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EXECUTIVE SUMMARY 

Development organisations face the constant challenge of ensuring their images and 

messaging meet high ethical standards, while at the same time being effective fundraising 

and marketing tools. Globally, there has been a shift towards using more positive images 

that emphasise the potential impact of donations. Despite this, recent research from the 

UK, Ireland and Denmark suggests that many development organisations use images that 

are framed in a way that may discourage long-term support. Given this, and broader 

concerns around current practice, the Australian Council for International Development 

(ACFID) identified the need to better understand how images are chosen and used in the 

Australian sector.  

Therefore, this research aims to provide a critical examination of ACFID Member 

ƻǊƎŀƴƛǎŀǘƛƻƴǎΩ current practice, decision-making processes, motivations and challenges in 

their use of images for online fundraising and marketing. To do so, a content analysis of the 

images used across a range of online channels of a sample of 24 Members was conducted. 

Additionally, an online questionnaire was completed by around one fifth of ACFID Members. 

While this relied on self-reported data, their responses provide a deeper understanding of 

the perspectives and beliefs that influence aŜƳōŜǊǎΩ image choices. 

In 2017, ACFID revised the Code of Conduct, and established several new expectations 

related to the content, sourcing and approval processes for images. While some aspects of 

the Code requirements are difficult to assess on face value, there were generally high levels 

of compliance in terms of image content. There is, however, some room for improvement 

with regards to the widespread use of formal approval processes and image guidelines. 

Encouragingly for ACFID, Members felt that the Code of Conduct requirements were clear, 

although there is still some confusion about ethical decision-making frameworks and what 

they look like in practice. Given their importance in the Code of Conduct, providing 

examples of ethical frameworks should be a high priority for ACFID. 

To generate a more nuanced understanding of the types of images being used by Members, 

this research also ŜȄŀƳƛƴŜŘ Ƙƻǿ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ΨŦǊŀƳŜΩ ǘƘŜƛǊ ƻƴƭƛƴŜ ŦǳƴŘǊŀƛǎƛƴƎΦ In general, 

Members are less likely to use images and messaging that tap into intrinsic positive values 

that may lead to greater public engagement with development issues. Instead their images 

and messaging ƻŦǘŜƴ ǊŜƛƴŦƻǊŎŜ ŀƴ Ψǳǎ Ǿ ǘƘŜƳΩ mentality between donors and primary 

stakeholders, and portray support for development as a purely financial transaction. These 

results reflected those found in similar sector-wide research in the UK, Ireland and 

Denmark. Based on these results it is suggested that ACFID engage Members in deeper 

discussions about the types of frames being used and their potential impact on the sector.  

¢Ƙƛǎ ǊŜǎŜŀǊŎƘ ŀƭǎƻ ƛŘŜƴǘƛŦƛŜŘ ǎƻƳŜ ƻŦ ǘƘŜ ǾŀƭǳŜǎ ŀƴŘ ōŜƭƛŜŦǎ ǘƘŀǘ ŘǊƛǾŜ aŜƳōŜǊǎΩ ƛƳŀƎŜ 

choices. Members place a high priority on using images that promote their organisational 

values, show the impact of their work, are generally positive and visually compelling. There 

ƛǎ ŀƭǎƻ ŀ ǎǘǊƻƴƎ ŘŜǎƛǊŜ ǘƻ ŜƴǎǳǊŜ ǘƘŜƛǊ ƛƳŀƎŜǎ ǎƘƻǿ ǘƘŜ ΨǿƘƻƭŜ ǘǊǳǘƘΩ, although this may be 
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interpreted differently in practice. There are some key differences with images for 

humanitarian appeals. Reflecting the time-sensitive and critical nature of these appeals, 

Members look for images that show a sense of urgency, highlight the extent of the need and 

give context to the situation. Members who participate in humanitarian appeals 

demonstrate an acute awareness of the ethical challenges associated with using images in 

this context.  

When making decisions about images, most ACFID Members involve a range of departments 

and report high levels of consensus at an organisational level. It is suggested that future 

training provided by ACFID around images and messaging should be promoted to a wide 

range of personnel, not just those in communications roles. Interestingly, most Members 

either never or rarely use external agencies to support their fundraising and marketing. 

Those that do are predominately large organisations, indicating that any further 

investigations around this issue should focus on this group of Members. The main steps 

involved in making decisions about images are fairly consistent across Members, however 

images used in social media sometimes go through a less rigorous approval process. Even 

so, the content analysis of current images did not reveal any widespread problems with 

those used on social media, suggesting that the processes are still effective. 

In terms of sourcing images, Members face several key challenges and issues. These include: 

obtaining consent from those photographed; using images from external sources, including 

media outlets; relying on images from partner organisations; and accessing high quality 

images. ACFID can support Members by providing examples of consent processes, and 

providing opportunities to work collaboratively to generate further guidelines around these 

issues.  

In fact, there is a strong desire from Members for increased cooperation and collaboration 

across the sector to improve practice and share expertise across a range of issues. One key 

area of interest is increasing the involvement of primary stakeholders in decisions around 

images and messaging. ACFID can play an important role in facilitating this cooperation, and 

use its existing communication channels to provide Members with greater information 

ŀōƻǳǘ ŎǳǊǊŜƴǘ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩΦ 

 

 

 

 

 

 

 



4 

RECOMMENDATIONS 

This research makes the following recommendations: 

ACFID to: 

S
h

o
rt-

te
rm

 

¶ Provide further clarification and examples of ethical-decision making 

frameworks. Examples could come from existing frameworks used by 

Members, or be developed collaboratively through discussions with 

Members where limited examples already exist. Where possible, 

guidance or examples should acknowledge potential differences in the 

design and implementation of ethical decision-making frameworks for 

Members of different sizes. It would be beneficial to also identify how 

ethical decision-making frameworks differ from a policy or guidance 

document. Examples and any clarifying information should be added to 

the Good Practice Toolkit online. 
 

¶ Generate or source examples of consent process, particularly those 

relevant to small and medium organisations. 
 

¶ Collaborate with Members to generate and disseminate easily-

ŀŎŎŜǎǎƛōƭŜ ŀƴŘ ƳƻǊŜ ŘŜǘŀƛƭŜŘ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩ in the 

use of images. How this information is communicated will depend on 

available resources, however some potential opportunities include: 

o Developing a comprehensive Images and Messaging toolkit or 

guide that incorporates current research, examples of different 

ΨŦǊŀƳŜǎΩ ŀƴŘ ŜǘƘƛŎŀƭ ŘŜŎƛǎƛƻƴ-making frameworks.  

o Individual fact-sheets or case studies that focus on specific 

issues, such as how to include primary stakeholders or tips for 

working with partners, that could be added to the Resources 

ǎŜŎǘƛƻƴ ƻŦ !/CL5Ωǎ DƻƻŘ tǊŀŎǘƛŎŜ ¢ƻƻƭƪƛǘΦ 
 

¶ Conduct follow-up interviews with questionnaire respondents to clarify 

what aspects in particular they find challenging about understanding 

Code requirements.  
 

¶ Reinvigorate and support the existing Images and Messaging 
Community of Practice as a means of increasing collaboration between 
Members. This group could act as a focal point for the sharing of 
ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ŜȄŀƳǇƭŜǎ ƻŦ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩΦ .ŜƛƴƎ ƻƴƭƛƴŜΣ ƛǘ ƛǎ ŀŎŎŜǎǎƛōƭŜ 
to all Members and is a cost-effective approach for ACFID.  
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¶ Provide opportunities for Members to share knowledge and expertise 

around how to ƛƴǾƻƭǾŜ ǇǊƛƳŀǊȅ ǎǘŀƪŜƘƻƭŘŜǊǎ ŀƴŘ ōǳƛƭŘ ǇŀǊǘƴŜǊǎΩ 

knowledge and practice around the use of images and messaging. 

 

¶ Hold targeted discussions with ACFID Members involved in 

humanitarian appeals to clarify expectations around the appropriate 

use of re-tweeted or re-posted images, particularly during the initial 

stages of a crisis. 

L
o

n
g-
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rm

 

¶ Engage Members in on-going and deeper discussions around the 

current frames used in fundraising across the sector, and their potential 

impact on public engagement. These discussions could extend existing 

work already done as part of the Campaign for Australian Aid, around 

the use of values in advocacy, into the fundraising and marketing fields.  

  

¶ Consider requesting Communications policies, or other relevant 

documents including ethical decision-making frameworks, be submitted 

for review as part of the next round of Code Self-Assessments. This 

would assist ACFID to better understand how Members are interpreting 

and implementing the Code of Conduct, and help corroborate self-

reported compliance. 

 

¶ Ensure future training or support is accessible and promoted to a wide 

audienceΣ ƛƴŎƭǳŘƛƴƎ ǘƘƻǎŜ ǿƘƻ ŘƻƴΩǘ ƴŜŎŜǎǎŀǊƛƭȅ ƘŀǾŜ ŀ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ 

or fundraising background.  

 

¶ Conduct further research using interviews or case studies to generate a 

deeper understanding of any differences in the priorities and opinions 

within organisations, and where the power lies. 
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KEY TERMS AND DEFINITIONS 

ACFID The Australian Council for International Development (ACFID) 

is the peak body for the not-for-profit aid and development 

sector in Australia. 

ACFID Code of Conduct  A voluntary, self-regulatory code of good practice that aims to 

improve international development and humanitarian 

outcomes and increase stakeholder trust, by enhancing 

transparency, accountability and effectiveness.  

ACFID Member ACFID membership is a voluntary process available to all 

organisations working in overseas aid and development. To 

become a Member, organisations must demonstrate 

compliance with the ACFID Code of Conduct. 

