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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 toolsGlobally, there has been a shiftwards using more positive images

that emphasise the potential impaof 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 ldegn 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 researchiras to provide a critical examination of ACFID Member

2 NH | y A éutrehthpedcfice Qecisioamaking processes, motivations and challenges in
their use of images foonline fundraising and marketingo do so, @ontent analysis ahe
images used acrossrange of online channels of a sampledMembers was conducted.
Additionally, an online questionnaire was completedaogund one fifth of ACFID Members
While this relied on selfeported data, thé responses provida deeper understanding of
the perspectives and beliefthat influencea S Y 6 Smalezhoices

In 2017, ACFID revised ti®de of Conductind establishedeveralnew expectations

related to thecontent, sourcing and approval processesifoages While some aspects of

the Code requiremets 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 tathe widespread use dbrmal approval processes and image guidelines.
Encouragigly for ACFID, Members felt that the CadfeConductrequirements were clear,
althoughthere is still some confusion about ethical decisiaaking frameworks and what
they look likein practice. Given theimportance in the Code of Conduct, providing
exanplesof ethical frameworkshould be aigh priority for ACFID

To generate a more nuanced understanding of the types of images being used by Members
this researctalsoSE YAY SR K2 ¢ 2NHFYA&Ll (A 2y ogdHd&ald YSQ
Members ardess likely to use images and messaging that tap into intrinsic positive values
that may lead to greater public engagement with development issinstead thér images
andmessaging T Sy NBAY T2 Mierfalitybgtwedhddanor@and geigaryQ
stakeholders, and portragupport fordevelopment as a purely financtadnsaction These

results reflected those found in similar sectwide research in the UK, Ireland and
DenmarkBased on these results it is suggested that A@rgage Members in deeper
discussions about the types of frames being used and their potential impact on the sector.

¢tKA&a NBaSIFNOK Fftaz2z ARSYUGAFTASR az2vysS 2F (KS
choices. Members place a high priority on using images that promote theinisajeonal
values show the impact of their work, are generally positive and visually compellivaye
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interpreted differently in practiceThere are some key déffences with images for
humanitarian appeals. Reflecting the tisensitive ancriticalnature of these appeals,
Members look formages that show a sense of urgeniaighlightthe extent of the need and
givecontextto the situation.Members who participte in humanitarian appeals

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

Whenmaking decisions about imagesost ACFID Membeisvolvea rang of departments
and report high levels of consensusaat organisational levelt is suggested thduture
training provided by ACFID around imaged messaginghould be promoted to a wide
range of personnel, not just those communications rols Interestingly mostMembers
either never or rarely use estnal agencies to support their fundraising and marketing.
Those that do are predominately large organisationdicatingthat anyfurther
investigations around this isswhould focus on this group of Membeifihe main steps
involved in making decisiormdout images are fairly consistent across Members, however
images used in social media sometimes go through a less rigorous approval pEvesss.
so, the content analysisf current images did not reveal amyidespreadproblems with
those used on social &dia, suggesting that the processes are still effective.

In terms of sourcing images, Members face several key challemgeissuesThese include
obtaining consent from those photwaphed;using images from external sour¢@&scluding
mediaoutlets; relying on images from partner organisatigasd accessing high quality
images ACFID can suppaiembersby providingexamples of consent processesd
providingopportunities to workcollaborativelyto generatefurther guidelines eoundthese
issues

In fact, there is a strong desire from Members for increased cooperation and collaboration
across the sector to improve practice and share exped@ess a range of issugdne key
area of interest is increasing the involvemeritprimary stakeholders idecisions around
images and messagingCFIzan play an important role in facilitating this cooperation, and
use its existing communication channels to provide Members with greater information
F62dzi OdzNNByd WwWoSad LINI OGAOSQo



RECOMMENDATIONS

This reseach makes the followingecommendations:

ACFID to:

Shortterm

Provide further clarification and examples of ethicdkcision making
frameworks.Examples could come from existing frameworks used b
Members, or be developed collaboratively through discussiorth
Members where limited examples already exist. Where possible,
guidance or examples should acknowledge potential differences in t
design and implementation of ethical decisioraking frameworks for
Members of different sizes. It would be benefidalalso identify how
ethical decisiormaking frameworks differ from a policy or guidance
document. Examples and any clarifying information should be addec
the Good Practice Toolkit online.

Generate or source examples of consent procgsarticularly hose
relevant to small and medium organisations.

Collaborate with Members to generate and disseminate easily
F00S&aaAoftS YR Y2NB RSOl AT $RkheA
use of images. How this information is communicated will depend or
availableresources, however some potential opportunities include:
o Developing a comprehensive Images and Messaging toolkit @
guidethat incorporates current research, examples of differen
WFNF YS&aQ Iy Rmdkiagdran®vorks. RS OA a A
o Individual factsheets or case studies that focus on specific
issues, such as how to include primary stakeholders or tips fg
working with partners, that could be added to the Resources
aSOUA2y 2F !/ CL5Qa D22R t NI

Conduct followup 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 Practicas a means of increasing collabbon between
Members. This group could act as a focal point for the sharing of
AVIF2NXYIGAZ2Y YR SEIFYLX Sa 2F Wo
to all Members and is a cosffective approach for ACFID.




