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FactCheckNI teamed with design agency Rapid, 
and researchers from Ulster University’s Centre for 
Communication, Media and Culture, to develop new 
methods for engaging the public in the outcomes 
of their investigations. FactCheckNI believes that 
bad information erodes trust in reliable sources 
of information in Northern Ireland. It undermines 
public confidence, increases apathy, and reduces 
participation in democratic process. Misinformation 
and deliberate disinformation places another hurdle 
between people and the accurate information and 
data they need to understand the world around them 
and make informed decisions. So it is of the utmost 
importance that we find engaging ways to highlight 
where politicians or media outlets have published mis, 
dis and malinformation.

The project worked with design agency Rapid to 
develop a range of engaging, short and punchy videos 
for social media, and then using targeted advertising 
to promote these to effected groups. The videos were 
underpinned by rigorous and impartial research, and 

highlighted where contested claims were accurate, 
or where no evidence could be found to support the 
claims.

The project produced;

• Art Direction for Targeted Audience Engagement
• A workflow for producing new approaches to 

audience engagement
• A portfolio of 30 video assets
• 10 targeted campaigns
• Sample A/B testing data sets for decision making
• A new working model for public engagement
• Recommendations to the sector about emerging 

best practice and public engagement.

Executive SummaryContents

Page 2 Contents

Page 3 Executive Summary

Page 4 - 5 Process

Page 6 - 9 UUP Election Manifesto

Page 10 - 13 School Spend per Pupil

Page 14 - 17 Unspent Public Money

Page 18 - 21 Number of Asylum Seekers

Page 22 - 25 Customs Checks

Page 26 - 29 Children in Care

Page 30 - 33 Economic Effects of the Protocol

Page 34 - 37 Welfare Cuts in Northern Ireland

Page 38 - 39 Court of Justice and the Protocol

Page 40 - 41 Northern Ireland Carbon Emissions

Page 42 - 43 Reflections

32



A selection of 20 articles were selected from existing 
investigations from FactCheckNI, which formed a ‘long 
list’ of possible posts to develop into the project. In 
the selection of the posts the team aimed for balance 
across the political spectrum, as well as select posts 
which were deemed to have had an immediate impact 
and some that had longer lasting consequences. 
They were drawn from a range of areas of interest 
for the organisation across the categories: Economy; 
Education; Elections; Environment; Europe; Health; 
Law; and Peace (site post taxonomy). 

The list was refined to 10 which were deemed to be 
most crucial to the outcomes. These posts were refined 
into 100-150 work scripts by FactCheckNI and an 
academic team from Ulster University for consistency 
and linguistically-informed best practice in clarity, 
disambiguity, audience engagement, and encouraging 
active viewing.

The project had aimed to work with one voice-over 
artist for the whole set of campaigns, but through 
team discussion we decided that it was better to try 
and represent a range of regional accents and tones 

– to reflect the breadth of the region FactCheckNI 
operates. A sample script was provided to students 
across the School of Communication and Media and 
students were asked to submit examples of their voice 
for review. These were used alongside a professional 
VO artist to create samples. Students received training 
in VO.

Rapid developed 30 videos. 10 videos across the three 
main formats and layouts.

8 of the videos were used in campaigns. Audience 
target demographics were developed by Rapid to 
target groups effected by the claim, and a broad 
demographic targeting to region. The adverts were 
submitted for approval by Meta and ran from 9th-23rd 
September and between 10th-24th October  to produce 
a data sample for the project.

Process

Page Engagements

211478
Click Throughs

7501
Impressions

500650

Reactions

546
Shares

84

Reach

291647
Video Plays

466745

Unique Clicks

2353
Post Comments

65
Ad Spend

£2000

• Facebook Feed
• Facebook Instream Video
• Facebook Messenger
• Facebook Stories 

• Instagram Stories
• Instagram Reels
• Instagram Feed
• Instagram Discovery Feed
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UUP Election Manifesto

The UUP manifesto for the 2022 Assembly Election 
claimed that there is a “persistent” gap between the 
GCSE performances of pupils entitled to free school 
meals and the performances of those who aren’t. 

We found that this is accurate. We looked at the data 
records of GCSE results for both groups, and a gap 
exists. 

What’s more, the data suggests that, over a period of 15 
years, the gap has reduced by just 3 percentage points. 