Partner organisation An organisation with whom an ACFID Member collaborates 

and supports in order to achieve their goals. Partner 

organisations may be more likely to work outside of Australia. 

Primary stakeholder An individual, or group of people, who directly benefit from or 

are impacted by the work of an ACFID Member. 
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1. INTRODUCTION 

In an increasingly competitive market, Australian development organisations are under 

constant pressure to generate public donations and support. ACFID Members, regardless of 

size, rely heavily on public donations, receiving on average more than half their funding 

from public donations1. While the proportion of the Australian population donating to 

overseas development organisations has remained fairly constant in the past few years2, the 

total value of donations has decreased as a percentage of GDP3. This suggests that 

ŘŜǾŜƭƻǇƳŜƴǘ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ƘŀǾŜ ƴƻǘ ōŜŜƴ ŀōƭŜ ǘƻ ǘŀǇ ƛƴǘƻ !ǳǎǘǊŀƭƛŀΩǎ ƎǊƻǿƛƴƎ ǿŜŀƭǘƘΦ ²ƛǘƘ 

more organisations entering the sector, maintaining public support, financial and otherwise, 

is crucial for the long-term viability of ACFID Members and the sector more broadly.  

It is therefore essential that the images that organisations use in their fundraising and 

marketing are effective at maintaining public support. Organisations must make deliberate, 

and sometimes difficult, decisions about which images to use. In doing so they must balance 

the desire to increase donations with their ethical and moral obligations to those 

represented in the images and donors. In rŜŎŜƴǘ ŘŜŎŀŘŜǎΣ ŎǊƛǘƛŎƛǎƳ ƻŦ ǘƘŜ ƴŜƎŀǘƛǾŜ ΨǇƻǾŜǊǘȅ 

ǇƻǊƴΩ ƛƳŀƎŜǊȅ ǳǎŜŘ ōȅ Ƴŀƴȅ ƻǊƎŀƴƛǎŀǘƛƻƴǎ Ƙŀǎ ƭŜŘ ǘƻ ŀ ǎƘƛŦǘ ǘƻǿŀǊŘǎ ƳƻǊŜ ǇƻǎƛǘƛǾŜ ƛƳŀƎŜǎ4. 

At the same time, many regulatory bodies, including ACFID, and individual organisations 

have established ethical guidelines that emphasise a more complete representation of 

development contexts, and prioritise respecting the dignity of those represented.  

However, sector-wide research in the UK5, Ireland6 and Denmark7 has suggested many 

organisations continue to use images and messaging to frame their fundraising and 

marketing in a way that may in fact discourage long-term public support. Considering the 

reliance on public donations, it is critical to examine whether similar trends exist in the 

frames used by Australian organisations. This research will be a useful first step in this 

process.  

Additionally, in June 2017 ACFID implemented a new Code of Conduct which included new 

requirements around the use of images and messaging by Members. ACFID workshops and 

                                                      

1 ACFID, State of the Sector (Canberra: ACFID, 2018), 34. 
2 !ŎŎƻǊŘƛƴƎ ǘƻ !/CL5Ωǎ State of the Sector report, the around 8% of Australians over 18 donate to 
ACFID Members. 
3 ACFID, State of the Sector, 25. 
4 bŀƴŘƛǘŀ 5ƻƎǊŀΣ άwŜading NGOs visually ς LƳǇƭƛŎŀǘƛƻƴǎ ŦƻǊ bDh aŀƴŀƎŜƳŜƴǘΣέ Journal of 
International Development 19, (2007): 161-171. 
5 Andrew Darnton and Martin Kirk, Finding Frames: New ways to engage the UK public in global 
poverty (London: Bond for International Development, 2011). 
6 Caroline Murphy, Finding Irish Frames: Exploring how Irish NGOs communicate with the public 
(Dublin: Dochas, 2014). 
7 Lisa Richey, Ricky Braskov and Lene Rasmussen, Finding Danish Frames: Communications, 
Engagement and Global Justice (Copenhagen: Verdens Bedste Nyheder, 2013). 
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a small number of public complaints have highlighted the need for further investigation into 

the use of images in social media and humanitarian appeals especially. For ACFID to best 

ǎǳǇǇƻǊǘ ƛǘǎ aŜƳōŜǊǎ ǘƻ ƳŜŜǘ /ƻŘŜ ǊŜǉǳƛǊŜƳŜƴǘǎ ŀƴŘ ŀŎƘƛŜǾŜ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩΣ there is a need 

for a deeper understanding of the current processes and beliefs that drive organisational 

decisions around images across the sector. It is important for ACFID, in its role as a peak 

ōƻŘȅΣ ǘƻ ŜƴǎǳǊŜ aŜƳōŜǊǎΩ ƻǿƴ ǇŜǊǎǇŜŎǘƛǾŜǎ ŀǊŜ ƛƴŎƭǳŘŜŘ ƛƴ ŀƴȅ ŘƛǎŎǳssions around future 

directions for the use of images in the Australian sector.  

 

1.1 RESEARCH PURPOSE 

In response to the issues raised above, the purpose of this research is to provide ACFID with 

empirical evidence of the current use of online fundraising and marketing images8 in the 

!ǳǎǘǊŀƭƛŀƴ ŀƛŘ ǎŜŎǘƻǊΣ ŀƴŘ ǘƻ ƛƳǇǊƻǾŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ !/CL5 aŜƳōŜǊǎΩ ǇǊƻŎŜǎǎŜǎ ŀƴŘ 

perspectives around this issue.  

This research specifically aims to: 

¶ Analyse trends and variations in how ACFID Members currently frame their 

fundraising and marketing using images and messaging;  

¶ /ǊƛǘƛŎŀƭƭȅ ŜȄŀƳƛƴŜ !/CL5 aŜƳōŜǊǎΩ ŘŜŎƛǎƛƻƴ-making processes and beliefs about 

ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩ ŀǊƻǳƴŘ ǘƘŜ ǳǎŜ ƻŦ ƛƳŀƎŜǎΤ 

¶ Identify key challenges and issues around the use of images in the Australian sector, 

and; 

¶ Provide recommendations about how ACFID could best support its Members to 

meet Code of Conduct requirements and achieve best practice in their use of 

images. 

 

1.2 RESEARCH APPROACH 

To achieve the research aims, evidence was gathered using a mixed-methods approach, 

incorporating both a content analysis of online images and a questionnaire delivered to 

ACFID Members. This enabled analysis of existing images, as well as a deeper understanding 

of organisational processes and beliefs that influence the choices being made. Data from 

both methods was triangulated where possible to improve the reliability of the analysis.   

                                                      

8 !/CL5 aŜƳōŜǊǎΩ ƻƴƭƛƴŜ ŎƘŀƴƴŜƭǎ ǿŜǊŜ ŎƘƻǎŜƴ ŀǎ ŀ ǎǇŜŎƛŦƛŎ ŦƻŎǳǎ ŘǳŜ ǘƻ ǘƘŜ ǇǳōƭƛŎ ŀǾŀƛƭŀōƛƭƛǘȅ ƻŦ 
data, and the emphasis given to fundraising and marketing on those channels (Muller and Wood 
2016).  
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1.2.1 CONTENT ANALYSIS  

Images and videos used in online fundraising and marketing were collected from a sample 

of 24 ACFID Members. The sample was representative of the variations in size of ACFID 

Members, with 5 large, 8 medium and 11 small organisations included9. In response to 

existing concerns around the use of images in humanitarian appeals, where possible, 

humanitarian organisations were purposely included in the sample.  

²ƘŜǊŜ ŀǾŀƛƭŀōƭŜΣ ƛƳŀƎŜǎ ǿŜǊŜ ŎƻƭƭŜŎǘŜŘ ŦǊƻƳ ŜŀŎƘ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ǿŜōǎƛǘŜΣ CŀŎŜōƻƻƪ ǇŀƎŜΣ 

Twitter feed, Instagram account, crowdfunding sites and video channels over a period of 

two weeks. In total, 532 images and videos were collected10 and each was coded according 

ǘƻ ƛǘǎ ǎƻǳǊŎŜΣ ŎƻƴǘŜƴǘ ŀƴŘ ƎŜƴŜǊŀƭ ǇǳǊǇƻǎŜΦ Lƴ ŀŘŘƛǘƛƻƴΣ ŀ ΨŦǊŀƳŜǎ ŀƴŀƭȅǎƛǎΩ11 was conducted 

on each image identified as having a specific fundraising purpose. Further information 

regarding the collection and coding process can be found in Appendix 1.  

1.2.2 ONLINE QUESTIONNAIRE 

An online questionnaire was made available to all 125 ACFID Members. It was designed to 

gather self-reported evidence of organisational decision-making processes, beliefs around 

ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩ ŀƴŘ aŜƳōŜǊǎΩ ǇŜǊǎǇŜŎǘƛǾŜǎ ƻƴ key challenges and issues. A combination of 

quantitative and qualitative data was collected to allow easier comparisons between 

organisations, whilst also enabling Members to explain and clarify their beliefs and 

perspectives. In total, 24 Members provided complete responses with a good 

representation of all organisational sizes ς 8 large, 9 medium and 7 small12. While the 

results cannot be generalised across all ACFID Members, they do represent one fifth of all 

Members and can therefore provide valuable insights into potential trends and variations 

that can be used to guide future discussions and additional research.  

