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Key findings

1 2 3

Most of the UK public A quarter of the UK public Most of the UK public
find it hard to identify — particularly regular users expect false information
false information online of social media — are to influence the next
and believe it is harming worried their political general election result
democracy in the opinions are based on and back the regulation

country. false information. of political claims.
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Methodology

3
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Ahead of the general election in 2024, Full Fact commissioned Ipsos UK to conduct
research among the UK public to understand attitudes to misinformation and politics.

Much has changed in the UK since the study was previously run in 2021, and therefore
a new read on public opinion was required.

Experts have called the current macro context a ‘polycrisis’. In the past three years the
UK has been through COVID-19 lockdowns and vaccinations, seen three Prime
Ministers in one year, while the war in Ukraine and subsequent inflation and interest
rates have risen to levels that, to a new generation, are unknown.

~ 1 Fieldwork was conducted from the 19t — 21st December 2023.

EH
2000 15-minute online, self-completed interviews were completed by a
nationally representative sample of the adult UK public across England,
Scotland, Wales and Northern Ireland. Data shown in this report refers to
the UK General Public unless otherwise noted.

profile. The data is weighted so that the sample composition best reflect
the demographic profile of the UK adult population according to the most
recent census data.

@ Quotas were set on age, gender and region to match UK population




Misinformatio
the media 1
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The majority are
worried about the
spread of false or
misleading
Information.

Q. To what extent, if at all, are you worried about the spread
of false or misleading information about the news, current
affairs or issues that affect you? (% worried)

Base (all adults): 2000

Q. What would you say are the most important issues facing
Britain today? (Top 20)

Base (all adults): 2000
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68%

are worried about the
spread of false or
misleading information

o

23%

Nearly a quarter say the
spread of fake news and
misinformation is one of

the most important issues
facing Britain today (above
taxation, pensions and
defence).




Most think the
prevalence of
false information
online is harming
UK democracy,
politics and
people’s health.

Q. Please indicate to what extent you agree or disagree
with each of the following statements. (% agree)

Base (all adults): 2000
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False information online has...

"'

64%

,' ..a negative effect on
. people’s health

71% ‘

‘a »\

..a negative effect on
UK politics

...a negative effect on
democracy in the UK




At least half think
it’s not easy to tell
true information
from false online
or trustworthy
sources, and one
In three has
falsely believed a
news story.

Q. Thinking about all the different types of information in the
news and current affairs that you see online, how easy or
difficult do you find it to tell the difference between |[...]. (%
difficult / neither easy or difficult)

Base (all adults): 2000

Q. Please indicate to what extent you agree or disagree with
each of the following statements. (% agree)

Base (all adults): 2000
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do not find it easy to tell the difference
between true and false information online

Ages 18-34

to tell the
difference between true and false information.

Half say they do not

find it easy to tell which
sources are trustworthy
and which are not*

*50% ‘not easy’

1/3 have falsely

believed a news story
was real until they found
out it was fake*

*34% agree




While most don’t
think they live in
an ‘internet
bubble’, they are
much more
convinced that
others do.

Q. Please indicate to what extent you agree or disagree
with each of the following statements. (% agree)

Base (all adults): 2000
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| live in my own bubble on the internet, mostly
connecting with people like myself and looking for
opinions | already agree with.

Ages 18-34 Ages 55-64

+13pp S

Younger people are more likely to say they live in
an ‘internet bubble’.

Perceptions of internet ‘bubbles’

61% .

oy

The average person in the UK lives in their own
‘bubble’ on the internet, mostly connecting with
people like themselves and looking for opinions they
already agree with.




More than half
think the average
person in the UK
IS Indifferent to
facts but they
themselves
always do further
research on the
news.

Q. Please indicate to what extent you agree or disagree with
each of the following statements. (% agree)

Base (all adults): 2000

Below is a list of statements about the upcoming general
election. Please indicate to what extent you agree, or
disagree, with each of the following statements. (% agree)

Base (all adults): 2000
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The average person in the UK doesn’t care about facts
about politics and society anymore, they just believe what
they want.