Medium-term

Provide opportunities forMembersto share knowledge and expertise
around howtoh y @2 f @S LINAYI NB aidl { SK2f¢
knowledge and practicaround the use of images and messaging.

Hold targeted discussions with ACFID Members involved in
humanitarian appealgo clarify expectations around the appropriate
use of retweeted or reposted images, particularly during the initial
stages of a crisis.

Longterm

Engage Members in egoing and deeper discussions around the

current framesused in fundraising across the sectangdaheir potential
impact on public engagement. These discussions could extend exist
work already done as part of the Campaign for Australian Aid, aroun
the use of values in advocacy, into the fundraising and marketing fie

Consider requesting Gomunications policiesor other relevant
documents including ethical decisiomaking frameworks, be submitteg
for review as part of the next rounaf Code SelAssessments. This
would assist ACFID to better understand how Members are interpret
and implementing the Code of Conduct, and help corroborate-self
reported compliance

Ensure future training or support is accessible and promoted to a wif
audienc& Ay Of dzZRAY 3 (K2aS gK2 R2Yy Qi
or fundraising background.

Conduct tirther research using interviews or case studigsgenerate a
deeper understanding of any differences in the priorities and opinion
within organisations, and where the power lies.
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KEY TERMSND DEFINITIONS

ACFID The Australian Council for International Developm@CFID)
is the peak bodyor the notfor-profit aid and development
sector in Australia.

ACFID Code of Conduct A voluntary, seffegulatory code of good practice that aims {
improve international development and humanitarian
outcomes and increase stakeholder trust, by enhancing
transparency, accountability and effectiveness.

ACFID Member ACFID membership is a voluntary process availabddl t
organisations working in overseas aid and developmeat.
become a Member, organisationsust demonstrate
compliance with the ACFID Code of Conduct.

Partner organisation An organisation with whom an ACFID Member collaborate
and supports in order tachieve their goals. Partner
organisationsnay be more likely tavork outside of Australia.

Primary stakeholder An individual, or group of peoplesho directly benefifrom 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, regantlle

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

from public donationk While the proportion of the Australian population donating to

overseas development organisations has remained fairly constant in thdgvayears, the

total value of donations has decreased as a percentage of.GDR suggests that
RSOSt2LIYSyld 2NBlIyAallGA2ya KIFI @S y2G 06SSy | of S
more organisations entering the sector, maintaining public supgimrancial and otherwise,

is crucial for the longerm 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 supp@rganisations 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 donols.lS OSy i RSOIFIRS&>X ONRGAOAAY 2+
L2 NYQ AYlF3ISNE dzaSR o6& Ylye 2NHFYyAalGA*2ya KI &
At the same time, many regulatory bodies, including ACFID, and individual organisations

have established ethical glelines that emphasise a more complete representation of

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

However, sectowide research in the UKlreland and Denmarkhas suggested many
organisations continue to use ages and messaging to frame their fundraising and
marketing in a way that may in fact discourage ldegn public supportConsidering the
reliance on public donations, it is critical to examine whether similar trends exist in the
frames used by AustraliaarganisationsThis 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 MemA€isID workshops and

! ACFIDState of the SectdiCanberra: ACFID, 20184,

21 002 NRA y IStafedf the SeCtmepddtithe around 8% of Australians over 18 donate to
ACFID Members.

3 ACFIDState of the SectoP5.

‘bl YRAG &IBENGDSvisdakylSY LIS A OF G A2y a T2 0Ndurhabdi al yI 3SYSy
International Developmertt9, (2007): 1641.71.

5 Andrew Darnton and Martin Kirkinding Frames: New ways to engage the UK public in global
poverty(London: Bond for International Developnige2017).

¢ Caroline MurphyFinding Irish Frames: Exploring how Irish NGOs communicate with the public
(Dublin: Dochas, 2014).

" Lisa Richey, Ricky Braskov and Lene Rasmusedimg Danish Frames: Communications,
Engagement and Global Just{€openhagn: Verdens Bedste Nyheder, 2013).
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a small nmber 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
ddzLL2 NI AdGa aSYOoOSNRBR (2 YSSU / 2RSheBHredNE Y Sy i
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
02Re&3 (2 Syadz2NBE aSYOSNRQ 2¢y ssidBdNabouds Otird dSa | N
directions for the use of images in the Australian sector.

1.1 RESEARCH PURPOSE

In response to the issues raised abawe purpose of this research is ppovide ACFID with

empirical evidence of the current use of online fundraising marketing imagésn the

l dZAGNF ALY FAR aASO0G2NE YR (2 AYLINRGS dzy RSNE
perspectives around this issue.