 

 

 

                                                      

9 These categories are commonly used in ACFID publications and research, and are based on a 
aŜƳōŜǊΩǎ ŀƴƴǳŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ǎǇŜƴŘƛƴƎΦ [ŀǊƎŜ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ƘŀǾŜ ŀƴ ŀƴƴǳŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ǎǇŜƴŘ 
greater than AU$10,000,000; medium organisations a spend between AU$1,000,000-
AU$10,000,000; and small organisations less than AU$1,000,000. At the time of this research there 
were 23 large, 43 medium and 59 small Members, making a total ACFID membership of 125. 
10 Despite being fewer in number, large organisations used significantly more images across their 
channels. Therefore, the sample of images includes 239 images from large organisations, 156 from 
medium organisations, and 137 from small organisations. 
11 Darnton and Kirk, Finding Frames. See Section 4 for more detail. 
12 Coincidentally the same number of Members completed the questionnaire as were included in the 
content analysis. However, there was minimal overlap between the two groups. 
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2. LITERATURE REVIEW: FUNDRAISING IMAGES IN THE 

DEVELOPMENT SECTOR 

Development organisations have long been conscious of the potential impact of their 

images and messaging on their public reputation and levels of financial support. In 

attempting to make the best images choices, organisations must consider: which images will 

be most effective at generating donations; whether their image choices are ethical and 

respectful of those they represent; and, how they might impact on long-term public 

support.  

Research into how to increase charitable donations appears in a wide range of disciplines, 

and, to add to the complexity, the results are at times contradictory. Having analysed the 

results from over 500 cross-disciplinary studies, Bekkers and Wiepking13 identify eight 

mechanisms that motivate people to donate to charities. These are: awareness of need, 

being asked directly, costs and benefits, altruism, reputation, psychological benefits, values 

and efficacy. Each of these mechanisms may be moderated by numerous other contextual 

and psychological factors, adding to the challenge for fundraising professionals.14 However, 

while they might provide a useful starting point, the mechanisms identified by Bekker and 

²ƛŜǇƪƛƴƎ ŀǊŜƴΩǘ specifically related to fundraising in the development sector. 

SƛƴŎŜ ǘƘŜ мфулǎ ǘƘŜǊŜ Ƙŀǎ ōŜŜƴ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ǎƘƛŦǘ ŀǿŀȅ ŦǊƻƳ ΨƴŜƎŀǘƛǾŜΩ ƛƳŀƎŜǎ in 

development fundraising, which often emphasised suffering and evoked feelings of guilt and 

pity15. Instead there has been a shift towards more positive images that highlight the impact 

a potential donation could have. This has been largely driven by ethical and moral concerns 

around how those in the global South have been represented by development 

organisations16. However, critics such as Chouliaraki17 have argued that the use of 

άŘŜƭƛōŜǊŀǘŜ ǇƻǎƛǘƛǾƛǎƳέ18 continues to perpetuate paternalistic and simplistic 

                                                      

13 wŜƴŜ .ŜƪƪŜǊǎ ŀƴŘ tŀƳŜƭŀ ²ƛŜǇƪƛƴƎΣ ά! ƭƛǘŜǊŀǘǳǊŜ ǊŜǾƛŜǿ ƻŦ ŜƳǇƛǊƛŎŀƭ ǎǘǳŘƛŜǎ ƻŦ ǇƘƛƭŀƴǘƘǊƻǇȅΥ 
Eight mechanisƳǎ ǘƘŀǘ ŘǊƛǾŜ ŎƘŀǊƛǘŀōƭŜ ƎƛǾƛƴƎΣέ Nonprofit and Voluntary Sector Quarterly 40, no. 5 
(2011): 924-973. 
14 .ŜƪƪŜǊǎ ŀƴŘ ²ƛŜǇƪƛƴƎΣ ά! ƭƛǘŜǊŀǘǳǊŜ ǊŜǾƛŜǿΣέ фпсΦ 
15 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅΣέ мсн-163. 
16 IŜƛŘŜ CŜƘǊŜƴōŀŎƘ ŀƴŘ 5ŀǾƛŘŜ wƻŘƻƎƴƻΣ ά! ƘƻǊǊƛŦƛŎ ǇƘƻǘƻ ƻŦ a drowned Syrian child: Humanitarian 
ǇƘƻǘƻƎǊŀǇƘȅ ŀƴŘ bDh ƳŜŘƛŀ ǎǘǊŀǘŜƎƛŜǎ ƛƴ ƘƛǎǘƻǊƛŎŀƭ ǇŜǊǎǇŜŎǘƛǾŜΣέ International Review of the Red 
Cross 97, no. 900 (2015): 1121-1155. 
17 Lilie Chouliarakai, The ironic spectator: Solidarity in the age of post-humanitarianism, (Cambridge: 
Polity Press, 2012). 
18 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅΣέ мсоΦ 
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representations of individuals and issues surrounding development. Orgad19 even goes so 

far as to say that the overuse of positive images is a form of misrepresentation as it is often 

aiming to minimize discomfort for the donor at the expense of depicting the reality of a 

situation.  

Aside from these ethical dilemmas, the research around whether positive or negative 

images are more effective at generating donations is mixed. Basil, Ridgway and Basil20 have 

shown that guilt can be an effective emotion for eliciting donations, when accompanied by a 

sense of responsibility. Therefore, from a purely short-term fundraising viewpoint the 

ǇŜǊǎƛǎǘŜƴǘ ǇŜǊŎŜǇǘƛƻƴ ǘƘŀǘ ƴŜƎŀǘƛǾŜ ƛƳŀƎŜǎ ΨǿƻǊƪΩ ƛǎ ǎƻƳŜǿƘŀǘ ƧǳǎǘƛŦƛŀōƭŜΦ However, Hudson 

et al.21 found little difference in the likeliƘƻƻŘ ƻŦ Řƻƴŀǘƛƻƴǎ ŦǊƻƳ ƳƻǊŜ ΨǘǊŀŘƛǘƛƻƴŀƭΩ ƴŜƎŀǘƛǾŜ 

style ŀǇǇŜŀƭǎ ǘƘŀǘ ǳǎŜŘ ŜƳƻǘƛƻƴǎ ǎǳŎƘ ŀǎ Ǝǳƛƭǘ ŀƴŘ ǇƛǘȅΣ ŀƴŘ ŀƭǘŜǊƴŀǘƛǾŜ ΨǇƻǎƛǘƛǾŜΩ ƻƴŜǎ ōŀǎŜŘ 

on hope and solidarity. Furthermore, research by Das et al.22 suggests that positive images, 

when used in conjunction with personal narratives, can be effective at raising money. 

Clearly, there are many complex factors that determine ŀ ŘƻƴƻǊΩǎ ǊŜǎǇƻƴǎŜ ǘƻ ŀ ŦǳƴŘǊŀƛǎƛƴƎ 

image, many of which may not be present in the lab-based research outlined above. 

Importantly, Dogra23 points out that looking at images as either positive or negative is overly 

simplistic and limits any nuanced analysis.  

In response to this, there has been a push, particularly in the UK, to move towards a more 

nuanced analysis of the images being used, drawing on theories around values and 

ΨŦǊŀƳƛƴƎΩΦ Using the work of Shalom Schwartz and George Lakoff, Darnton and Kirk24 provide 

a strong theoretical justification ŦƻǊ ǘƘŜ ǳǎŜ ƻŦ ǎƻƳŜ ΨŦǊŀƳŜǎΩ ƻǾŜǊ ƻǘƘŜǊǎΣ based on the 

notion that certain values are more likely to lead to long-term public engagement with 

development issues. In essence, they argue that άŀŎǘƛǾŀǘƛƴƎ ƛƴǘǊƛƴǎƛŎ Ǝƻŀƭǎ ŀƴŘ ¦ƴƛǾŜǊǎŀƭƛǎƳ 

values will help secure public engagement with development for the long-ǘŜǊƳΦέ25 Similarly, 

they suggest that values such as personal reputation, financial success and self-interest 

should be avoided. Empirical research conducted by Common Cause26 in the UK, supports 

                                                      

19 Shani hǊƎŀŘΣ ά¦ƴŘŜǊƭƛƴŜΣ ŎŜƭŜōǊŀǘŜΣ ƳƛǘƛƎŀǘŜΣ ŜǊŀǎŜΥ ƘǳƳŀƴƛǘŀǊƛŀƴ bDhǎΩ ǎǘǊŀǘŜƎƛŜǎ ƻŦ 
communicating ŘƛŦŦŜǊŜƴŎŜΣέ ƛƴ Humanitarianism, Communications and Change, ed. S Cottle and G 
Cooper (New York: Peter Lang, 2015), 117-132.  
20 5ŜōǊŀ .ŀǎƛƭΣ bŀƴŎȅ wƛŘƎǿŀȅ ŀƴŘ aƛŎƘŀŜƭ .ŀǎƛƭΣ άDǳƛƭǘ ŀǇǇŜŀƭǎΥ ¢ƘŜ ƳŜŘƛŀǘƛƴƎ ŜŦŦŜŎǘ ƻŦ 
ǊŜǎǇƻƴǎƛōƛƭƛǘȅΣέ Psychology and Marketing 23, no. 12 (2006): 1035-1054. 
21 5ŀǾƛŘ IǳŘǎƻƴ Ŝǘ ŀƭΦΣ ά9Ƴƻǘƛƻƴŀƭ ǇŀǘƘǿŀȅǎ ǘƻ engagement with global poverty: An experimental 
ŀƴŀƭȅǎƛǎΣέ ǇŀǇŜǊ ǇǊŜǎŜƴǘŜŘ ŀǘ ǘƘŜ нлмр !ƴƴǳŀƭ aŜŜǘƛƴƎ ƻŦ ǘƘŜ !ƳŜǊƛŎŀƴ tƻƭƛǘƛŎŀƭ {ŎƛŜƴŎŜ !ǎǎƻŎƛŀǘƛƻƴΣ 
San Francisco, September 2015. 
22 9ƴƴȅ 5ŀǎΣ tŜǘŜǊ YŜǊƪƘƻŦ ŀƴŘ WƻȅŎŜ YǳƛǇŜǊΣ άLƳǇǊƻǾƛƴƎ ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƻŦ fundraising messages: 
¢ƘŜ ƛƳǇŀŎǘ ƻŦ ŎƘŀǊƛǘȅ Ǝƻŀƭ ŀǘǘŀƛƴƳŜƴǘΣ ƳŜǎǎŀƎŜ ŦǊŀƳƛƴƎ ŀƴŘ ŜǾƛŘŜƴŎŜ ƻƴ ǇŜǊǎǳŀǎƛƻƴΣέ Journal of 
Applied Communication Research 36, no. 2 (2008): 161-175. 
23 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅΦέ 
24 Darnton and Kirk, CƛƴŘƛƴƎ CǊŀƳŜǎΦέ 
25 Darnton and Kirk, CƛƴŘƛƴƎ CǊŀƳŜǎΣέ 99. 
26 Common Cause, No cause is an island: How people are influenced by values regardless of the 
cause, (London: Common Cause Foundation, 2014). 
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their argument to some extent, showing that images and messaging that draw attention to 