+13pp

Those who say they have changed their voting
preference because of false or misleading claims
in politics are significantly more likely to think the
average person doesn't care about facts anymore.

| always do further research on the news and
current affairs information before | believe it.




Tel eVi S | onrem ai 155 Sources of information: Usage vs Trust

widely used and w0

highly trusted, in

ContraSt to Vldeo " Colleagues/friends/family ° -
sharing websites. 60 (2o s

Television..

® Online newspaper websites,
platforms and apps

.
o
.
.
.
.

50 Printed newspapers

°
and magazines ° Colleagues/friends/family

!
oo

- e
@ 40
= o, Private messaging
20 Video sharing .- . Services Social media
websites Podcasts °
o %
Politicians Online blogs or forums
20
Q. Where, if anywhere, do you typically get your information
from about the news, current affairs, and issues that affect 10
you?
Base (all adults): 2000
Q. To what extent, if at all, do you trust what you read or 0
hear from each of the following? (% trust) 0 10 20 30 40 50 60 70

Base (all adults): 2000

Usage

Note: Usage of media sources was asked about local, regional and national printed newspapers and magazines separately.
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Social mediais
overwhelmingly
blamed for false
Information, and
approximately half
feel Government
should take
responsibility.

Q. Who, if anyone, do you think is most to blame for the
spreading of false or misleading information in the news,
current affairs, or about issues that affect you?

Base (all adults): 2000

Q. In your opinion, who, if anyone, should be responsible
for tackling the problem of spreading false or misleading
information in the news, current affairs or issues that affect
you?

Base (all adults): 2000
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Sources most to blame for spreading false information

Social media and video-
sharing platforms

Political parties and campaigns

The UK Government

Individual journalists

Regular people acting alone

Traditional media
organisations

Private messaging services

Individual politicians in the UK

Governments in other
countries

Internet search engines

Grassroots political
organisations

Politicians in other countries

Online-only news
organisations

2

1%

17%

16%

1

15%

14%

1

=
o
x

10%

5

5%

[EEN
[} N} =
3 S < < =
= > ©Q
x

Responsibility for tackling the spreading of false
information

Social media and video-
sharing platforms

The UK Government

Regulators

Media organisations

Fact-checking organisations
and websites

Internet search engines

Members of Parliament in the
UK

Individual journalists

Political parties, campaigns, or
groups

Regular people acting alone

Schools, universities, and
academic leaders

Civil Servants

39

32%

29%

26%

A

23%

15%

14%

10%

50%

48%

44%

%



Facebook is the
most used and
most blamed for
spreading false or
misleading
Information.

Q. How often, if at all, do you use each of the following
social media platforms or messaging services? % most
days in a week or more

Base (all adults): 2000

Q. And which of the following social media and video-
sharing sites do you think are most to blame for spreading
false or misleading information in the news, current affairs,
or about issues that affect you?

Base (use social media): 1100
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Social media usage vs blame

57%
Facebook 61%

48%

X (formerly Twitter) X

33%

Tik Tok —
K10 28%
17%
nsagran (€
0,
rouTiee
47%
6%0
oot O3 [y
23%
0

Ages 18-34

+12pp
+15pp

. 5
Reddt @
3%
mreaos (3 e
_ 3%
Pinterest
. 3%
Hnkedin ﬁﬂ hm
) 3% ® Most to blame
Twitch
m Use most days in a week or more

Younger people are
more likely to think
Instagram and
YouTube are to
blame for spreading
false information.




The vast majority
think false
iInformation Is
deliberately
spread, with
pushing an
agenda being the
top motivation for
doing so.

Q. What do you think are the main reasons, if any, some
people or organisations spread false or misleading
information in the news, current affairs, or about issues that
affect you?

Base (all adults): 2000

Q. To what extent, if at all, are you worried about the spread
of false or misleading information about the news, current
affairs or issues that affect you? (% worried)

Base (all adults): 2000
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PEBANE®[HS

Reasons for spreading false information

They want to change people’s opinion on a
topic or push their own agenda

They want to make money by getting more
people to view, read or see their content

They want to turn different groups of people
against each other

They want to encourage people to adopt
extreme political views

They want to interfere in the democratic
process

They want to be famous or raise their profile

They want to erode trust in institutions

They are not aware of what they are doing or
they do it by mistake

56%

49%

4

43%

41%

36%

34%

15%

I I S
=

Those who are worried
about false information
are significantly more likely
to state all factors as
motivations except for the
accidental spread of false
information.




