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Increase in number of Irish media 
consumers concerned about fake news

Enhancing digital literacy skills is 
critical in dealing with the challenges of 
the evolving media landscape

Reuters Digital News Report 2019 (Ireland)



Be Media Smart is an Irish public 
awareness campaign calling on people of 
all ages to Be Media Smart and Stop, 
Think, and Check that information they 
see, read or hear across any media 
platform is accurate and reliable.



It’s an initiative from Media Literacy Ireland 
(MLI), a network of volunteer members 
facilitated by the Broadcasting Authority of 
Ireland, working together to empower people 
to make informed media choices about the 
media content and services that they 
consume, create, and disseminate across all 
platforms.
.



Modern consumers care about where their 
food comes from. What if we could spark the 
same thought or consideration regarding 
where their information comes from? 

The campaign was built on this 

simple idea. 





RaidióRaidióTeilifísTeilifísÉireannÉireann
(RTE)(RTE)––responsible for responsible for 
the creative brief & the creative brief & 
overseeing production overseeing production 

Campaign launched on St Campaign launched on St 
Patrick’s day 2019Patrick’s day 2019

TV ad also reversioned in TV ad also reversioned in 
the Irish languagethe Irish language

Radio ads created & Radio ads created & 
distributed widelydistributed widely





The Herald
The Irish Daily Mail
The Irish Examiner
The Irish Sun
The Irish Times
The Sunday Business Post
The Sunday Independent
The Sunday Times
The Sunday World
The Times (Ireland edition)









Bemediasmart.ie –
over 15,000 page 
views

http://www.bemediasmart.ie/


•Library Association of Ireland 
(LAI) approached by MLI in 
December 2018

•LAI Literacies Committee

•All library sectors in Ireland 
supported the campaign

•Be Media Smart support -
posters, social media, website

•Fundamental role



Estimated 140 DAYS of 

voluntary effort by over 30 MLI 

members

Significant nationwide campaign / 

international attention

Limited funding



• Longer planning period 

required

• Earlier coordination with key 

partners

• More coordination of social 

media activity

• Evaluation framework and 

activity capture mechanism

• Develop a ‘campaign tool-kit’

• Joined-up approach crucial

• Next campaign – Spring 2020



•Campaign rerun on TV, radio & 
online

•Promoting the importance of 
reliable information

•Support from MLI members

•Critical –‘misinformation 
costs lives’ (World Health 
Organisation, 2020)



•Launch of new campaign –
April 2021

•Trustworthy information -Irish 
vaccination programme

•Redesign of TV ad

•Updated website –Fact-Check
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Web:

medialiteracyireland.ie

bemediasmart.ie

libraryassociation.ie

Twitter:

@MedialitIreland

@LAIonline

@philrusty

#bemediasmart

http://www.medialiteracyireland.ie/
http://www.bemediasmart.ie/
http://www.bemediasmart.ie/


‘Media literacy … addresses the 

needs of all ages. Media literacy is 

also a tool empowering citizens as 

well as raising their awareness and 

helping counter the effects of 

disinformation campaigns and fake 

news spreading through digital 

media’ (European Commission, 2019)