ƛƴǘǊƛƴǎƛŎΣ ΨŎƻƳǇŀǎǎƛƻƴŀǘŜΩ ǾŀƭǳŜǎ ƛƴŎǊŜŀǎŜ ǇŜƻǇƭŜΩǎ ŎƻƴŎŜǊƴ ŦƻǊ ǎƻŎƛŀƭ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭ 

issues.  

Overall, the research and evidence around the potential impact of ΨframesΩ and values on 

fundraising outputs, is still very new and largely theoretical. Because it focuses on long-term 

change in attitudes, and not immediate reactions in behaviour, as is usually measured in 

studies around fundraising, any effects may not be seen for some time. Nonetheless, 

Darnton and Kirk provide a logical and compelling argument for why a more nuanced 

approach to the analysis of the images and messaging used by development organisations is 

needed.  

This brief review highlights just how challenging it is for development organisations to know 

which images will be most effective at achieving what may be competing priorities. Given 

the complexity of the issues, this research seeks to examine how ACFID Members are 

approaching and dealing with these issues in an Australian context to strengthen best 

practice across the sector. 

 

3. IMAGES IN THE ACFID CODE OF CONDUCT 

Guidelines regarding the use of images and messaging, including but not limited to those 

used in fundraising, are incorporated into two Quality Principles in the ACFID Code of 

Conduct27. These are:  

¶ Quality Principle 6: Development and humanitarian organisations communicate 
truthfully and ethically. 

¶ Quality Principle 8: Development and humanitarian organisations acquire, manage 

and report on resources ethically and responsibly. 

!/CL5 aŜƳōŜǊǎ ŀǊŜ ǊŜǉǳƛǊŜŘ ǘƻ ŜƴǎǳǊŜ ǘƘŜƛǊ άŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŀǊe accurate, respectful, and 

ǇǊƻǘŜŎǘ ώǘƘŜϐ ǇǊƛǾŀŎȅ ŀƴŘ ŘƛƎƴƛǘȅέ28 of those being portrayed and must adhere to the ACFID 

Fundraising Charter. A copy of the full Code requirements is provided in Appendix 2. 

However, for the purposes of this discussion they are summarised in Table 1.  

 

 

                                                      

27 ACFID, ACFID Code of Conduct: Quality Assurance Framework, (Canberra: ACFID, 2017)  
https://acfid.asn.au/sites/site.acfid/files/Quality%20Assurance%20Framework%20UDSEP17_revised
%20May%202018pdf.pdf.  
28 ACFID, ACFID Code of Conduct, 23. 
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Table 1: Summary of ACFID Code of Conduct expectations regarding images 

 

 

 

 

 

 

 

ACFID Code of Conduct Image Expectations 

Image content Images must: 

¶ Be accurate and truthful 

¶ Respect the dignity of those being depicted 
 

{ŜǾŜǊŀƭ Ψƴƻ-ƎƻΩ ȊƻƴŜǎ ŀǊŜ ƛŘŜƴǘƛŦƛŜŘΦ LƳŀƎŜǎ Ƴǳǎǘ not:   

o Be dehumanizing 
o Feature dead bodies or dying people 
o Show children in a naked and/or sexualized manner 

Sourcing images Images must: 

¶ .Ŝ ƻōǘŀƛƴŜŘ ŀƴŘ ǳǎŜŘ ŀŎŎƻǊŘƛƴƎ ǘƻ ΨŜǘƘƛŎŀƭ ǇǊƛƴŎƛǇƭŜǎΩ  

¶ Not be used without the free, prior and informed consent of 
the person/s portrayed, including children, their parents or 
guardians 

¶ Be collected in a way that does not harm people or the 
environment 

Organisational 
policies and 
processes 

Members must have: 

¶ A policy, statement or guidance document that outlines the 
organisational requirements regarding the collection of 
information, images and stories. 

¶ An ethical decision-making framework, that includes: 
- A process that includes a range of staff in decision-making 
- Clear responsibilities for approval 
- A process which gives primacy to primary stakeholders 
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3.1 CODE OF CONDUCT COMPLIANCE  

¢Ƙƛǎ ǊŜǎŜŀǊŎƘ ŀƛƳǎ ǘƻ ƳƻǾŜ ōŜȅƻƴŘ ǎƛƳǇƭȅ ŀǎǎŜǎǎƛƴƎ aŜƳōŜǊǎΩ ŎƻƳǇƭƛŀƴŎŜ ǿƛǘƘ ǘƘŜ /ƻŘŜ of 

Conduct. However, identifying the level and extent of any potential non-compliance is an 

important first step in detecting and addressing key issues that may require action from 

ACFID. 

3.1.1 CONTENT OF IMAGES CURRENTLY USED 

Overall the results suggest that instances of potential non-compliance with the Code are 

limited to a small number of isolated cases. Of the 532 fundraising and marketing images 

analysed, only one image and one video would potentially be classified as not compliant. 

The image showed a deceased person. However, this was in the context of a public funeral 

and was a re-posted news story rather than being taken by the organisation. The video was 

part of a humanitarian appeal and also used footage from other organisations. In this 

instance, there were concerns about individuals being portrayed in a potentially 

dehumanizing way, particularly children. Further discussion about the possible issues raised 

by re-using images from external sources will be dealt with in Section 7.  

Although other images were not explicitly non-compliant, the analysis did highlight the 

difficulty of assessing many of the Code requirements. This is particularly the case for 

expectations around how images are sourced, including consent practices. Furthermore, 

many of the terms that are central to the Code, pŀǊǘƛŎǳƭŀǊƭȅ ΨǊŜǎǇŜŎǘΩ ŀƴŘ ΨŘƛƎƴƛǘȅΩ ŀǊŜ likely 

to be interpreted differently depending on the context and individual. For example, it may 

be appropriate in some cultures to use a photo of children without a shirt on, or it may be 

disrespectful to photograph someone who is ill. Even the expectation that images are 

accurate and truthful could be interpreted to suggest that using a disproportionate number 

of images of women and children is misrepresenting a situation29.  

This does not necessarily imply that the Code needs to be more proscriptive. ACFID 

Members work in diverse environments and the Code must be flexible enough to respond 

to these differences. However, it does underline the importance of Members having a 

consistent and organisation-wide process that ensures they regularly reflect on their 

interpretations of Code requirements in their image choices.  

3.1.2 GENERAL POLICIES AND PROCESSES 

As outlined above, the Code of Conduct requires ACFID Members to have certain policies 

and processes to guide their decision-making and their use of images and messaging.30 It 

                                                      

29 This is discussed in more detail in Section 5. 
30 ACFID, ACFID Code of Conduct. 
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was beyond the scope of this research to assess whether Members implemented their 

policies and processes in practice. Instead survey respondents were simply asked to indicate 

whether, to the best of their knowledge, their organisation had these policies and processes 

in place. 

 

Figure 1Υ !/CL5 aŜƳōŜǊǎΩ ǎŜƭŦ-reporting of organisational policies and processes  

 

 

While based on self-reporting, the results shown in Figure 1 indicate a generally high level of 

compliance with Code of Conduct requirements. One concern is that four Members either 

Řƻ ƴƻǘ ƘŀǾŜΣ ƻǊ ǿŜǊŜƴΩǘ ǎǳǊŜ ǘƘŜȅ ƘŀǾŜΣ ŀƴ ŀǇǇǊƻǾŀƭ ǇǊƻŎŜǎǎ ŦƻǊ ƛƳŀƎŜǎ ŀƴŘ ƳŜǎǎŀƎƛƴƎ ǳǎŜŘ 

online. One of these respondents, from a medium sized organisation, explained this by 

saying: 

ά¢ƘŜ ǇŜǊǎƻƴ ǿƘƻ ǇƛŎƪǎ ǘƘŜ ƛƳŀƎŜǎΣ ƛƴ Ƴƻǎǘ ŎŀǎŜǎ ƛǎ ǿŜƭƭ ƛƴŦƻǊƳŜŘκǘǊŀƛƴŜŘ ƛƴ ŀǇǇǊƻǇǊƛŀǘŜ 

ƛƳŀƎŜǎΦέ 

It is important to note that the questionnaire did not ask respondents about the content of 

their policies or processes. As the Code of Conduct is quite specific about what must be 

ƛƴŎƭǳŘŜŘ ƛƴ ǾŀǊƛƻǳǎ ǇƻƭƛŎƛŜǎ ŀƴŘ ƎǳƛŘŀƴŎŜ ŘƻŎǳƳŜƴǘǎΣ ŀ ŎƭƻǎŜǊ ŀƴŀƭȅǎƛǎ ƻŦ aŜƳōŜǊǎΩ ǇƻƭƛŎƛŜǎ 

would strengthen this analysis. This could be done as part of existing compliance reporting 

processes. 
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3.2 a9a.9w{Ω UNDERSTANDING OF THE CODE OF CONDUCT 

The new Code of Conduct introduced in 2017 represented a significant shift in terminology 

and expectations around images and messaging. Considering this, it was important to 

ƛŘŜƴǘƛŦȅ aŜƳōŜǊǎΩ ǇŜǊŎŜǇǘƛƻns and understanding of the new Code, which could indicate 

areas requiring further clarification. The questionnaire asked Members their opinion about 

the clarity of the Code generally ŀƴŘ ǘƘŜƛǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ ǘŜǊƳ ΨŜǘƘƛŎŀƭ-decision 

ƳŀƪƛƴƎ ŦǊŀƳŜǿƻǊƪǎΩ.  

