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CME and CE Information
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In support of improving patient care, this activity has been planned and 
implemented by School-Based Health Alliance and Moses/Weitzman 
Health System, Inc. and its Weitzman Institute and is jointly accredited 
by the Accreditation Council for Continuing Medical Education 
(ACCME), the Accreditation Council for Pharmacy Education (ACPE), 
and the American Nurses Credentialing Center (ANCC), to provide 
continuing education for the healthcare team. 

Through Joint Accreditation, credits are also available under the following bodies:
• American Academy of PAs (AAPA)
• American Dental Association’s Continuing Education Recognition Program (ADA CERP)
• American Psychological Association (APA)
• Association of Social Work Boards (ASWB)
• Commission on Dietetic Registration (CDR) 



Financial Disclosures
• With respect to the following presentation, there have been no relevant 

(direct or indirect) financial relationship between the presenters/activity 
planners and any ineligible company in the past 24 months which would be 
considered a relevant financial relationship.

• The views expressed in this presentation are those of the presenters and may 
not reflect official policy of Moses/Weitzman Health System, Inc. or its 
Weitzman Institute.

• We are obligated to disclose any products which are off-label, unlabeled, 
experimental, and/or under investigation (not FDA approved) and any 
limitations on the information that are presented, such as data that are 
preliminary or that represent ongoing research, interim analyses, and/or 
unsupported opinion. 
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Unity Consortium is a 501(c)3 non-profit organization which is funded by our 
members, including vaccine manufacturers.

Acknowledgement
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UNITY® Consortium vision and mission

MISSION
Provide action-oriented 

leadership, innovation and 
education on preventive health 

and immunization for 
adolescents and young adults

Coverage is 90% or greater 
for all nationally recommended 
vaccines for adolescents and 

young adults

VISION
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Unity members, liaisons, partners and associates
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1. Recognize parents and students' perspectives on the credibility and engagement of 
vaccine information accessible on social media.

2. Evaluate infographics and social media messaging for SBHC to share with students 
and their parents

3. Share participant organizations’ challenges, insights and promising practices 
related to social media plans

Workshop educational objectives
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What we know from research about parents’ perspectives on 
vaccine information and social media…
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Topics covered:
• Health attitudes and behaviors

• Vaccination and vaccine perspectives

• Vaccine sources of information

• Decision-making on health and teen vaccinations

• Surveys Fielded: Oct 2023, Jun 2021, Feb 2021, Sept 2020, Oct 2016 

• Online, self-administered survey, selected from a large U.S. national panel, balanced 
for representation, conducted by Dynata

Unity Surveys of Parents and Adolescents
Methodology
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N=512 Teens
Grouped ages 13-15 and 16-18 years

N=507 Parents
Adult Parent or Guardian of at least one child 
aged 13-18 living in the household
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Unity multi-phase research on beliefs and behaviors of 
parents on vaccine information on social media
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Healthcare Influencers 
and Bloggers

• Vaccine Positive/Neutral 
Parents/Caregivers

•  MS, HS, or College-Aged Adolescent 
or Young Adult. 

• Race/Ethnicity, 
Urban/Suburban/Rural,

Education, Income Levels

Phase 1
In-depth Interviews 

with Influencers (N=5)

Phase 2
Bulletin Board Discussion 

with Parents (N=60)

Phase 3
Focus Group with 

Parents (N=18)

Select Parents chosen 
from Bulletin Boards, 

based on:
• Vaccine beliefs 
• Rural vs. 

Urban/Suburban
• Race/Ethnicity

Research conducted in November/December 2021



Where does vaccination currently fit among health priorities? 

PARENTS FOR THEIR TEENS

TEENS FOR THEMSELVES
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Parents highly rate the importance of many health behaviors 
for their teens, across survey waves
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93% 91% 92%
84%

90% 92%
86%

79% 79%

63%

93% 95%A 93%
87%

93% 93%
89%

87%A 85%

71%

96% 94% 94% 93% 93% 93% 93%B 91% 91% 90% 89% 88%

70%

57%

46%

Using seatbelts
when in a
vehicle*

Maintaining good
oral health

Avoiding drugs,
alcohol, smoking

Getting enough
sleep

Balancing school
w/personal life +
extracurricu lars*

Washing hands &
protecting

yourself from
disease

transmission*

Taking good care
of skin

Eating
healthy

Manag ing
stress

Exercising Seeing a doctor
or other HCP

regula rly (check-
ups)

