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Eurofound and ETF work in the fields of living, working and learning

New surveys and research support available to EU neighbouring countries
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Content of today’s presentation

1. Eurofound’s traditional
surveys and COVID-19

2. The Living, working and
COVID-19 e-survey

3. The e-survey in EU
neighbouring countries

4. Future work
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Eurofound’s traditional surveys

The European Working The European The European
Conditions Survey Quality of Life Survey Company Survey

4 A European Company
Survey
1990/91; 1995/96; 2000; 2003; 2007/8: 2004: 2009-
2005; 2010; 2015; 2024 2011/12; 2016; 2026 2013: 2619; 2628

\_ (EWCTS?2021) /
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Changing survey landscape —

Eurofound

« Eurofound is in the process of future- .
proofing the surveys with a long-term Living, working and COVID-19
testing plan to transition to online data-
collection.

« The advent of COVID-19 led
Eurofound to move the EWCS from
CAPI to CATI and to quickly launch a
new survey: the Living, Working and
Covid-19 (LWC-19) e-survey.
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The LWC-19 e-survey: from hoping to get a 1000 cases to....

« Launched in April 2020, over
175,000 cases have been
collected across the EU In 5
rounds:

— April 2020 n= 67,685
— July 2020 n= 24,143
— March-April 2021 n= 46,800

— October-November 2021 (Panel
only) n=19,573

— April-May 2022 n=38,951

Average completion time (in minutes)

Round 2
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...Becoming a very widely used data-source

The LWC-19 e-survey reports
were Eurofound’s most
downloaded publications in
2020/2021.

Over 200 articles have been
published to date in academic
peer reviewed journals that
mention the LWC-19 e-survey

4 papers from Eurofound
staff have been published
using data from the LWC-19
e-survey in academic peer
reviewed journals

Contents lists available at ScienceDirect X »
/accine
Vaccine
journal homepage: www.elsevier.com/locate/vaccine
Social media use and vaccine hesitancy in the European Union )
=

Massimiliano Mascherini *, Sanna Nivakoski

Eurofound (European Foundation for the Improvement of Living and Working Conditions. Wysttville Rood, Loughtinstown, Co. Dublin, D18 KPSS, Ireknd)
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Vaccine hesitancy can hinder the successful roll-out of vaccines, This paper examines COVID-19 vaccine
hesitancy in the European Union, drawing from a large-scale cross-national survey covering all 27 EU
Member States, carried out between February and March 2021 (n = 29,755). We study the determinants
of vaccine hesitancy, focusing on the role of social media use. In multivariate regression models, we find
statistically significant (p < 0.05) impacts on vaccine hesitancy of heavy use of social media and using
social media 25 2 main source of news. However, the effiect of social media and the drivers of vaccine hesi-
tancy vary depending on the reason for hesitancy. Most notably, hesitancy due to health concerns s
mainly driven by physical health status and less by social media use, while views that COVID-19 risks
are exaggerated (o that COVID-19 does not exist) are more common among men, people in good health,
and those using social media as their main source of ews.

© 2022 Elsevier Ltd. Al rights reserved.

1. Introduction

Vaccine hesitancy is a complex and dynamic social process that
has only been studied in more depth in recent years [ 5], An individ-

Vaccines play a crucial role in the response to the COVID19-
crisis. They can boost the immune response against the original
SARS-CoV-2 virus, as well as provide protection against the emerg-
ing viral variants that could render existing vaccines ineffective.

The vaccine rollout in the European Union has been difficult,
with Member States facing continuous challenges in relation to
the limited supply of vaccines. Beyond issues related to the logis-
tics of devels testing. and vaccl-
nes, the public’s confidence in and acceptance of vaccines is far
from universal. Effective and clear communication about the effi-
cacy and safety of vaccines likely plays a crucial role in addressing
vaccine hesitancy.

Vaccine hesitancy is defined by the World Health Organisation
as a “delay in acceptance or refusal of vaccines despite availability
of vaccination services” | 1], While vaccine hesitancy can be traced
back to the 1800s |2, it has recently become a serious threat that
can hinder the efforts that have led to the advancement of human
health through science |3). This has become even more relevant
during the COVID-19 pandemic, with vaccine hesitancy potentially
undermining communities’ ability to reach thresholds of coverage
necessary for herd immunity against COVID-19 - unnecessarily
perpetuating the pandemic and resulting in untold suffering and
deaths [4]

* Corresponding auther.
Emal address: masumiluno mawcherinGeurolound europs eu
(M. Mascherini)

ual's attitude towards vaccines can range from complete refusal of
all vaccines to complete vaccine acceptance. Existing literature has
identified several drivers of vaccine hesitancy, both at the individ-
wal and the societal level [6.7]. More recently, social media use, and
information sources more generally, have been identified as poten-
tially important drivers of vaccine hesitancy [89,10,11,12,13,14).