 

3.2.1 CLARITY OF THE CODE OF CONDUCT 

Encouragingly, 80% of questionnaire respondents agreed or strongly agreed that the Code 

of Conduct requirements are clear. This result was consistent across organisations of 

different sizes. Although this data is based on self-reporting, this is reassuring for ACFID, 

especially considering that only 5% of respondents indicated that they worked in a 

Compliance role. While it is likely that individuals working in other roles, particularly 

governance or finance, may be involved in compliance activities, these results seem to 

indicate that Code requirements are being communicated throughout organisations.  

Members were also asked how challenging it was to understand Code of Conduct 

compliance expectations around images and messaging. The results appear to confirm that 

the Code is clear, with most Members saying it is either Ψnot so challengingΩ or Ψsomewhat 

challengingΩ to understand. As shown in Figure 2, there are some variations between 

different sized organisations.  

Figure 2: ACFID aŜƳōŜǊǎΩ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ /ƻŘŜ ƻŦ /ƻƴŘǳŎǘ ǊŜǉǳƛǊŜƳŜƴǘǎ 
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Interestingly, of all the issues included in the questionnaire, large organisations identified 

understanding compliance expectations as the second greatest challenge31. This may be 

because larger organisations are often more complex and it may be harder to manage 

compliance across the organisation and with partners. However, it is likely that personal 

ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ǎǳōƧŜŎǘƛǾŜ ƛƴǘŜǊǇǊŜǘŀǘƛƻƴǎ ƻŦ ǿƘŀǘ ΨŎƘŀƭƭŜƴƎƛƴƎΩ means could also have 

influenced the results in such a small sample. 

3.2.2 ETHICAL DECISION-MAKING FRAMEWORKS 

wŜŦŜǊŜƴŎŜ ǘƻ ΨŜthical decision-making frameworksΩ in the new Code is a significant shift in 

terminology. Considering this, questionnaire respondents were specifically asked to 

evaluate their understanding of the term. Encouragingly, 77% agreed or strongly agreed 

that they understood what the term meant.  

However, some uncertainty seems to exist around what this type of framework looks like in 

practice. When asked what forms of support they would most like from ACFID, 63% of 

Members chose examples of ethical decision making frameworks in their top three 

preferences. This was consistent across organisations of different sizes, indicating that 

providing further guidance about what an ethical decision making framework looks like in 

practice would be beneficial across the sector. Currently, the Good Practice Toolkit that 

ǎǳǇǇƻǊǘǎ aŜƳōŜǊǎΩ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ŀƴŘ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ƻŦ ǘƘŜ /ƻŘŜ ƻŦ /ƻƴŘǳŎǘ ŘƻŜǎ ƴƻǘ 

include any resources specifically designed to support ethical decision-making frameworks. 

 

3.3 RECOMMENDATIONS 

 

¶ ACFID to provide further clarification and examples of ethical-decision making 

frameworks. Examples could come from existing frameworks used by Members, or 

be developed collaboratively through discussions with Members where limited 

examples already exist. Where possible, guidance or examples should acknowledge 

potential differences in the design and implementation of ethical decision-making 

frameworks for Members of different sizes. It would be beneficial to also identify 

how ethical decision-making frameworks differ from a policy or guidance document. 

Examples and any clarifying information should be added to the Good Practice 

Toolkit online. 

 

                                                      

31 hƴƭȅ ΨLƴŎƭǳŘƛƴƎ ǇǊƛƳŀǊȅ ǎǘŀƪŜƘƻƭŘŜǊǎ ƛƴ ǘƘŜ ƛƳŀƎŜ ƳŀƪƛƴƎ ǇǊƻŎŜǎǎΩ ǿŀǎ ƛŘŜƴǘƛŦƛŜŘ ŀǎ ƳƻǊŜ 
challenging by large organisations.  
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¶ ACFID to consider requesting Communications policies, or other relevant documents 

including ethical decision-making frameworks, be submitted for review as part of the 

next round of Code Self-Assessments. This would assist ACFID to better understand 

how Members are interpreting and implementing the Code of Conduct, and help 

corroborate self-reported compliance. 

 

¶ ACFID to conduct follow-up interviews with questionnaire respondents to clarify 

what aspects in particular they find challenging about understanding Code 

requirements.  

 

 

4. MOVING BEYOND THE CODE ς HOW ONLINE 

FUNDRAISING IS FRAMED  

 

4.1 UNDERSTANDING FRAMES 

ΨCǊŀƳŜ ŀƴŀƭȅǎƛǎΩ Ƙŀǎ ŀ ƭƻƴƎ ƘƛǎǘƻǊȅΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ǘƘŜ ŦƛŜƭŘ ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŀƴŘ 

ǇǎȅŎƘƻƭƻƎȅΦ Lǘ ƛǎ ōŀǎŜŘ ƻƴ ǘƘŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŀǘ ǇŜƻǇƭŜ ǳǎŜ ΨŦǊŀƳŜǎΩΣ or mental structures, 

to manage and organize their thought processes32. Therefore, using certain words or 

phrases can trigger neural pathways in the brain and prompt an individual to categorise and 

respond to the information in a particular way. Consequently, those seeking to influence a 

ǇŜǊǎƻƴΩs thinking and subsequent behaviour, such as fundraisers, may be able to frame their 

messaging in a way that increases the likelihood of a desired response. Yƴƻǿƴ ŀǎ ΨŦǊŀƳƛƴƎΩΣ 

Jim Kuypers, a key theorist in this area, describes it as άǘƘŜ ǇǊƻŎŜǎǎ ǿƘŜǊŜōȅ ŎƻƳƳǳƴƛŎŀǘƻǊǎ 

act ς consciously or not ς to construct a particular point of view that encourages the facts of 

ŀ ƎƛǾŜƴ ǎƛǘǳŀǘƛƻƴ ǘƻ ōŜ ǾƛŜǿŜŘ ƛƴ ŀ ǇŀǊǘƛŎǳƭŀǊ ƳŀƴƴŜǊΦέ33 It is important to note that 

individuals will interpret any piece of communication through their own frames. Importantly 

for this research, it is not possible to definitively say that framing a piece of fundraising in 

one way will elicit the same response from different people. 

Research into frames and their potential impact within the development sector is relatively 

new. The most significant work to date is by Darnton and Kirk34 in the UK, who used an 

inductive process to identify 21 different frames used by UK NGOs. An overview of all 21 

                                                      

32 Darnton and Kirk, Finding Frames, 67. 
33 WƛƳ YǳȅǇŜǊǎΣ άCǊŀƳƛƴƎ ŀƴŀƭȅǎƛǎ ŦǊƻƳ ŀ ǊƘŜǘƻǊƛŎŀƭ ǇŜǊǎǇŜŎǘƛǾŜΣέ ƛƴ Doing news framing analysis, eds. 
t 5Ω!ƴgelo and J Kuypers (New York, Routledge, 2010), 300. 
34 Darnton and Kirk, Finding Frames. 
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frames can be found in Appendix 3. As discussed in Section 2, 5ŀǊƴǘƻƴ ŀƴŘ YƛǊƪΩǎ Finding 

Frames report drew heavily on the work of theorists, particularly Schwartz and Lakoff, to 

analyse the potential implications of these frames on public engagement with aid and 

development issues. For the purposes of comparison, these 21 frames have formed the 

basis of this analysis. However, it is important to note that these are by no means a 

definitive list. In fact, as will be discussed, some of these frames were not relevant in the 

Australian context, while other new ones emerged. 

 

4.2 FRAMES USED BY MEMBERS IN ONLINE FUNDRAISING 

A total of 240 images, taken from the online channels of the 24 Members sampled, were 

analysed using a frames approach, representing roughly half of all images collected. As 

Dogra35 Ǉƻƛƴǘǎ ƻǳǘΣ ƛǘ ƛǎ ŎǊƛǘƛŎŀƭ ǘƻ ŀƴŀƭȅǎŜ ŜŀŎƘ ƛƳŀƎŜ ǿƛǘƘ ƛǘǎ ΨŀƴŎƘƻǊƛƴƎΩ ƳŜǎǎŀƎƛƴƎΣ ŀƴŘ 

therefore each image was examined in context. Due to the significant time investment 

needed for this, images were restricted to those that had an explicit fundraising purpose. 

Therefore, this analysis does not include other images that were focused on raising 

awareness about issues or encouraging other forms of participation in the organisation. This 

is important to keep in mind as it is likely these images could be framed differently in 

response to their different purpose.  

