
 
1. Majority (89%) think that Russia is responsible for the military hostilities/ 

war in Ukraine.  
2. When it comes to efforts made to stop war, perception is poor for all 

countries except Ukraine. Majority feel Russia (83%) & China (69%) are not 
doing enough to help stop the war. 

3. Over 1 in 3 believe that the military hostilities/ war in Ukraine will end at 
some point this year in 2022.  

4. Over 1 in 3 Irish would be willing to fight for their country if there were a 
war involving Ireland.  

5. Confidence in information about the war provided by the media (63%) & the 
authorities (60%) is strong in Ireland.  

6. Confidence on the economic situation of the country (34%) & personal 
household (38%) is weak. 

 
WIN International, the world's leading association in market research and polling has published a 
recent survey exploring the views and beliefs of 19,422 individuals among citizens from 24 countries 
across the globe about war and attitudes towards it. The survey analyses the current views and 
opinions related to the perception of war & safety. 
 
HEADLINES – IRELAND  
 
War between Russia and Ukraine 

1. Overwhelming majority of 89% believe that Russia is responsible for the military hostilities/ 
war in Ukraine. 

2. Irish perception about blame on Russia is very high & much higher than the global average of 
64%. 

3. In terms of countries doing enough to help stop the war, the views are negative for all except 
Ukraine. People in Ireland think that countries are currently not doing enough on their end; 
Russia (83%), China (69%), NATO (46%), USA (44%), EU (38%).  

4. The negative outlook towards Russia & China is much more prevalent in Ireland than on 
average across the globe.  

5. The view on ending of war is also pessimist with only 1 in 3 thinking that the war will come to 
an end within 2022.  1 in 3 believe it will last longer, while 1 in 3 claim to not know.  

6. Ireland is at par with the global thought on this measure.  
 

Willingness to fight for one’s own country 

1. Over 1 in 3 state willingness to fight for Ireland if there were a war involved. 
2. The agreement is higher among males than females 
3. Globally, Irish readiness to fight for their country is lower (-10%) than the average, but remains 

at the highest levels of fighting willingness compared to other European countries.  



4. Poignantly, those living in former Axis countries of Japan (19%), Germany (22%), and Italy 
(22%) express some of the lowest level of willingness to fight for their country in the event of 
a war, with only the Netherlands (16%) expressing lower level of willingness.   

 

Confidence and the future 

1. Irish state high confidence in information received about the Russian-Ukraine hostilities/war 
from the media (63%) & the authorities (60%). 

2. Assurance on information sources is much better in Ireland than global average.  
3. However, some tension is observed when it comes to confidence in the economic situation 

of Ireland & one’s household in the coming months. Only 1 in 3 state some confidence on the 
national economic situation, with just under 2 in 5 confident with one’s own household 
economic situation. 

4. Compared to the global average, the Irish are more confident in their country’s economic 
situation, but less confident than the average with regard to their own household’s economic 
situation.  
 

 

HEADLINES WORLD 

Willingness to fight for one’s own country 

• Connection to ones’ own country does not seem to be enough to fight for it. If there were a 
war that involved their country, only 45% would be willing to fight for it. Europe shows the 
highest percentage of people that won´t fight for their country, 38% compared to the 33% 
that will fight. Pakistan, consistent to its citizens’ deep connection to it, presents the highest 
percentage (96%) of people willing to defend their country in case of war. Italy (22%), 
Germany (22%), Japan (19%) and Netherlands (16%) are the countries where less people are 
willing to get involved in a war. 
 

War between Russia and Ukraine 

• Almost two thirds of the population (64%) in the 24 countries surveyed consider that Russia 
is responsible for the military hostilities/war in Ukraine. This perception varies among 
regions: while the majority in Europe (75%), the Americas (65%), APAC (63%) and Africa 
(56%) blame Russia, in MENA region opinions are more distributed, with 30% considering 
Russia and 26% USA the responsible of the war. On the other hand, only Ukraine is 
perceived as the one doing enough to help stopping the war. Indeed, respondents believe 
Russia, NATO, China, USA and European countries are not doing all they can to end the 
conflict (67%, 55%, 46%, 45% and 42% respectively). Overall, 35% think that the war will 
come to an end during this year. 
 

Confidence and the future 

• The future looks uncertain for 55% of interviewees who feel insecure about their own. 
Lebanon (78%), Italy (68%) and France (67%) are the countries with the highest percentage 
of citizens feeling insecure.  



• However, large shares of the population seem to be confident about different aspects: for 
example, results show some confidence in the quality of information people find about the 
Russian-Ukraine hostilities/war in the media in their country (44%), the economic situation 
of their household in the coming months (44%), the quality of information people receive 
about the Russian-Ukraine hostilities/war from public authorities in their country (40%) and 
the economic situation in their country (29%). 
 