Having a family
meal together at
least 1x/week*

Getting all
recommended

vaccines

Getting a flu shot
every year

Getting the 2023-
24 COVID-19
vaccine (the
newest one)*

Important Health Behaviors - Trended - Parents for Teens
(Base=Total Respondents; % Rating 4+5; 5=Very Important)

Feb-21
(n=531 [A]

Jun-21
(n=500)  [B]

Oct-23
(n=507)  [C]

*Responses added in Oct-23
P10: Thinking about your (INSERT AGE OF SELECTED CHILD) year-old (INSERT GENDER OF SELECTED CHILD) child, how important do you think each of the following are for your teen to stay healthy?
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Relative to other health behaviors polled, parents rated 
vaccine-specific behaviors for their teens as less important
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79%

63%

85% AC

71% AC70%

57%

46%

Getting all recommended
vaccines

Getting a flu shot every year Getting the 2023-24 COVID-19
vaccine (the newest one)*

Important Vaccine-Related Behaviors - 
Trended - Parents for Teens

(Base=Total Respondents; % Rating 4+5; 5=Very Important)

Feb-21
(n=531)  [A]

Jun-21
(n=500)  [B]

Oct-23
(n=507)  [C]

*Response added in Oct-23
P10: Thinking about your (INSERT AGE OF SELECTED CHILD) year-old (INSERT GENDER OF SELECTED CHILD) child, how important do you think each of the following are for your teen to stay healthy?
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79%

87%A

89%
88%

Seeing a doctor or other HCP regularly
(check-ups)

Having a family meal together at least
1x/week*

Selected Important Health Behaviors - 
Trended - Parents for Teens

(Base=Total Respondents; % Rating 4+5; 5=Very Important)

Feb-21
(n=531 [A]

Jun-21
(n=500)  [B]

Oct-23
(n=507)  [C]



Unlike Parents, Teens rate the importance of healthy 
behaviors lower in Oct-23, but still relatively high
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89%
86%

89%
83%

89% 87% 85%
80% 79%

66%

93% AC
89% 91% C

86% C 88% C 88% C
93% AC

87% AC
82%

70%

91%
88%

85% 85%
81% 81% 79%

76% 74% 73%
66%

56%

37%
33%

Using seatbelts
when in a  veh icle*

Maintaining good
oral health

Manag ing
stress

Balancing school
with personal life +
extracurricu lars*

Getting enough
sleep

Taking good care
of skin

Avoiding drugs,
alcohol, smoking

Exercising Eating
healthy

Seeing a doctor or
other HCP regularly

(check-ups)

Having a family
meal together at

least
once a week*

Getting all
recommended

vaccines

Getting a flu shot
every year

Getting the 2023-
24 COVID-19
vaccine (the
newest one)*

Important Health Behaviors - Trended - Teens
(Base=Total Respondents; % Rating 4+5; 5=Very Important)

Feb-21
(n=300)  [A]

Jun-21
(n=300)  [B]

Oct-23
(n=512)  [C]

*Responses added in Oct-23
T10: How important are the following activities that you may do for your own health right now?
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For teens, vaccine importance ratings decreased with time and 
were lowest of the health behaviors (lower than family meals!)
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*Response added in Oct-23
T10: How important are the following activities that you may do for your own health right now? 

79%

66%

82% C

70% C

56%

37%
33%

Getting all recommended
vaccines

Getting a flu shot every year Getting the 2023-24 COVID-19
vaccine (the newest one)*

Important Vaccine-Related Behaviors - 
Trended - Teens

(Base=Total Respondents; % Rating 4+5; 5=Very Important)

Feb-21
(n=300)  [A]

Jun-21
(n=300)  [B]

Oct-23
(n=512)  [C]
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80%
87% AC

73%
66%

Seeing a doctor or other HCP regularly
(check-ups)

Having a family meal together at least
once a week*

Selected Important Health Behaviors - 
Trended - Teens

(Base=Total Respondents; % Rating 4+5; 5=Very Important)



• Parents are overwhelmed by the amount of vaccine information and 
misinformation that is circulating online

• They are confused about who to trust and have doubts about which 
expert’s advice to follow

• The continuous debate about Covid-19 vaccines has caused even vaccine 
positive parents to question all vaccines

Parents are confused and wary

Unity Consortium | Confidential

18Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.



Parents and teen express ongoing concern about vaccine safety
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52%PARENTS

56%

I have some concerns about the safety of vaccines.

TEENS

57%

57%

61%

64%

63%

62%

Q13. How much do you agree or disagree with the following statements?