As Figure 3 shows, a variety of frames are used across the sector, with large organisations 

having the greatest variety. This trend continues when individual organisations are 

examined, with nearly all using more than one frame in their fundraising. Some small 

organisations used only one frame, although the numbers of actual fundraising images and 

messaging was usually very small. More research is required to better understand how 

combining frames might impact on donorsΩ behaviours.  

 

 

 

 

 

 

 

                                                      

35 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅέΦ 
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Figure 3: Frames used in the online fundraising of ACFID Members 

Percentage of images analysed as belonging to each of  
5ŀǊƴǘƻƴ ŀƴŘ YƛǊƪΩǎ ŦǊŀƳŜǎ 
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A brief definition of the most common frames is provided in Table 2, along with examples of 

accompanying messaging or image content.36  

Table 2: Definitions and examples of commonly used frames in the Australian sector 

Definitions37 of common frames and examples from Australian sector 

Transaction 
frame 

Emphasis placed on an exchange of 
goods or services between individuals, 
commonly in the context of an 
economic exchange. 

άCƻǊ ŀ Řƻƴŀǘƛƻƴ ƻŦ Ƨǳǎǘ ϷмллΧέΤ άϷр 
Ŏŀƴ ǇǊƻǾƛŘŜΧέΤ specific amount 
requested. 

Charity frame The NGO is seen as the mechanism for 
privileged people to share their wealth 
with the poor. 

ά¸ƻǳǊ ǎǳǇǇƻǊǘ Ƙŀǎ ŜƴŀōƭŜŘ ǳǎΧέΤ 
άIŜƭǇ ǎǳǇǇƻǊǘ ƻǳǊ ƳƛǎǎƛƻƴέΤ ά¸ƻǳ 
ƘŜƭǇ ǿƛƭƭΧέ 

Empathy frame Underlying value that motivates people 
to care for the poor, based on feelings 
of commonality and compassion. 

Direct appeals from primary 
ǎǘŀƪŜƘƻƭŘŜǊǎ ά²Ŝ ƴŜŜŘ ȅƻǳǊ ƘŜƭǇέΤ 
ƎŜƴŜǊŀƭƭȅ ΨǎŀŘΩ ƛƳŀƎŜǎΤ ƛƳŀƎŜǎ 
accompanied by personal stories 

Help the Poor 
frame 

A description of what NGOs do that 
ŜƳǇƘŀǎƛǎŜǎ ŀ ΨƘŀƴŘ ƻǳǘǎǘǊŜǘŎƘŜŘΩ ǘƻ 
help those in need. 

άDƛǾŜ ŀ ƘŀƴŘ ǳǇέΤ άIŜƭǇ ǳǎ ŘŜƭƛǾŜǊ 
life-ŎƘŀƴƎƛƴƎ ǇǊƻƎǊŀƳǎέΤ άƻƴƭȅ 
ƘƻǇŜέΤ ƘƛƎƘƭƛƎƘǘƛƴƎ ǘƘŜ ƴŜŜŘ ŀƴŘ 
NGOs role in meeting that need.  

Ignorant public 
frame 

! ōŜƭƛŜŦ ǘƘŀǘ ǘƘŜ ǊŜŀǎƻƴ ǇŜƻǇƭŜ ŘƻƴΩǘ 
do more to help is that they are 
ǳƴƛƴŦƻǊƳŜŘΣ ǿƘƛŎƘ ƭŜŀŘǎ ǘƻ ŀ ΨǇǳōƭƛŎ 
ŜŘǳŎŀǘƛƻƴΩ ǎǘǊŀǘŜƎȅ ŦƻǊ ƛƴŎǊŜŀǎƛƴƎ 
engagement. 

Informative stories accompanying 
ƛƳŀƎŜǎΤ Ψƴƻƴ-ƘǳƳŀƴΩ ƛƳŀƎŜǎ 
(maps). 

Market-driven 
Fundraising 
frame 

Treatment of NGO list members as 
potential customers to engage with 
marketing strategies. 

άDƛǾŜ ŀ ƎƛŦǘ ǿƛǘƘ ƳŜŀƴƛƴƎέΤ ά.ǳȅ 
ŜǘƘƛŎŀƭέ  

Social justice 
frame 

Drawing attention to race and 
economic class differences, with 
emphasis on justice and human dignity. 

ά¢ǊŀƴǎŦƻǊƳ ǘƘŜƛǊ ƭƛǾŜǎ ŀƴŘ ōǊŜŀƪ ǘƘŜ 
cyclŜέΤ άIŜƭǇ ǇŜƻǇƭŜ ƘŜƭǇ 
ǘƘŜƳǎŜƭǾŜǎέ 

Human 
Kindness frame 

A belief in the basic goodness of people 
and a strategy for evoking 
compassionate response to drive 
action. 

ά{ŀǾŜ ŀ ƭƛŦŜέΤ ά.ǊƛƴƎ ƘƻǇŜ ŀƴŘ ƘŜƭǇέΤ 
limited reference to the role of the 
NGO 

 

 

                                                      

36 For a full list of definitions and examples of each frame, see Appendix 3 
37 Definitions taken from Darnton and Kirk, Finding Frames. 
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4.3 KEY FINDINGS AND POTENTIAL IMPLICATIONS 

4.3.1 FRAMES IN DEVELOPMENT FUNDRAISING 

As discussed in Section 2, there is still considerable debate about the long-term impacts of 

frames on public engagement with development. Therefore, these reflections are designed 

to highlight points of consideration for future conversations, rather than provide definitive 

conclusions.   

¶ Overall, there is limited use of frames that promote Universalism as a value. 

Drawing on the work of Shalom Schwartz, both Darnton and Kirk38 and Common 

Cause39 suggest that Universalism is the most closely related to what could be 

ŎƻƴǎƛŘŜǊŜŘ ΨŘŜǾŜƭƻǇƳŜƴǘΩ ǾŀƭǳŜǎΦ !ƭǘƘƻǳƎƘ ƛǘ ƛǎ ƴƻǘ ŀƭǿŀȅǎ ǘƘŜ ŎŀǎŜΣ ŦǊŀƳŜǎ ǘƘŀǘ ŀǊŜ 

most likely to promote Universalism are International Solidarity and Social Justice. 

While large organisations are more likely to use these frames, they are far from 

dominant. Considering ways to increase these frames could be a useful starting 

point for future discussions.  

 

Additionally, Crompton & Weinstein40 argue ǘƘŀǘ ǘƘŜǊŜ ƛǎ ŀ ΨōƭŜŜŘ ƻǾŜǊΩ Ŝffect that 

ŎƻƳŜǎ ŦǊƻƳ ŘǊŀǿƛƴƎ ǇŜƻǇƭŜΩǎ ŀǘǘŜƴǘƛƻƴ ǘƻ ǾŀƭǳŜǎ ǘƘŀǘ ŀǊŜ ŎƭƻǎŜƭȅ ǊŜƭŀǘŜŘ ǘƻ ŜŀŎƘ 

other. This could mean that evoking values associated with Benevolence, such as 

responsibility, helpfulness and responsibility, could also be beneficial in the long-

term. Frames such as Social Responsibility and Human Kindness, are potentially the 

most helpful in this regard. 

 

¶ The Transaction frame is very common across organisations of all sizes.  

Darnton & Kirk41 argue that this frame should be used sparingly. There are several 

key reasons for this. Firstly, the Transaction frame is unlikely to tap into any of the 

intrinsic goals and Universalism values that Darnton & Kirk42 argue should be at the 

centre of all engagement with the public. LƴǎǘŜŀŘ ǘƘŜ ŘƻƴƻǊΩǎ ƛƴǘŜǊŀŎǘƛon with 

development issues is reduced to a financial transaction. Secondly, overuse of this 

frame could imply that poverty and social justice issues can be solved through 

money alone. Systemic problems are ignored, which could lead to donor 

disenchantment in the long-term if more and more money is requested but limited 

                                                      

38 Darnton and Kirk, Finding Frames. 
39 Tom Crompton and Netta Weinstein, Common Cause Communication: A toolkit for charities, 
(London: Common Cause Foundation, 2015), 
https://valuesandframes.org/resources/CCF_communications_toolkit.pdf.  
40 ibid. 
41 Darnton and Kirk, Finding Frames. 
42 Ibid. 
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change is perceived43. Third, associating a specific amount of money with a certain 

outcome, e.g. $50 can send a child to school, may lead the donor to question the 

veracity of the claim and decrease trust in the organisation. 

 

Given its dominance, moving away from a Transaction frame would be a significant 

undertaking, especially considering it is often associated with higher levels of 

immediate donations44. Nonetheless, it should be included in any on-going 

discussion around framing in the Australian sector.   

 

¶ There is widespread use of Charity and Help the Poor frames. Although these 

frames could potentially tap into some Universalism values, they are likely to be 

unhelpful in the long-run. Primary stakeholders are often represented as passive 

recipients, helpless and requiring the organisation to act on their behalf. Poverty is 

represented as internal to developing countries, with change only coming through 

the help of wealthy westerners45. In this way, although the images may be framed 

positively they are perpetuating simplistic and paternalistic representations that 

have been so heavily criticized in the past. Considering the emphasis given to 

concepts such as partnership and empowerment in the development sector, it may 

be worth contemplating why these are not more evident in fundraising and 

marketing images.  