Script
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UUP Election Manifesto

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 56,952

13-17 9 29 2

18-24 1149 4062 100

25-34 1322 4364 49

35-44 1937 4523 80

45-54 3217 5303 99

55-64 6419 6672 150

65+ 10119 7166 181

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 33,264

13-17 8 16 0

18-24 800 2560 80

25-34 928 3624 0

35-44 1464 3240 48

45-54 2000 3424 48

55-64 3960 3752 72

65+ 3976 3184 80

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

UUP Election Manifesto Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale

Following the video campaigns the data was drawn 
from the social media platforms for analysis. 

The data points offered by the platforms are: 

• initial views which offer a total audience figure
• a ‘3 second marker’ where the platform first measures 
audience drop off
• then a 25%, 50%, 75%, and 95% of the total duration 
of the video 

Each video was designed around a set pattern of 
rhetorical blocks. There is the context, then the claim, 
then the explanation or findings, a strap line, and 
section promoting the organisation. These are mapped 
above the timeline, and colour coded as follows: 

• pink for context
• red for claim
• pink for explanation or findings
• grey for promotion
• white for strap line

This created a timeline model for the content analysis 
which reveals how much time was spent on each 
section. In the UUP Election Manifesto (below) we can 
see that the first section is pink for roughly 30% of the 
video. In this section we establish the claim that there 
is a ‘persistent gap’ between children that receive free 
school meals and those that don’t. This is the context. It 
helps establish where the claim was made, by whom, 
and what they claimed was true. Then in the temporal 
mapping there is roughly a 5% block which establishes 
that the claim is accurate which is indicated in red. This 
followed by an explanation of findings up to c.70% 
video mark. This section explains how FactCheckNI 
came to this conclusion. It explains the data, which 
was compared, and additional results which were 
discovered along the way.  Then in the temporal 
mapping, there is a section marked in grey which offers 
the viewer a list of platforms to find FactCheckNI to 
get further information. This grey section is about 15% 
of the overall length and is quickly followed by a short 
section at the end in white which promotes the core 
ethos of FactCheckNI: “Think, Check, and then Share”.

How to read this graph
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School Spend per Pupil

In October 2021, The BBC claimed that “Northern Ireland 
spends less on each school pupil’s education than any 
other part of the UK” in a report in October 2021 about 
a research publication by the Institute for Fiscal Studies 
(IFS). 

We found that this claim was accurate.  Spending on 
schools per head of population in Northern Ireland is 

similar to England, Scotland, and Wales. But Northern 
Ireland has a youthful population, so there is a higher 
proportion of school age children in the population for 
this money to go round than there is in the other nations 
of the UK. Therefore, spending per pupil is lower than 
elsewhere in the UK.

Script
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School Spend Per Pupil

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 63,514

13-17 5 2 0

18-24 352 825 32

25-34 1247 3571 60

35-44 3253 8027 198

45-54 5088 11543 276

55-64 5926 10882 216

65+ 4752 7059 200

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 36,290

13-17 0 2 0

18-24 296 696 16

25-34 944 2160 24

35-44 2184 4720 96

45-54 2880 6032 152

55-64 3600 5640 136

65+ 2784 3872 56

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

School Spend Per Pupil Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale
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Unspent Public Money

Sinn Fein’s manifesto says that the premature 
disintegration of the Northern Ireland Executive left 
£334m of funding unallocated. It claims that if the First 
and Deputy First Ministers had remained in place, this 
money could have provided relief from the rising cost of 
living.

We found this claim to be accurate, as things stand. At 
least £334m in money unallocated for 2022-23 exists. If an 
Executive were in place, it could have spent this money, 
including potentially to combat the cost-of-living crisis. 
Further legal advice could change the availability of this 
cash. 

Script
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Unspent Public Money

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 13,986

13-17 4 12 0

18-24 594 1346 30

25-34 1015 3854 34

35-44 1336 7255 117

45-54 2239 13055 216

55-64 3668 16875 200

65+ 3560 12158 188

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 37,744

13-17 0 0 0

18-24 512 992 24

25-34 712 2712 16

35-44 992 4912 64

45-54 1400 7096 104

55-64 2040 8424 104

65+ 1896 5696 48

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Unspent Public Money Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale
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Number of Asylum Seekers

SDLP MP Claire Hanna said: “The UK is 14th in Europe for 
the number of asylum seekers it processes and accepts. 
For example, the UK has about six applications for every 
10,000 people in the UK and the European average is 
11. So it’s not the case that people want to come here in 
mass numbers.”

