthusia

stic regard 

for booster 

shots 

• Negative 

reactions 

to news of 

registered 

new side 

effects for 

Johnson 

and 

Johnson 

vaccines

• Where available and recommended by 

government, encourage people at most-

risk (the elderly, etc.) to receive booster 

shots where offered.

• Reinforce completing the recommended 

vaccines (whether or not it includes 

boosters) as a social norm –

• Utilise ambassadors and lay people to 

provide short form and long form examples 

showing ‘social proof’ and reinforcing the 

social norm that getting the recommended 

vaccinations is ‘normal’ – people like to me 

are completing their vaccinations; and 

people I like/admire/follow are completing 

their vaccinations

• Promote vaccine success stories through 

ambassadors and lay people who 

represent the sub-populations who most 

need to be vaccinated.

RCCE Actors

Social listening insights are part of the evidence base to inform programmatic action to drive vaccine acceptance by
addressing multi-level factors.

https://unicef.sharepoint.com/teams/MENARO-C4D/DocumentLibrary1/Forms/AllItems.aspx?id=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29%2FLittle%20Jab%20Aid%20for%20Teachers%2EENG%2Epdf&parent=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29
https://unicef.sharepoint.com/teams/MENARO-C4D/DocumentLibrary1/Forms/AllItems.aspx?id=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29%2FLittle%20Jab%20Aid%20for%20Women%2EENG%2Epdf&parent=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29


Evidence-to-Action

Social Listening 

Insights

Actions To Promote Updake 

(Recommendations)

Responsibility Regional 

Ongoing 

Response 

Actions

Social 

Processes

• Resistance 

against 

vaccine 

mandates 

(e.g.

Lebanon)

• Children 

vaccination 

not fully 

embraced 

• Expanding 

vaccination 

drive and 

campaign 

warmly 

welcomed

• Different sub-

populations 

have different 

views on 

vaccination

• Conduct qualitative interviews (in-depth individual 

interviews or focus group discussions) to 

understand current views, beliefs, attitudes, social 

norms towards mask compliance and other public 

health measures – this understanding will be 

essential to refining your SBC strategies

• Reinforce that mandates are in place for two main 

reasons (i) to protect people who are otherwise at 

risk, and (ii) to protect others. Mandates are 

generally considered as the last resort and should 

always be used in concert with other nudges and 

strategies. 

• Where most people are already vaccinated, make 

it known – such that the mandate mainly applies to 

the few who are still unvaccinated.

• Engage communities in collaborative, supportive 

actions towards vaccine mandates

• On children – make the link with routine 

vaccination.  MENA region is traditionally a well 

vaccinated region, with many infant deaths 

avoided because of vaccination in recent decades 

(quantify this where possible).

COVID-19 

response  actors 

(multisectoral) Dissemination and 

operation of the 

Little Jab Aids to  

support teachers 

and  health 

workers, and 

women to be 

vaccinated, by  

UNICEF, Common 

Thread,  Busara, 

Save the Children,  

Anthrologica, GAVI

Joint 

WHO/UNICEF/IFR

C  health care 

worker vaccine  

confidence training 

being  rolled out.

Social Listening 

and  Community 

Feedback  regional 

training and  

ongoing support (3 

rounds)

Structural/

systems 

level

• Expanding 

vaccination 

drive and 

campaign 

warmly 

welcomed

• Different sub-

populations 

have different 

views on 

vaccination

• Competing 

priorities –

People have 

concerns 

beyond 

COVID

• Ensure teachers are prioritised for vaccination and 

encourage them as advocates – where feasible. 

• Make schools a community hub for vaccination 

information and support

• Schools should remain open, even without full 

vaccination.

• Disaggregate systems data on vaccination uptake 

to understanding who is coming for vaccination, 

and who is not – where do they live, work… 

Develop a clear picture of the sub-groups that 

need more attention (personas)  and tailor 

programs to them specifically (localize)

• Enlist private sector to tailor programs, including 

and beyond campaigns e.g. “Ladies day” or 

specific vaccination centres, times and conditions 

for women;  

- Bundle vaccination with other incentives/valued 

commodities 

• Engage private sector (fast moving everyday 

products) to include messaging with their products 

e.g., milk containers

COVID-19 

response  actors 

(multisectoral)

This report is prepared by the UNICEF MENARO Social and Behavior Change (SBC) team in support of the Eastern Mediterranean/MENA Risk Communication and

Community Engagement (RCCE) Interagency Working Group which is co-led by the World Health Organization, UNICEF, and The International Federation of the Red Cross

and the Red Crescent Societies The previous reports are available here. For more information, please contact Ryuto Ishii and Ken Limwame. Disclaimer: this analysis reports

on publicly shared online conversations that reflect the opinions of those individuals and do not represent the organization(s) producing or sharing the report.

https://unicef.sharepoint.com/teams/MENARO-C4D/DocumentLibrary1/Forms/AllItems.aspx?id=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29%2FLittle%20Jab%20Aid%20for%20Teachers%2EENG%2Epdf&parent=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29
https://unicef.sharepoint.com/teams/MENARO-C4D/DocumentLibrary1/Forms/AllItems.aspx?id=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29%2FLittle%20Jab%20Aid%20for%20Women%2EENG%2Epdf&parent=%2Fteams%2FMENARO%2DC4D%2FDocumentLibrary1%2F%5FCOVID%2D19%20RCCE%2F1%2E%20Technical%20Guidance%20for%20RCCE%2FAn%20example%20of%20Rumour%20Tracking%20template%20and%20Guidance%20from%20Refugee%20Camps%20%28Cox%E2%80%99s%20Bazaar%29
https://drive.google.com/drive/u/1/folders/1PkBhqAIxUE_7XE_5fVwSv1B2-56lMrQZ
mailto:rishii@unicef.org
mailto:klimwame@unicef.org