] Please follow tnesigns and
report to the desk, then follow
the instructions given to you.

Kindly note that there are various
pmueslocmimnducmm
and referendums.

In particular, be aware that itis a
offence to vote when you are
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be another person

THANK YOU FOR VOTING
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ion |
STATIO

OPENING TIMES
7.00am-1°-00pm

Note that as long as you are in the polling
station, or in a queue outside, before 10.00pm
you will be entitled to apply for a ballot paper
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Most think voters c0oe
will be misled by
false claims in next
election campaign,
and a quarter are
worried their own
political opinions
are based on false

Information.

Q. Below is a list of statements about the upcoming general | am concerned voters will be misled by false or | am worried that my own political opinions are

election. Please indicate to what extent you agree, or misleading claims in the election campaign. based on false or misleading information.
disagree, with each of the following statements. (% agree)

Base (all adults): 2000

Q. Out of the following list, please select the top 5 media Those who think false information Those who say social media channels
channels you watch, read, or listen to. 0 online has a negative effect on 0 among their top 5 media sources are
T 80 /O democracy in the UK are S|gn|f|_cantly 34 /0 more I_|I_<ely to _b(_a concerned that their

more likely to feel that voters will be own political opinions are based on false
Q. Please indicate to what extent you agree or disagree with misled by false claims. information.

each of the following statements. (% agree)

Base (agree negative effect on democracy): 643
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Most expect
misinformation,
generative Al, and
deepfakes to have
an impact on the
election result.

Q. Thinking further about the upcoming election, what
impact, if any, do you think the following will have on the
general election result? % At least some impact

Base (all adults): 2000

Q. Please indicate to what extent you agree or disagree with
each of the following statements. (% agree)

Base (all adults): 2000

16 © Ipsos | Full Fact UK Public Attitudes Research | April 2024 | Public

Misinformation

it is possible to have a better, safer and
more truthful internet in the future

Election impact

Generative Al Deepfakes

+9pp Ages 18-34 +8pp

Younger people are more likely to think that generative Al and
deepfakes will have at least some impact on the general election result.




L a.C k O f fal t h | n Most important issues facing Britain
p @) I I tl CS | S sSseen as NHS / hospitals / healthcare

Inflation / prices 49%

a greater issue Economy
faC I N g B rl tal N th an Immigration / immigrants 36%

Poverty / inequality

ed u C atl O n O r Pollution / environment / climate change 3
Wag eS - Housing 31%

Ageing population / social care for elderly 30%

57%

Mental health / well-being 0%
Crime / law and order / anti-Social Behaviour
Lack of faith in politics / politicians / government 27%
Public services in general 27%
Low pay / minimum wage / fair wages 25%
Education / schools 24%

Petrol prices / fuel 24%

Q. What would you say are the most important issues
facing Britain today? (Top 20)

The spread of fake news / misinformation %
Base (all adults): 2000 Taxation
Pensions / social security / benefits

Local government / council tax

Defence / foreign affairs / terrorism 18%

NEDNERDN
SISIS I
IR
B w
=S SR
S Y
>

Population levels / overpopulation 18%
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Faith in the
political system is
very low — most
think lying has
Increased In the
last five years,
and politicians are
the least trusted
source of news.

Q. And finally, do you think there is more, less or about the
same amount of lying and misuse of facts in politics and
media in the UK than there was five years ago? (% more)

Q. Below is a list of statements about the upcoming general
election. Please indicate to what extent you agree, or
disagree, with each of the following statements. (% agree)

Q. Below is a list of different ways you might get news
about politics and current affairs. To what extent, if at all, do
you trust what you read or hear from each of the following?

Bases (all adults): 2000
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Trust in politics and politicians

",

61% ==

Yy

think there is more lying and misuse think traditional parties and politicians tend to ignore what parties and
of facts in politics and media in the act against their interests politicians say because they don't
UK than there was five years ago know if they can be trusted

Politicians are considered the least trustworthy source
of news about politics and current affairs.