Is this accurate?  - When reviewing the data, we found 
that the overall spirit of the claim – that not as many 

people seek asylum in the UK as is sometimes thought – 
is accurate, but the detail isn’t quite right. The UK actually 
ranked 20th and 19th on these two figures compared 
with EU+ nations. EU+ means the 27 EU members plus 
the UK, Switzerland, Norway, Iceland and Liechtenstein.

Script
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Number of Asylum Seekers

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 28,822

13-17 0 0 0

18-24 566 752 2

25-34 1308 2179 11

35-44 2167 3576 43

45-54 2682 2936 82

55-64 3604 2665 62

65+ 4154 1993 40

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 19,567

13-17 0 0 0

18-24 396 580 0

25-34 992 1760 11

35-44 1700 2724 24

45-54 1708 2032 40

55-64 2388 1872 48

65+ 2076 1188 28

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Number of Asylum Seekers Content Analysis Data

3 Sec

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale

In some videos, such as the Number of Asylum Seekers 
there are two key claim hotspots marked in red on the 
timeline. This analysis can be used to iterate the video 
production process and find ways to shape the writing 
so that the core important messaging is foregrounded. 
The dramatic drop off rate between the video starting 
to play, and the 3 second marker is usual in social media 
marketing, but it means that videos produced for this 
platform which rely on a key message (if the claim is 
true or not) may need to be brought forward in the 

temporal mapping so that they sit before, or at least 
at the 3 second marker, and at a minimum sit within 
the first 25% of the video for maximum reach in the 
messaging.  For example, we can see from the Economic 
Effects of the Protocol video that moving the claim 
closer to the beginning of the video, means that in 
comparison to a video with similar starting figures such 
as Children in Care, three times as many people were 
exposed to the core messaging.

How to read this graph
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Customs Checks

In January 2022 the DUP published a document, “7 
reasons the Irish Sea border must go” , to highlight, in 
their words, “the impact of the Protocol on Northern 
Ireland and the wider United Kingdom”. One of the 
claims in the document is that “20% of all EU’s checks 
take place in the Irish Sea”.

Is this accurate? - We found that this is not supported 
by evidence. It is unclear how this figure was calculated. 
Neither Department of Agriculture, Environment and 
Rural Affairs nor the European Commission could 
confirm it. When asked about the figure, the DUP did 
not respond. 

Script
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Customs Checks

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 56,489

13-17 1 8 0

18-24 223 571 19

25-34 552 1734 16

35-44 950 3755 57

45-54 2358 9369 103

55-64 4946 14632 148

65+ 5910 10964 173

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 30,624

13-17 0 8 0

18-24 184 424 16

25-34 376 1304 8

35-44 832 2496 40

45-54 1560 5240 24

55-64 2936 6896 80

65+ 3016 5120 64

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Customs Checks Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale

2524



Children in Care

The claim “Northern Ireland has the highest number of 
children in care since the introduction of the Children 
Order in 1995…” was part of a Department of Health 
press release in January 2022. It was used as background 
information to the then Northern Ireland Health 
Minister, Robin Swann’s, announcement that there 
would be a review of children’s social care services in 
Northern Ireland. 

We found that this claim is accurate. We looked at 
Department of Health statistics. The statistics recorded 
3,566 children in Northern Ireland in care, which is the 
highest recorded figure since 1995. What’s more, the 
statistics have been trending upwards for more than a 
decade.

Script
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Children in Care

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 39,738

13-17 4 7 0

18-24 796 1123 18

25-34 962 1702 14

35-44 1446 2424 30

45-54 2608 3331 94

55-64 5422 4496 96

65+ 9543 5492 130

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 23,734

13-17 0 0 0

18-24 672 920 8

25-34 880 1544 14

35-44 1120 2080 24

45-54 1688 2512 32

55-64 3264 2736 72

65+ 3576 2528 64

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Children in Care Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale
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Economic Effects of the Protocol

It has frequently been claimed that the Northern Ireland 
Protocol “costs Northern Ireland £900 million” annually.