 

¶ In analysing the images, a potential new frame emerged, which has been tentatively 

ƴŀƳŜŘ άDǊŜŀǘŜǎǘ ƛƳǇŀŎǘέΦ LƳŀƎŜǎ ŦǊŀƳŜd in this way were accompanied by phrases 

ǎǳŎƘ ŀǎ άƳŜŀƴƛƴƎŦǳƭ ƛƳǇŀŎǘέΣ ά¸ƻǳǊ Řƻƴŀǘƛƻƴǎ ƳŜŀƴ мл ǘƛƳŜǎ ƳƻǊŜέΣ άCƻǊ ŜǾŜǊȅ 

ŘƻƭƭŀǊ ȅƻǳ ŘƻƴŀǘŜΧέ ŀƴŘ άƳƻǎǘ ŜŦŦŜŎǘƛǾŜ ǿŀȅέΦ ¢hese images were similar to those in 

the Transaction and Market-driven frame, in that they treated donations as an 

economic transaction, with donors treated as customers. However, these images 

were seeking to motivate donors by tapping into values around efficiency and 

productivity, rather than the promise of a tangible product as in the case of Market-

driven frame. Research by Das et al.46 shows that this sort of approach might 

ƛƴŎǊŜŀǎŜ ƛƴŘƛǾƛŘǳŀƭΩǎ ƛƴǘŜƴǘƛƻƴ ǘƻ ŘƻƴŀǘŜΣ ƘƻǿŜǾŜǊ ƛǘ Ƴŀȅ ŀƭǎƻ ƘŀǾŜ ǎƛƳƛƭŀǊ ƛƳǇŀŎǘǎ 

as the Transaction frame as outlined above. It could also potentially increase a sense 

of competition between organisations, by implying that other forms of donating or 

ƻǊƎŀƴƛǎŀǘƛƻƴǎ ŀǊŜ ƭŜǎǎ ΨŜŦŦŜŎǘƛǾŜΩ ƻǊ ǿƻǊǘƘǿƘƛƭŜΦ Further discussions are required to 

examine the use of this type of framing in more detail.  

                                                      

43 Murphy, Finding Irish Frames. 
44 Darnton and Kirk, Finding Frames, 108. 
45 Richey, Braskov and Rasmussen, Finding Danish Frames, 32 
46 5ŀǎ Ŝǘ ŀƭΦΣ άLƳǇǊƻǾƛƴƎ ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƻŦ ŦǳƴŘǊŀƛǎƛƴƎέΣ 172 
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4.3.2 FRAMES IN HUMANITARIAN APPEALS 

There are significantly different frames used in humanitarian appeals. 

¶ As the literature suggests47, humanitarian appeals often use an Empathy frame. 

From the theory set out by Darnton and Kirk, this is not necessarily detrimental to 

public engagement. Images in the Empathy frame have the potential to provoke 

values of justice and a common humanity, which are positive values for 

development. However, Empathy images that are based around feelings of guilt, 

with no sense of connection or responsibility, are unlikely to elicit a response, and 

may cause donors to disengage further48.  
 

¶ There are also high rates of Ignorant Public frame, possibly out of a desire to ensure 

a full representation of the situation is given. The impact of this is likely to depend 

on individual donors. 
 

¶ Similarly, there are high rates of Charity. As discussed above, this has the potential to 

minimise the agency of primary stakeholders, raising ethical issues if used 

consistently.  

Figure 4: Frames used in humanitarian appeals 

 

                                                      

47 Fehrenbach and Rodogno, ά! ƘƻǊǊƛŦƛŎ ǇƘƻǘƻέΦ 
48 Basil et al.Σ άDǳƛƭǘ ŀǇǇŜŀƭǎέΦ 
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4.4 COMPARISON WITH OVERSEAS SECTORS  

Overall, the frames used in the Australian context closely reflect those used in the UK and 

Ireland. In Ireland, the dominant frames were found to be Charity, Help the Poor and 

Poverty, with Transaction noted as the most common call to action49. Similar trends were 

found in the UK50. Interestingly, two frames identified in the UK, Corrupt Government 

(Africa) and Transformational Experience, were not found at all in the Australian context. 

This may be because this research only looked at images with an explicit fundraising 

purpose. It is likely that the Transformational Experience frame especially would be more 

common in images and messaging trying to encourage other forms of participation in an 

organisation.  

Research in Denmark51 analysed whole campaigns rather than individual images as done 

here. There were several different frames identified, several of which seemed to promote 

positive Universalist values, including ΨCƛƎƘǘƛƴƎ ŦƻǊ wƛƎƘǘǎΩ ŀƴŘ Ψ{ƻƭƛŘŀǊƛǘȅΩΦ IƻǿŜǾŜǊΣ other 

frames represented ones found in Australia including Charity, Help the Poor and Invest in 

Entrepreneurs52. It is worth pointing out that the Danish research had a more 

comprehensive approach to defining each frame, which could be useful for future 

discussions in the Australian sector. 

 

4.5 CONCLUSIONS  

The use of frame analysis and understanding of their potential impact is relatively new in 

the aid and development sector. So, while Darnton and Kirk make some interesting and 

compelling arguments, there is still much need for an on-going discussion in the Australian 

context. From the initial analysis provided here, there may be several ways in which the 

frames used by ACFID Members could be improved. However, ultimately frames should be 

ǳǎŜŘ ŀǎ ŀ ΨǘƘƛƴƪƛƴƎ ǘƻƻƭΩΣ ƴƻǘ ŀ ŎƻƴŎǊŜǘŜ ǎƻƭǳǘƛƻƴΣ when considering how images and 

messaging could be used to increase public engagement with aid and development.  

 

 

                                                      

49 Murphy, Finding Irish Frames. 
50 Darnton and Kirk, Finding Frames. 
51 Richey, Braskov and Rasmussen, Finding Danish Frames. 
52 The Danish study did not use the same frames as Darnton and Kirk. Instead they used an inductive 
process to establish potential frames in the Danish context, and therefore used different 
terminology to define the frames.  
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4.6 RECOMMENDATIONS 

¶ ACFID to engage its Members in on-going and deeper discussions around the current 

frames used in fundraising across the sector, and their potential impact on public 

engagement. These discussions could extend existing work already done as part of 

the Campaign for Australian Aid, around the use of values in advocacy, into the 

fundraising and marketing fields.   

 

5. VALUES AND BELIEFS DRIVING IMAGE CHOICES  

The decisions that development organisations make about which images and messaging to 

use are motivated by ǘƘŜƛǊ ǾŀƭǳŜǎ ŀƴŘ ōŜƭƛŜŦǎ ŀōƻǳǘ ǿƘŀǘ ŎƻƴǎǘƛǘǳǘŜǎ ΨōŜǎǘ ǇǊŀŎǘƛŎŜΩ. This 

section aims to provide insight into what ACFID Members look for and value when choosing 

images.  

Using a five-point scale53, Members were asked to rate how important a variety of factors 

are to their organisations when making decisions about which image to choose. These 

factors were drawn from the literature and informal discussions with fundraising 

practitioners. Their responses can be seen in Figure 5, and showed minimal variation 

between organisations of different sizes.  

Additionally, to identify other important factors not included in the limited response 

question, and to provide a more realistic context for responses the questionnaire asked: 

The following images all depict water and sanitation projects in West Africa. Even 

if your organization is not involved in water and sanitation projects, which of the 

following images do you think would be most appropriate to use as the main 

ƛƳŀƎŜ ƻƴ ŀƴ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ Ψ5ƻƴŀǘŜΩ ǿŜōǇŀƎŜΚ  

Please give your reasons for choosing this image. 

The percentage of respondents who chose each image and the reasons provided are shown 

in Figure 6. 

 

                                                      

53 Respondents were asked to rate each factor according to the following scale: Not at all important 
(1); Not so important (2); Somewhat important (3); Very important (4); Extremely important (5). The 
level of importance indicated for each factor in Figure 5 represents the average rating across 
Members of that size. 
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Figure 5: Level of importance of different factors when choosing images 
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Figure 6: Choosing images for development fundraising - Members' choices and justifications 
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5.1 MOST IMPORTANT FACTORS DRIVING IMAGE CHOICES 

5.1.1 IMPORTANCE OF ORGANISATIONAL VALUES  

As Figure 5 shows, ƻƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŦŀŎǘƻǊǎ ƛƴŦƭǳŜƴŎƛƴƎ aŜƳōŜǊǎΩ ŎƘƻƛŎŜ ƻŦ 

images was whether it reflects their organisational values. 96% of Members said that this 

was either very important or extremely important. Furthermore, over half of respondents 

also indicated that maintaining and promoting their organizational values was of greater 

priority than generating revenue, when choosing images (see Figure 7). While this does not 

imply that Members do not try to choose images that align with their values and which raise 

the most revenue, it does suggest that they are less ƭƛƪŜƭȅ ǘƻ ǳǎŜ ƛƳŀƎŜǎ ǘƘŀǘ ŘƻƴΩt promote 

their values even if they believe they could increase donations.  

 

Figure 7: Ranking the priority of different organisational goals when choosing images 

 

 

The strong interest and focus on organisational values by Members suggests it could be a 

logical and meaningful starting place for further discussions, particularly in terms of how 

they frame their images and messaging. As discussed in Section 4, there is a strong 

ǘƘŜƻǊŜǘƛŎŀƭ ƭƛƴƪ ōŜǘǿŜŜƴ ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ ΨŦǊŀƳŜǎΩ ŀƴŘ ǾŀƭǳŜǎ54. Although it was beyond the 

                                                      

54 Crompton and Weinstein, Common Cause Communication. 
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scope of this research to identify exactly which values Members want to promote, a brief 

ŜȄǇƭƻǊŀǘƛƻƴ ƻŦ aŜƳōŜǊǎΩ ǿŜōǎƛǘŜǎ ǊŜǾŜŀƭŜŘ ǎƻƳŜ ŎƻƳƳƻƴ ǘƘǊŜŀŘǎ ƛƴŎƭǳŘƛƴƎ ǇŀǊǘƴŜǊǎƘƛǇΣ 

empowerment and inclusivity. Many of these stated values correspond with the positive, 

intrinsic values that researchers suggest are likely to promote public engagement. However, 

evidence from the frame analysis suggests there could be a potential disconnect between 

these stated organisational values and those that may be implied through their choice of 

images and messaging. Therefore, it would be beneficial to have Members analyse more 

deeply the types of values being promoted by their current image choices. Values are also 

already part of the materials developed for the Campaign for Australian Aid, and are a 

familiar concept, making them a logical starting point for on-going discussions.  