65% do not trust what they read or hear from politicians.




The public is
highly sceptical
that parties will be
running honest
campaigns.

Q. Thinking about the upcoming general election, how
confident, if at all, are you that the following political parties
will run honest campaigns?*

Base (all adults): 2000

*respondents were asked about political parties across all
nations, but as base sizes for Wales and Northern Ireland
are below n=100, these aren’t shown.
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Confidence in honest campaigns

Liberal .= 46%
Democrats

sElLabour 49%
SNPX -

An independent candidate

2. Conservatives 63%

=
’ ‘ 66%

ALBA

THE
:‘ RECLAIM 55%

PARTY

Confident m Not confident




Manipulating
evidence Is seen
as the most
unacceptable
behaviour In
campaigns; the
public strongly
back regulation of

political adverts.

Q. Below is a list of behaviours politicians and parties may
engage in as part of a general election campaign. Which of
these, if any, do you consider to be the most unacceptable?

Base (all adults): 2000

Q. Do you think it should or should not be a legal
requirement that factual claims in political adverts must be
accurate?

Base (all adults): 2000
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Most unacceptable behaviours among political parties

Actively manipulating or falsifying evidence 34%

Making a promise to voters they know they may not be

0,
able to deliver A

Making unrealistic or inaccurate manifesto promises 25%

Repeating claims even after they have been found to

0,
be false 2L

Keeping the public in the dark by withholding

0,
information L

Cherry picking statistics or using the most impressive

()
numbers to support their view 5%

Misrepresenting each other’s policies |iloLz

Making a claim that was found to be false and

correcting themselves 9

Designing campaign materials to look like something

q (V)
they are not, such as to look like local newspapers )

Putting out campaign materials without prominent

0,
branding or posing as other organisations (&

Legal requirement for
political adverts

think it should be a legal requirement
that factual claims in political adverts

must be accurate




Over a third have
been put off
voting due to
misleading
political claims,
and more than a
guarter have
changed their

Impact of false information e

on voting behaviour

29% -

voting preference.

| have been put off voting by the level of false or | have changed my voting preference due to false
5, Bl s & [ 6 SRS AR e (reeiig Genes] misleading clalmf mt'current pO.|ItICS / the previous or misleading clamlws |tn current p.0|ItICS / the previous
election. Please indicate to what extent you agree, or election campaign election campaign
disagree, with each of the following statements. % agree
Base (all adults): 2000
( ) Ages 18-34 Ages 55-64
; 1 4 PP vs
Younger people are more likely to have
been put off voting by misinformation.
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Four In five want
to see politicians
held to account on
their claims, but
only a minority
feel empowered to
make a difference. (s important o

Only I'il'?
minorities '

feel that...

Q. Please indicate to what extent you agree or disagree 3 5 0/ ‘
with each of the following statements. (% agree) o -

",
35% N
\ 7

Base (all adults): 2000

People like me have the power to When people like me get involved in
hold politicians to account politics it is possible to make real
changes to how the UK is run
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Th ere IS h I g h Political party manifestos
support for parties

adopting honesty |
standards In
manifestos and

having spending
commitments

§ | trust what | read in or hear | support political parties The spending commitments The commitments made in
I n d e p e n d e n t I y about political party adopting a set of standards political parties make in political party manifestos
manifestos for honesty and their manifestos should be are important to me when
transparency in manifestos checked and costed by an determining my vote
C h eC ked . independent body
Q. Below is a list of statements about the upcoming general Ages 18-34 Ages 55-64

election. Please indicate to what extent you agree, or
disagree, with each of the following statements. (% agree)

Base (all adults): 2000 VS - 1 7 p p

to
trust what they read in or hear about political party
manifestos than older generations.
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Nearly a third
have been
motivated to get
more involved due
to false claims In
politics and the
previous election.