Vilma Scarpino, President of WIN International Association, said: 

“Results of the survey we conducted bring the opinions about real-time events like war, to broader 

societal, economical and political considerations. The war between Russia and Ukraine, just like 

other wars in different parts of the world, shakes people’s confidence about the future and weakens 

perspectives: indeed, only a few believe this conflict will know an end before 2022.. However, instead 

of turning skeptical about different aspects of their life, many keep focusing on the positive ones: 

large shares of the population trust the media and the authorities when it comes to quality of 

information, and many others do not loose hopes about the economic situation, both of their 

households and of their country, even though there are differences between countries.  

Moreover, the majority of the population scores positive on a mood scale and are happy to live in 

their own countries. Of course, people who feel less connected to the place they live in are also the 

most unhappy ones. Interestingly, (and that’s where culture kicks in the most), deeper connections 

to your country do not always mean higher willingness to fight for it. On one hand, many consider 

war as the ultimate way to defend their places (whether you want to, or need to), but many others 

just see it as an extreme and absolutely avoidable situation they’re not willing to live. “ 

-ENDS- 
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NOTES FOR EDITORS 

Methodology: 

The survey was conducted in 24 countries using CAWI / online / face to face survey methods.  

 

Sample Size and Mode of Field Work: 

A total of 19,422 people were interviewed. See below for sample details. The fieldwork was 

conducted during April 1st and May 5th, 2022. The margin of error for the survey is between 4.4 

and 2.2 at 95% confidence level.  

The global average has been computed according to the covered adult population of the surveyed 

countries. 

 

About WIN: 

The Worldwide Independent Network of Market Research (WIN) is a global network conducting 
market research and opinion polls in every continent.  
 
Our assets are: 
• Thought leadership: access to a group of the most prominent experts and business 

entrepreneurs in Market Research, Polling and Consultancy 
• Flexibility: tailor-made global and local solutions to meet clients’ needs 
• Innovation: access to the latest strategic consultancy, tool development and branded 

solutions 
• Local experts: access to a network of experts that truly understand the local culture, market 

and business needs 
• Trust: highest quality of talented members in all countries covered 
 
In the years, WIN has demonstrated wide competences and ability to conduct multi-country 
surveys following the highest standards requested by the market. The accumulated expertise of the 
Association is formidable: among others, researched themes are gender equality and young people, 
communication and media research, and brand studies.   
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Methodology Sheet 

 Country Company Name Methodology 
Sample - 

Representation 
2022         

Fieldwork Dates 

1 Argentina 
Voices Research & 

Consultancy 
CAWI 821 - National 8-15 April 

2 Canada LEGER CAWI 1002 - National 5-7   April 

3 Chile Activa Research CAWI 
1326 - National Urban 
Areas  

11-14 April 

4 Croazia 
Mediana Fides 

CAWI 540 - National 4-10 April 

5 Colombia 
Centro Nacional de 

Consultoría 
CATI 810 – Urban areas 28 April-1 May 

6 Ecuador CEDATOS FACE-TO-FACE 540 - National  22 April-2 May 

7 Finland Taloustutkimus Oy CAWI 500 - National 6-8 April 

8 France BVA CAWI 
1577 - National 

6-7 April 

9 Germany Produkt+Markt CAWI 500 - National 4-11 April 

10 
Republic of 

Ireland 

RED C Research & 

Marketing Ltd 
CAWI 1500 - National 7-12 April 

11 Italy BVA Doxa CAWI 1001 – National  1-5 April 

12 Japan 
Nippon Research 

Center, Ltd. 
CAWI Online 1099 - National 13-17 April 

13 Lebanon REACH SAL CATI 500 – National  7- 21 April 

14 Mexico 
Brand Investigation S.A 

de C.V 
CAWI Online 500 - Urban 22 April-2 May 

15 Netherlands 
Motivaction 

International 
CAWI Online 1025 - National 1-4 April 

16 Nigeria 
Market Trends 

International 
CATI 500 - Urban 5-17 April 

17 Pakistan Gallup Pakistan CATI 500 - National 5-8 April 

18 Palestine 
Palestinian Center for 

Public Opinion 
TAPI Face to 
Face 

1524 - National 6-18 April 

19 Peru Datum Internacional CAWI 1121 - National 1-4 April 

20 Serbia Mediana Adria CAWI 504 - National 4-15 April 

21 Slovenia Mediana CAWI 569 – National  4- 9 April 

22 Spain Instituto DYM CAWI online 1012 – National  20-22 April 

23 Turkey Barem CATI 1000 - National 4-12 April 

24 
United 

Kingdom 
ORB International CAWI online 2076 - National 4-5 May 

 