5.1.2 SHOWING IMPACT V. SHOWING NEED 

ACFID Members clearly ǾŀƭǳŜ ƛƳŀƎŜǎ ǘƘŀǘ ŘŜǇƛŎǘ ǘƘŜ ƛƳǇŀŎǘ ƻǊ ƻǳǘŎƻƳŜ ƻŦ ŀƴ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ 

work, at least for long-term development fundraising. This was clearly reflected in their use 

of the ΨDǊŜŀǘŜǎǘ LƳǇŀŎǘΩ discussed in Section 4. However, interestingly, research by Karlan 

and Wood55 has found that presenting donors with evidence of impact does not actually 

increase the likelihood of donating or increase donation size. While this looked at direct mail 

fundraising, it suggests that aŜƳōŜǊǎΩ ƻǇƛƴƛƻƴǎ Ƴŀȅ ōŜ ƳƻǊŜ indicative of broader 

development sector trends around increasing transparency through monitoring and 

evaluating impact, rather than current fundraising research. However, it is important to 

note that across all their online platforms, most Members use images that depict both 

impact and need. This, according to Bekkers and Wiepking56, does reflect best practice.  

5.1.3 Ψth{L¢L±9Ω La!D9{  

In keeping with trends worldwide57Σ ǳǎƛƴƎ ΨǇƻǎƛǘƛǾŜΩ ƛƳŀƎŜǎ ƛǎ ŀƭǎƻ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ŦƻǊ !/CL5 

Members of all sizes, and this is reflected in the images collected for this research58. This is 

closely linked with the preference for showing impact and outcomes, rather than need, in 

images that portray long-term development work. However, it is important to extend the 

ŘƛǎŎǳǎǎƛƻƴ ōŜȅƻƴŘ ǎƛƳǇƭȅ ΨǇƻǎƛǘƛǾŜΩ ŀƴŘ ΨƴŜƎŀǘƛǾŜΩ ƛƳŀƎŜǎΣ ǿƘƛŎƘ ƛǎ ŀ ǊŀǘƘŜǊ ǎƛƳǇƭƛǎǘƛŎ 

categorization. In reality, images fall along a spectrum. As the frame analysis confirmed, 

                                                      

55 5Ŝŀƴ YŀǊƭŀƴ ŀƴŘ 5ŀƴƛŜƭ ²ƻƻŘΣ ά¢ƘŜ ŜŦŦŜŎǘ ƻŦ ŜŦŦŜŎǘƛǾŜƴŜǎǎΥ 5ƻƴƻǊ ǊŜǎǇƻƴǎŜ ǘƻ ŀƛŘ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƛƴ 
ŀ ŘƛǊŜŎǘ Ƴŀƛƭ ŦǳƴŘǊŀƛǎƛƴƎ ŜȄǇŜǊƛƳŜƴǘΣέ Journal of Behavioural and Experimental Economics 66 (2017): 
1-8.  
56 .ŜƪƪŜǊǎ ŀƴŘ ²ƛŜǇƪƛƴƎΣ ά! ƭƛǘŜǊŀǘǳǊŜ ǊŜǾƛŜǿέ. 
57 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅέΦ 
58 LƳŀƎŜǎ ǿŜǊŜ ŀǎǎŜǎǎŜŘ ŀǎ ŜƛǘƘŜǊ ΨǇƻǎƛǘƛǾŜΩ ƻǊ ΨƴŜƎŀǘƛǾŜΩ ƻǊ Ψƛƴ-ōŜǘǿŜŜƴΩ ōȅ ŎƻƴǎƛŘŜǊƛƴƎ ǘƘŜ ǘȅǇŜ ƻŦ 
emotion most likely to be felt by the donor. This was a somewhat subjective process, limiting the 
reliability of data. Therefore, it should only be considered reflective of general trends. 



34 

ƻƴƭȅ ƭƻƻƪƛƴƎ ŀǘ ƛƳŀƎŜǎ ŀǎ ǇƻǎƛǘƛǾŜ ƻǊ ƴŜƎŀǘƛǾŜ άƘƛŘŜǎ ƴǳŀƴŎŜǎΣ ǇƻǿŜǊ ǊŜƭŀǘƛƻƴǎ ŀƴŘ ŎƻƳǇƭŜȄ 

ƛŘŜƻƭƻƎƛŜǎέ59. It is important that discussions extend beyond this dichotomy in the future.  

5.1.4 TRUTHFULNESS AND ACCURACY 

As can be seen in Figure 5 Members feel that it is important for images to depict the whole 

truth of a situation. Interestingly, however, this was not necessarily reflected in their image 

choices, shown in Figure 6. While some respondents chose the second and third images 

ōŜŎŀǳǎŜ ǘƘŜȅ ΨǎƘƻǿŜŘ ŎƻƴǘŜȄǘΩ ƻǊ ǿŜǊŜ ΨŀǳǘƘŜƴǘƛŎΩΣ these seemed to be overshadowed by 

other factors. However, in practice, it is likely that Members would use multiple images to 

provide a more complete depiction of a situation. Furthermore, it is difficult to assess 

ǿƛǘƘƻǳǘ ƪƴƻǿƛƴƎ ǘƘŜ ŎƻƴǘŜȄǘ ǿƘŜǘƘŜǊ ŀƴ ƛƳŀƎŜ ƛǎ ΨŀŎŎǳǊŀǘŜΩ ƻǊ ΨǘǊǳǘƘŦǳƭΩ ŀǎ ǊŜǉǳƛǊŜŘ ƛƴ ǘƘŜ 

/ƻŘŜ ƻŦ /ƻƴŘǳŎǘΦ Lƴ ŦŀŎǘΣ ƛǘ ƛǎ ǉǳƛǘŜ ƭƛƪŜƭȅ ǘƘŀǘ ǘƘŜ Ƴƻǎǘ ǇƻǇǳƭŀǊ ƛƳŀƎŜ ƛǎ ƛƴ ŦŀŎǘ ΨǘǊǳŜΩ ƛƴ ǘƘŜ 

most basic sense.  

A slightly different approach to thŜ ŎƻƴŎŜǇǘ ƻŦ ΨǘǊǳǘƘŦǳƭƴŜǎǎΩ ƛǎ ǘƻ ŎƻƴǎƛŘŜǊ ǿƘŜǘƘŜǊ ǘƘŜ 

images used reflect the diverse range of people and contexts that Members work with. 

Using data from the content analysis, the graphs in Figure 8 show that, overall, online 

images used by Members predominately feature primary stakeholders, most of whom are 

female. In many cases, images that depicted both females and males were of a mother and 

child. This is very consistent with research into representation in development imagery and 

sector-wide studies in other countries60. However, there is a fairly even divide between 

images of only children, only adults or some combination of the two. When analysed 

further, the proportion of images featuring only one child is relatively small. This suggests 

limited use ƻŦ ǘƘŜ ΨǇƻǎǘŜǊ ŎƘƛƭŘΩ ŀǎ ŀ ŦǳƴŘǊŀƛǎƛƴƎ tool, contrasting with results from Ireland61. 

Further analysis would be required to determine if it is still used widely for specific 

purposes, for example on a website homepage.   

Although research shows donors are more likely to respond to images of women and 

children62Σ aŜƳōŜǊǎ Ƴǳǎǘ ŀƭǎƻ ŎƻƴǎƛŘŜǊ Ƙƻǿ ǘƘƛǎ Ƴŀȅ ƛƳǇŀŎǘ ƻƴ ŘƻƴƻǊǎΩ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ 

ΨǊŜŀƭƛǘȅΩΦ CǳǘǳǊŜ ŘƛǎŎǳǎǎƛƻƴǎ ŀōƻǳǘ Ƙƻǿ ŦǳƴŘǊŀƛǎƛƴƎ ƛǎ ŦǊŀƳŜŘ ƛƴ ǘƘŜ !ǳǎǘǊŀƭƛŀƴ ǎŜŎǘƻǊ ŎƻǳƭŘ 

be further expanded by also considering who is being depicted. 

 

 

                                                      

59 5ƻƎǊŀΣ άwŜŀŘƛƴƎ bDhǎ ǾƛǎǳŀƭƭȅέΣ мссΦ 
60 {ŀƳŀƴǘƘŀ ²ŜƘōƛ ŀƴŘ 5ŜŀƴŜ ¢ŀȅƭƻǊΣ άtƘƻǘƻƎǊŀǇƘǎ ǎǇŜŀƪ ƭƻǳŘŜǊ ǘƘŀƴ ǿƻǊŘǎΥ ǘƘŜ ƭŀƴƎǳŀƎŜ ƻŦ 
ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ƛƳŀƎŜǎΣέ Community Development Journal 48, no. 4 (2013): 525-539; 
Murphy, Finding Irish Frames. 
61 Murphy, Finding Irish Frames. 
62 Fehrenbach and RodognoΣ ά! ƘƻǊǊƛŦƛŎ ǇƘƻǘƻέΦ 
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Figure 8: Gender, age and roles of people depicted in images used by ACFID Members 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