60%

61%

(% 4+5 on 5-point Scale; 5=Strongly Agree))

10/2016 9/2020 2/2021 6/2021 10/2023
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Parents and teen agreement about the connection between what they read 
on social media and concerns about vaccine safety has moderated since 2021 
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41%PARENTS

Surveys Fielded: Oct 2023, Jun 2021, Feb 2021, Sept 2020, Oct 2016 

50%

What I have read on social media has concerned me about the safety of vaccines

TEENS

45%

47%

10/2016 9/2020 2/2021 6/2021 10/2023

49%

56%

51%

57%

Q13. How much do you agree or disagree with the following statements? (% 4+5 on 5-point Scale; 5=Strongly Agree)

39%

44%
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• Parents are doing more research on vaccines

• Talking to their healthcare provider, researching sources, and understanding 
the numbers and data as best they can 

• They don’t need to become experts but want to feel like they have done 
everything they can to make the right decision for their family

Parents seek out information to feel more in control 
during uncertain times

21Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.
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Less Credibility

• Many parents find comfort in scientific and 
medically backed data 

• Want links to research source
• Links encourage parents to share; can point 

to the research if questioned online. 

• Majority believe gov’t agencies are the vaccine 
experts and are only interested in public health. 

• A small minority question the integrity of 
government orgs (CDC, FDA, etc.)

• Parents trust other parents.
• Seek stories and experiences of families like theirs
• Both success stories and negative experiences too

• Trust in personal doctors has decreased 
• Still, parents consider HCP’s opinions most (8/10)
• Some follow HCP on social media for vaccine info
• Generally, trust the AAP

Health Care Provider
Scientific Community

Personal Experiences

Government Agencies 

None of the above

• A small number of vocal parents do not find any 
sources to be truly credible. 

• They distrust government agencies
• Believe medical sources are biased, untrustworthy
• Almost all live in rural areas

Parents have a credibility continuum on sources for 
vaccine information

More Credibility 

Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.



• Parents are looking to do what is best for their adolescents

• With so much contradicting vaccine information, they are feeling anxious 
and uncertain

• They feel the need to check multiple sources and possible motives 
before accepting the information

• Parents are feeling stressed out by vaccines – knowing their decision 
could greatly impact their adolescent’s future

Covid-19 has heightened emotions and impacted 
perceptions about vaccines

23
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Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.
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Parents’ feelings 
and safety concerns 
change significantly 
across vaccines

“Standard” vaccines are 
important

• Meningitis and Tdap, older and more 
familiar

• Far more comfortable
• Most (3/4) have little to no problem with 

standard vaccines

Mixed feelings about Covid-19 
vaccination

Decline in vaccine confidence

Some have experienced a 
decline in vaccine confidence 
over the last 2 years

• Negative side-effects
• Separate category from 

“standard” vaccines
•  Less trust

Flu vaccine experiences 

Mixed reactions to 
HPV vaccine
• Is it necessary? 
• What is the vaccine for?
• HPV can be avoided 
• Applies only to females

• ~1/3 think that Covid-19 is as 
concerning as other vaccine-
preventable diseases

• Many don’t think the Covid-19 
vaccine was tested long enough 
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Parents are seeking credible, straight forward and relatable 
vaccine information on social media

Credibility of communications is key, and is increasingly 
challenging in this climate

Straightforward, simple communications, and relevant 
examples, increase parents’ likelihood to share vaccine 
information on social media

Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.
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Hitting the “sweet spot” is key to engaging 
parents/students on vaccine communications on social media

Sweet 
Spot

Relevant 
Message

Unbiased 
Tone

Trusted 
Source

Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.



• Critical need for messaging to address parent perceptions on the importance of vaccination

• Vaccines falling in priority for good health of teens (evidence of vaccine fatigue?)

• Parents generally feel informed about vaccines, yet understanding doesn’t translate to “necessity”

• Flu and COVID-19 are lowest on perceived vaccine needs

• Low understanding of meningococcal vaccines may be compounded with new pentavalent vaccines and recommendations 

• Efforts to empower and support Physicians/Pharmacists and Public Health is a priority given high reliance 
and trust scores

• Educational needs and approaches should vary based on audience e.g., rural/urban, race, community home

• Efforts to build vaccine confidence may be received differently among audiences based on demographics

• Important areas of focus include 

• Addressing persistent safety and effectiveness concerns

• Engaging and integrating diverse perspectives, and the voices of parents and teens

• Health/vaccine equity and inclusion

Takeaways

Unity Consortium | Confidential 27



Parents’ top 3 choices of infographics shared in research
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ü Simple reminder
ü Suggestive tone instead of commanding
üContacting HCP is simple & appropriate 

ü AAP is a credible source

ü Easy to understand
ü “Unbiased” sourcing

ü Powerful message of vaccine effectiveness

ü Effective 
ü Straight-forward

ü Format combats misinformation

Unity® conducted multiphase online research, Nov-Dec 2021: Phase 1 interviews, social media healthcare influencers; Phase 2, parents of adolescents, 
n=60, online bulletin boards; Phase 3, Parents, n=15, triad focus groups.