Is this accurate? It’s complicated … FactCheckNI found 
that the claims were based on economic modelling by 
economist, Dr Esmond Birnie. Other modelling found 
different outcomes. Economic models are a useful way 
to illustrate complex processes simply. However, they 

are based on presumptions and can only be tested over 
time by actual economic outcomes.  The modelling 
that gave us the £900 million figure used a selection of 
cases to predict the costs to Northern Ireland businesses 
as a whole. It included the administrative cost in the 
Northern Ireland figure, when that cost is currently 
being paid by the UK Government. 

Script
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Economic Effects of the Protocol

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 42,583

13-17 2 2 0

18-24 278 531 13

25-34 654 1345 11

35-44 1145 2435 39

45-54 2727 4522 112

55-64 5375 6989 116

65+ 7781 8315 191

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 24,232

13-17 0 0 0

18-24 232 416 0

25-34 472 992 8

35-44 856 1952 32

45-54 1880 2832 24

55-64 3024 3984 88

65+ 3488 3888 64

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Economic Effects of the Protocol Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale
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Welfare Cuts in Northern Ireland

The SDLP manifesto for the 2022 Assembly election 
claimed: “The £20 Universal Credit cut marked the 
largest overnight welfare cut since World War II.”

Is this accurate? - We reviewed research by the Joseph 
Rowntree Foundation and found that this is, in essence, 

accurate. However, comparing moments across such a 
long period of time is difficult because things such as 
inflation and the structure of the social security system 
change over time. 

Script
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Welfare Cuts in Northern Ireland

Female Male Unknown

Impressions by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scaleTotal Impressions - 24,222

13-17 1 0 0

18-24 270 310 15

25-34 543 960 2

35-44 1154 1598 37

45-54 2595 2704 52

55-64 4103 3328 51

65+ 4017 2411 71

Age* Female Male Unknown

Impressions Sample - Broad Targeting

Total Reach - 12,130

13-17 0 0 0

18-24 124 280 8

25-34 268 664 2

35-44 492 1128 28

45-54 1044 1672 24

55-64 1564 1976 24

65+ 1420 1380 32

Age* Female Male Unknown

Reach Data Sample - Broad Targeting

Content Analysis Data

Welfare Cuts in Northern Ireland Content Analysis Data

10k

20k

30k

40k

50k

60k

70k
95%75%50%25%3 Sec

Female Male Unknown

Reach by gender %

* Age 13-17 by percentage is not large enough to be 
visualised at this scale
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Court of Justice and the Protocol

Jim Allister MLA and TUV leader claimed that the 
European Court of Justice — as part of the Court of 
Justice of the European Union (CJEU) -  is the supreme 
court regarding any challenge to the Northern Ireland 
Protocol. Perhaps you heard his interview on BBC Radio 
Ulster’s The Nolan Show in October 2021.

Is this claim accurate?  - No. But it is complicated. 
The CJEU is not the supreme court for all challenges, 
but it is the ultimate judge on matters related to the 
implementation of some of the Articles of the Protocol 
(those that address customs, movement of goods, 
customs information exchange, technical regulations, 
VAT and excise, and state aid)

Script

Ten video sequences were produced by Rapid from the 
scripts developed by Ulster University and FactCheckNI. 
These ten videos where produced for 3 different 
formats (1:1, 16:9, 9:16). These were used in some initial 
testing of demographic micro-targeting on the Meta 
platform, targeting effected communities. The previous 
eight videos in this report were taken forward for a full 

test using broad targeting by Rapid based on location. 
These tests produced the comparative impressions, 
reach and views datasets outlined above. The 
remaining two videos, Court of Justice and the Protocol 
(this page) and Northern Ireland Carbon Emissions 
(next page), did not go forward for full scale testing and 
therefore did not generate any data for analysis.

Content Analysis Data

Court of Justice and the Protocol Content Analysis Data Not Available
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Northern Ireland Carbon Emissions

The Alliance Party’s manifesto for the 2022 Assembly 
Election claimed: “Addressing our agriculture and 
transport sectors is fundamental to drastically reducing 
emissions in Northern Ireland. Nearly 30% of Northern 
Ireland’s greenhouse gas emissions are from agriculture, 
compared to 10% in the rest of the UK.”