47%

Those who believe that, when
they get involved politics, it is
possible to make real
changes to how the UK is
run are significantly more

False or misleading claims in current politics / the motivated to get involved
previous election campaign have motivated me to because of false claims.

get more involved
Q. Below is a list of statements about the upcoming general

election. Please indicate to what extent you agree, or
disagree, with each of the following statements. % agree

Base (all adults): 2000 Ages 18-34 Ages 55-64

Q. Please indicate to what extent you agree or disagree
with each of the following statements. (% agree) — 1
VS 2 PP
Base (those who agree it is possible to make real changes):

706
to get involved

in politics due to false or misleading claims.
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ABOUT IPSOS

Ipsos is the third largest market research company in the world, present in 90
markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built unique multi-
specialist capabilities that provide powerful insights into the actions, opinions and
motivations of citizens, consumers, patients, customers or employees. We serve
more than 5000 clients across the world with 75 business solutions.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since July 1st,
1999. The company is part of the SBF 120 and the Mid-60 index and is eligible
for the Deferred Settlement Service (SRD).

ISIN code FR0O000073298, Reuters ISOS.PA, Bloomberg IPS:FP

WWW.ips0os.com
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GAME CHANGERS

In our world of rapid change, the need of reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data supplier, they need a
partner who can produce accurate and relevant information and turn it into
actionable truth.

This is why our passionately curious experts not only provide the most
precise measurement, but shape it to provide True Understanding of Society,
Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, speed and
substance to everything we do.

So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.

*k%

“‘Game Changers” — our tagline — summarises our ambition to help our
clients to navigate more easily our deeply changing world.




Ipsos Standards & Accreditations

Ipsos's standards & accreditations provide our clients with the peace of mind that they can always depend on us to deliver reliable, sustainable findings. Moreover, our
focus on quality and continuous improvement means we have embedded a 'right first time' approach throughout our organisation.

ISO 20252 —is the international specific standard for market, opinion and social The UK General Data Protection Regulation (UK GDPR) & the UK Data
research, including insights and data analytics. Ipsos in the UK was the first A Protection Act 2018 (DPA) — Ipsos UK is required to comply with the UK
company in the world to gain this accreditation. General Data Protection Regulation and the UK Data Protection Act; it covers the

processing of personal data and the protection of privacy.

_‘M':g-‘._ MRS Company Partnership — By being an MRS Company Partner, Ipsos UK HMG Cyber Essentials — A government backed and key deliverable of the UK’s
Ko Fycence  endorse and support the core MRS brand values of professionalism, research : National Cyber Security Programme. Ipsos UK was assessment validated for
“omeany parer- @Xcellence and business effectiveness, and commit to comply with the MRS certification in 2016. Cyber Essentials defines a set of controls which, when
Code of Conduct throughout the organisation & we were the first company to properly implemented, provide organisations with basic protection from the most
sign our organisation up to the requirements & self-regulation of the MRS Code; prevalent forms of threat coming from the internet.
more than 350 companies have followed our lead.
Fair Data — Ipsos UK is signed up as a ‘Fair Data’ Company by agreeing to
| ¢ || 1SO 9001 - International general company standard with a focus on continual Eéai{a‘ adhere to twelve core principles. The principles support and complement other

i improvement through quality management systems. In 1994 we became one of

5 standards such as 1SOs, and the requirements of Data Protection legislation.
sas [ | the early adopters of the 1ISO 9001 business standard.

| & | ISO 27001 - International standard for information security designed to ensure This work was carried out in accordance with the requirements of the international
1 the selection of adequate and proportionate security controls. Ipsos UK was the quality standard for market research, ISO 20252 and with the Ipsos UK Terms and

UKAS . . .. H'H

e | first research company in the UK to be awarded this in August 2008. Conditions.
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Ipsos UK

Terms and Conditions

The Ipsos Terms and conditions can be found in

the link below:

https://ipsos.uk/terms

27
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https://ipsos.uk/terms

Ipsos contacts

Name: Name:

JAMES CHANTAL

ALLEN D’'OFFAY

Details: Details:
james.allen@Ipsos.com chantal.doffay@Ipsos.com
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Full Fact contacts

Name:
THOM
CALLAN-RILEY

Details:
thom.callan-riley@fullfact.org
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Name:
OMER
HAMID

Details:
omer.hamid@fullfact.org
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