Social media can serve as a forum for the proliferation of vacci-
nation misinformation and as a platform for the anti-vaccination
movement | 11]. Well before the COVID-19 pandemic, it has been
demonstrated that exposure to vaccine-critical websites and blogs
negatively impacts the intention to vaccinate [15). Furthermore, it
has been found that using social media as a source of health infor-
mation has a significant negative association with influenza vac-
cine uptake [16]. Misinformation regarding COVID-19 and
vaccination against SARS-CoV-2 emerged on social media plat-
forms, threatening to erode public confidence (9.

Understanding vaccine hesitancy in times of COVID-19 and the
role played by social media is of importance for the success of the
efforts to end the pandemic. A great deal of research has been car-
ried out on the socio-demographic determinants of vaccine hesi-
tancy - ranging from qualitative single-country work to large
scale surveys across dozens of countries [17,18,19.20.21]. How-
ever, to the best of our knowledge, this paper presents the first
large-scale cross-national analysis in the European Union, covering
all Member States, on how social media use influences vaccine
hesitancy generally, and the reasons for vaccine hesitancy more
specifically.
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1. Introduction

prmerated a ‘paralle] epidemic of poor memtal health' ( 21). The
effects, here, could linger long after the pandemic has subnided. ‘Mental

The Buropean Usios (EU) and the UK have been bit bard by the
COVID-19 pandemic, with five countries - lialy, France, Spain, Ger-
many, and the UK - among the ten countries globally with the mout
COVID-10 caves and deaths ( . LBy S
January 2022, more than 50 miflion confirmed COVID- 19 cases and aver
1.5 million QOVID-reiated deaths have been reported in the EU and the
UK ¢ ). Besides causing disease 20d death, COVID-19 bas

ilimess bs taking its toll, both o those who were already at risk, as well as
00 those who have never sought mental health support before’, sald
Hans Kluge, director of WHO Europe, during & presy beiefing on 28
Jasusacy 2021 ( ). There is increasing evidence for a serge in
mental health prodlems, greaser vulnerabdity ( )
and o emonional

). As far ms the USA is concerned, evidence shows that, during
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...that provided timely data

Eurofound
Figure 25: Proportions of young people aged 18-29 at risk of depression and feeling socially excluded by
Quality of life employment status and living situation, spring 2021 (%)
Impact of COVID-19 on 5 =
- a1
young people in the EU .

Social exclusion Risk of depression Social exclusion

Risk of depression

D it Livee with parents Lives with parents

W Ernployed W Student W Unermployed)inactie

Source: Impact of COVID-19 on younq people in the EU (europa.eu) B& Eurofound



https://www.eurofound.europa.eu/sites/default/files/ef_publication/field_ef_document/ef20036en.pdf

...as well as information where there’s a data-gap

O

Eurofbﬁl

Living conditions and quality of life
People with disabilities and the
COVID-19 pandemic:

Findings from the Living,
working and COVID-19 e-survey

Figure 3: Unmet healthcare needs, by type of healthcare, respondents with and without
disabilities compared (%), EU2T, 2021

Hespital or specialist care® 52

Preventive scresning o test

Mental healthcars™

Dernital care”

GF care

Other haalthoara®

Scheduled surgery (other than cancer)

Cancer treatment o Surgery

Respandents with disabilities B Respandents without disabilities

* denotes o stotistically significant difference (pe-0.05) bedwaen respondents with and withouwt disabilities,
Source: Living, working and COVID-19 e-sinvay; outhars calculalians

Source: People with disabilities and the COVID-19 pandemic: Findings from the (europa.eu) B Eurofound



https://www.eurofound.europa.eu/publications/policy-brief/2022/people-with-disabilities-and-the-covid-19-pandemic-findings-from-the-living-working-and-covid-19-e

... that culminated in ETF joining forces with Eurofound...

* |In spring 2022, the 5t round of
the e-survey was piloted in 10
EU neighbouring countries

« ETF and EF presented the
results in a joint publication

* Anew e-survey Is currently in
the field in the EU27 and 17
neighbouring countries

LIVING, WORKING AND
COVID-19 IN THE EUROPEAN

UNION AND 10 EU
NEIGHBOURING COUNTRIES Living, working and COVID-19 in the European Union and 10 EU neighbouring countries |

ETF (europa.eu)
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The methodology of the e-survey

* The sample is drawn through
convenience sampling: the link
to the survey Is shared among
stakeholders, then
‘'snowballed’ further

« Social media advertising Is
used for additional coverage

Sagen Sie uns, was Sie dartber denken
Nehmen Sie an der Umiraoe ted
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The social media campaign

« Campaign objective is to generate * People potentially still outside

responses to the e-survey across coverage: elderly with low digital
the countries skills, vulnerable populations

« Quota targets are set to reach 500 with no internet access, people
people per country for_ more who dislike social media, people
depending on population size), who distrust the EU/are not
Egt)gggr%%wn Into several interested in social issues

. . . * People using adblockers can
« Weekly meetings with the media onlypsee thegsurveglcifesﬁa?gd by

company to monitor progress and

adjust the campaign friends, cannot be targeted

« Using different types of social
media may help as well as
different images

B Eurofound



ETF-- The e-survey in the EU neighbouring countries:
—Z coverage

e 10 countries in 2022: e 17 countries in 2023:

— Albania, Georgia, Jordan, Kosovo*, Albania, Georgia, Jordan, Kosovo-,
Lebanon, Moldova, Morocco, North | ahanon, Moldova, Morocco, North
Macedonia, Tunisia and Palestine** g L )

Macedonia, Tunisia, Palestinex*+,
Montenegro, Bosnia and
Herzegovina, Serbia, Azerbaijan,
Ukraine, Armenia, Egypt

* This designation is without prejudice to positions on status, and is in line with UNSCR 1244/1999 and the ICJ Opinion on the Kosovo declaration of independence.
** This designation shall not be construed as recognition of a State of Palestine and is without prejudice to the individual position of the Member States on this issue.
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ETF B The e-survey in the EU neighbouring countries:
focus areas

Focus in 2022: Additional topics in 2023:

Experiences and perceptions linked to « Access and quality of work-based

» working, including teleworking patterns, learning opportunities (apprenticeships,
 quality of life, social conditions, traineeships, other forms),

poverty, » Access to career guidance and

- work-life balance and well-being; (I;ounlselling ; )
- education and skills development mployment and income gaining by

- : - using online platforms or apps.
(in Covid-19/post-Covid 19 context) g P PP

Outreach: E-survey ongoing

- 18 461 respondents from 10 neighbouring
countries

- Higher number of responses from women,
middle-aged and older people and tertiary-
educated

B Eurofound



ETF The e-survey in the EU neighbouring countries:
key findings

« Widespread feelings of social exclusion among younger respondents,
with many expressing fears about their financial and job situation.

* Health and mental well-being are a major concern across all countries.
75% of those aged between 18 and 44 are at risk of depression in the EU
neighbouring countries.

« Women report a higher frequency of tiredness due to performing most of
the unpaid household work In their free time

« Lack of sufficient access to education and training programmes and
the low quality of education services reported by most of EU
neighbouring countries’ respondents

- Limited telework: the highest proportions of respondents who never work
from home among those whose jobs are entirely teleworkable registered in
EU neighbouring countries

B Eurofound



The e-survey in the EU neighbouring countries:
youth in focus

Feeling of being EU-27
» Lower levels of life satisfaction | “‘Z'ﬁ[‘,ﬁﬁr‘,‘;;“g -
due to limited OpportunitieS, Ages 18-29 41% 28%
leading to feeling of social -
exclusion Ages 30-44 37%
« Higher risks of depression -

* %
*
*
ETF.-..-
Leaming for life
European Training Foundation
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ETE.... The e-survey in the EU neighbouring countries:
key findings

« Strong measures to prevent families from becoming homeless,
Improved childcare facilities and access to quality health
services, including mental care.

« Gender-responsive active labour market measures
targeting women and integrated employment, skills and social
support to youth.

 Educational and training systems to offer genuine upskilling and
reskilling opportunities for job seekers, people with lower skills
and inactive.

« Quality employment opportunities and fair social protection
systems

B Eurofound



Future work: surveys in the IPA countries

« Eurofound will field its 2024
European Working Conditions
Survey (EWCS) in : Albania,
Bosnia and Herzegovina,
Kosovo*, Montenegro, North
Macedonia, Serbia

* Funding has been received
from DG NEAR to field the e-
survey in 2024 and 2025 In
the Western Balkan and
Tarkiye

B Eurofound



Objectives: surveys in the IPA countries

a. Provision of comparative (trend) data on working conditions and on quality of life as input
to evidence-informed policy decisions in the beneficiary countries, allowing for cross-
country comparisons and for monitoring changes overtime;

b. Interpretation of data in national and regional context through analysis and exchange. This
analysis can range from broad overviews of the data to more in-depth thematic topics;

Supporting capacity building (notably through tri-partite dialogue);
. Inclusion of future stakeholders in Eurofound’s activities;
. Raising awareness Eurofound’s work within the very limited resources available;

> o a o

Partnership between Eurofound and ETF for joint implementation, processing and analysis
of datasets covering EU-27 and neighbouring countries.

B Eurofound



IPA survey outputs

* Analytical studies: 2021 EWCtS and of the 2024 and 2025 e-surveys;
* (Web)publishing based on four outputs;
e Expert meetings for all analytical studies;

e Seminars with stakeholders

B Eurofound



Lessons learned from the e-survey

e E-surveys are a useful tool to: * The new e-survey tool and the
traditional random-probability surveys
complement each other to collect
timely and policy-relevant data.

« The traditional high-quality random
probability population surveys provide
point-estimates needed to monitor
trends in living and working conditions.

e respond quickly to a particular
situation or development, as has
been the case during the COVID-19
pandemic.

e fill in gaps in data

B Eurofound



*
*

ETF..- Thank you

European Training Foundation

« Daphne Ahrendt (Eurofound)
dap@eurfound.europa.eu

 |wona Ganko (ETF)
lwona.Ganko@etf.europa.eu
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