We found that this is correct, more or less. Official figures 
from the Department of Agriculture, Environment and 
Rural Affairs (DAERA) state that agriculture makes up 
a 26% share of NI’s total greenhouse gas emissions. 
What’s more, they project that, by 2030, that figure will 
be 31%. New data due in June 2022 will offer a clearer 
picture. 

Script

Content Analysis Data

Northern Ireland Carbon Emissions Content Analysis Data Not Available

See page 39 about why content data is not available for 
this video.
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The key reflections from this project are as follows:

Messaging

In adapting and drafting the scripts from existing 
FactCheckNI content, we used standard strategies 
from copy editing for advertising to develop them. 
However, in examining the social media insights, it 
is clear that this approach may need to be adapted - 
in terms of style and format of writing - to meet the 
audience engagement patterns. From the content 
analysis, it is clear that many viewers did not reach the 
crucial conclusion (i.e. red) section of the video,  which 
communicated “rating” of the fact check in terms of 
accuracy. For fact-checking organisations, to ensure 
the core message is communicated immediately, it 
may be necessary to consider a script format style 
which effectively “front load” the message, and then 
add the context. This will ensure that the videos are 
not wholly reliant on the attention of individuals on 
social media platforms for a longer period than this 
project has shown is conducive to. Similarly, if videos/
content are created with this in mind, it may present 
an opportunity for the content to be more suitable 
across more short form video platforms (e.g. Tik Tok, or 
Instagram reels) as they develop and continue to grow 
in terms of user numbers and how content is being 
displayed. 

Social media platforms

This project produced 10 videos, of which 8 were 
selected by Rapid to form campaigns. The internal 
moderation policies of Meta and Tik Tok regarding 
what is termed “political” content meant that the 
process of having the content approved by the 
platforms proved to be a more time consuming and 
complex process than initially anticipated. This has 
clear ramifications for this approach going forward, 
given that fact-checking organisations may in effect 
be encouraged to consider the perceived political 
nature of the content in topic selection - which in turn 
has the potential to compromise the impartiality 
and transparency of their work. Therefore, pending 
the changes in these internal policies of some social 
media platforms, it may be necessary to consider 
these issues in the development stages - or allocate 
additional resources and funding to iterative cycles of 
development to make sure the targeted campaigns 
move quickly through the platform moderation stages. 

Reflections

Project
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Collaboration 

Collaboration with development partners is important 
to draw in expertise and best practice in design 
and communication. However, as this project has 
illustrated that the communication needs of specialist 
organisations/partners need to be assessed on an 
individual basis. That is to say, that the mission and non-
negotiable approaches of a fact-checking organisation 
(i.e. transparency; accuracy; and impartiality) need to 
be central to the communicative process selected and 
employed. It is also important that the nature of the 
project is clearly communicated to and understood by 
all partners and that the process is closely overseen, 
as the types of data that traditional advertising 
counts as important may not align with fact-checking 
organisations and campaign performance indicators. In 
effect, this requires a careful selection and management 
of the content from the outset, which proved to be 
more time and resource intensive than a number of the 
partners had initially allowed for.

Additional insights

This project evidenced a wide range of indirect benefits 
for fact checking organisations such as: an increase in 
brand recognition; the building of trust in their work; and 
the ability to reach audiences with clear, accurate and 
targeted messaging. 

The brand recognition built in this process may be 
attributed to the fact the content created effectively 
brought the often complex and dense fact-checked 
material to life. This resulted in the partner, FactCheckNI 
commissioning further video content with the same style 
of art direction from the other partner, Rapid. Trust is 
often built by clarity and continuity of messaging - and 
fact-checking organisations such as FactCheckNI need to 
work hard to avoid sensationalism and retain a measured 
approach to accurate and easily comprehended 
information to increase this. The approach utilised in 
this project navigated the need to attract attention from 
viewers and social media users, and that of ensuring the 
content accurately reflects not only information in the 
fact checked articles, but the ethos of the organisation. 

The project also revealed the importance of 
understanding the core performance indicators, integrity 
in data capture, the variables of the data, and what the 
key measures are. From the data returned from the 
broad campaigns, it may be important, as the platform 
demographics shift, that fact-checking organisations 
target their spend and campaigns to try and reach 
audiences outside of their core audiences, but this must 
be balanced against the difficulty of political messaging 
on these platforms. 
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