Parents’ middle 3 choices of infographics shared in research
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üHyperlink to source is important
ü A good reminder of vaccines needed at 

each age
ü Age breakdown makes information 

relevant
ü Some parents saw this as news

üData and research based
ü 87% was viewed as an impressive figure

ü Bold colors, simple layout grabs attention
✖“UP-TO-DATE” viewed by some as 

aggressive
✖England-centered study limits relevancy

ü Anonymous and informative format
ü  Ideal for social media (submitting 

questions)
ü Bold colors & simple layout made this 

easy to read
✖Some thought words were too small
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üTailored, relevant information
 

✖Complicated format
 

✖Cartoon format inconsistent with serious 
topic

✖Too much detail
✖Hard to read

✖Basic level of vaccine understanding

✖Ranked least effective by parents
✖Does little to educate or motivate

✖No emotional connection
✖Too much info / wordy

Parents’ bottom 3 choices of infographics shared in research
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The ways communication can increase intent to share

A quick, easily read 
reminder is 
compelling

Parents are 
motivated to share 
relevant, useful 
information

Numbers draw 
attention, with links to 
source

Sounding credible 
is almost as 
effective as being 
credible

31313131



• What messages resonated with you for your students/parents?

• Which visuals would work for your students/parents?

• How could you use social media to make vaccine information more accessible 
and understandable for students/parents?

Applying learning to your organization
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What Unity did to integrate these learnings from parents into 
our social media and website communications…
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Unity has integrated research learnings into our social media and website design and messaging. 

Unity Consortium | Confidential 34

Applying parents’ advice: From research to action

Age chart 
- 

simplified

Presenting 
facts!

Bold colors, 
simple layout 

grabs 
attention

Relevant 
example
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Applying parents’ advice: From research to action

ü Use of numbers

ü Tailored information

ü Clear, simple visuals

ü Easy to read

ü Powerful message of 
vaccine effectiveness

ü Bold colors grab attention

ü Sources included
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ü Simple reminders

ü An attainable call to 
action

ü Suggestive instead of 
commanding tone

ü Visually pleasing 

ü Create a personal 
motivation

ü Unbiased information

Applying parents’ advice: From research to action



The proof is in the numbers!
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We drove over 36.5k impressions in 
Q1 and are continuing to see strong 
growth.

Engagement rate continues to be 2-3X 
above industry benchmarks.

We're continuing to innovate and test channels. 
Video content across TikTok and Instagram is 
performing well.

Our LinkedIn Channel grew by +33% in Q1.

Top Post

Impressions: 2.1k
Engagements: 183
Eng. Rate: 9.1%



AIAW24 – 263+MM Reach and Counting!

5431
Webinar / Society or 

Internal Meeting Attendees
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10MM+
Newsletter/Listserv/Email Reach

52K+

Data as of May 14, 2024 3.5MM+
TBD Press Release196MM+

Healthcare Providers

AIAW24 Metrics Spreadsheet 2.4MMMedia Tour

57K+
Website Views

51MM+
Social Media Reach
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https://app.box.com/s/qjgkc4qkmwoy65rffumrm74s1uuolj08


Protect against vax attacks online with
Shots Heard Round the World
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Rapid-response network dedicated to combating anti-vaccine 
attacks on the social media pages, websites, and review sites of 
providers, practices, hospitals, and health systems

Join Shots Heard Shots Heard Toolkit

https://shotsheard.org/join
file:///Users/madelinemcnee/Downloads/Shots%20Heard%20Toolkit_English.pdf


• What are your organization's policies related to social media use?

• What are the social media platforms your students and parents use?

• What are the barriers you face in communicating to students/parents about 
vaccines on social media?

o Language/cultural influence on images

• How can you engage young people in the creation of social media content?

Questions for consideration
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ü It is important for SBHC to use social media to combat misinformation on 
social media as trusted messengers 

ü There is no need to recreate the wheel

ü Share, amplify messages from Unity’s platforms and other trusted sites

Closing thoughts
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Stay Informed and In-Touch with Unity
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UNITY 
Consortium

Unity 
Consortium

@UnityConsortium Unity 
Consortium

@unity4teenvax Podcast

ü www.unity4teenvax.org

ü Connect with us…

ü Join our mailing list by emailing unity@unity4teenvax.org