This research specifically aims to:

1 Analyse trends and variations in how ACFID Members currently frame their
fundraising and marketing using images and messaging;
T / NAGAOLFEtt& SEI YAY S-makingprobessessanoob&linidafoutR S OA & A 2
WoSad LINFOGAOSQ I NRPdzyR GUKS dzaS 2F AYIF3ISaAT
1 Identify key challenges and issues around the use of images in the Australian sec
and,;
1 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 REEARCHAPPROACH

To achieve the research aingyjidence was gathereglsinga mixedmethods approach,
incorporatingboth 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 influencedh@ces being mad®ata from

both methodswas triangulated where possible to improve the reliability of the analysis.

81 / CL5 aSYOSNRQ 2ytAyS OKIFyySta ogSNB OKz2aSy |a |
data, and the emphasis given to fundraising and minkeon those channels (Muller adood
2016).
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1.2.1CONTENT ANALYSIS

Images and videos used in online fundraising and marketing were collected from a sample
of 24 ACFID Members. The gaenwas representative of the variations in size of ACFID
Members, with 5 large, 8 medium and 11 smallamgations includel In response to

existing concerns around the use of images in humanitarian appeals, where possible,
humanitarian organisations we purposely included in the sample.

A ¥ s A x

2 KSNE I gFAflLofSs AYlFI3ISa gSNBE O2ftt SOGSR FNRY
Twitter feed, Instagram account, crowdfunding sites and video channels over a period of

two weeks. In total, 532 images and videwsre collected® and each was coded according

G2 Ada a2d2NOS> 02y diSyd I yR 3ISy SwndstonduddeNlJ? a S @
on each image identified as having a specific fundraising purpose. Further information

regarding the collection and ding process can be found in Appenilix

1.2.20NLINE QUESTIONNAIRE

An online questionnae was made available to all 122&FID Members. It was designed to
gather selireported evidence of organisational decisioraking processes, bele&round
WoSald LINROaSOVSEONE Q KejscNalldnifeandids@S A cotnlyination of
guantitative and qualitative data was collected to allow easier comparisons between
organisations, whilst also enabling Members to explain and clarify their belief
perspectivesin total, 24Members provided completeesponses witla good
representation of all organisational size8 large, 9 medium and 7 sm&llWhile the

results cannot be generalised across all ACFID Members, they do representlonédift
Members and catherefore provide valuable insighinto potential trends and variations

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

°® These categories acommonly used in ACFID publications and research, and are based on a
aSYOSNRa lyydzat RS@St2LISyd aLSyRAy3Id [FNBS 2NAHI
greater than AU$10,000,000; medium organisations a spend between AU$1,000,000
AU$10,000,000;rad 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 aA@&ID membership of 125

10 Despite being fewer in number, large organisations used significauottgimages aarss their
channels. Therefore, the sample of images includes 239 images from large organisations, 156 from
medium organisations, and 137 from small organisations.

11 Darntonand KirkFinding FramesSee Section 4 for more detail.

12 Coincidentallfthe samenumber of Membersompleted the questionnairas were included in the
content analysis. However, there was minimal overlap betwéeriwo groups.

12



2. LITERATURE REVIEWNDRAISING IMAGESHE

DEVELOPMENT SECTOR

Development organisations have long besmscious of th@otential impact of their

images and messaging on their public reputatmd levels ofinancial supportin

attempting to make the best images choicegganisationsnust consider: which images will
be most effective at generating donatis; whether their image choices are ethical and
respectful of those they represent; and, how they might impact oniemm public

support.

Research intthow to increase charitable donatiomppears in a wide range of disciplines,
and, to add to the comgexity, the results are at times contradictoriaving analysethe

results from ove500 crossdisciplinary studiesBekkers and Wiepkifgjdentify eight
mechanismghat motivate people to donate to charities. These are: awareness of need,
being asked déctly, costs and benefits, altruism, reputation, psychological benefits, values
and efficacyEach of these mechanisms may be moderated by numerous other contextual
and psychological factors, adding to ttigallenge for fundraising professionafHowever,
while they mightprovide a usefustarting point the mechanisms identified by Bekker and

2 A S LJ| A yspecifichlli ngl&ed to fundraing in the development sector.

S\yO0S (GKS mopyna GKSNB KFra 0SSy | mmAIYyATAOL Y
devdopment fundraisingwhich often emphasised suffering and evoked feelings of guilt and

pity’®. Instead there has been a shift towards more positive images that highlight the impact

a potential donation could hav&hishas been largely driven by ethical am@ral concerns

aroundhow those in the global South have been represented by development

organisation’. However, critics such @houliaraki’ have argued that the use of

GRSt A0 SN #8ontidkes to pefpéidat@ Faternalistic and simplistic

BySy S . S11SNE FyR tFYSEE 2ASLINAY3IS &' £ AGSNT G dNE
Eight mechaniéd @ KI & RNA @S Nangrofinahdivblantary Sestdr QuasfeaE rio. 5

(2011):924-973.

4. §11SNE FyR 2ASLIAAY3IZ a! tAGSNI GdzNB NBOASSTE n
523N 2 awSlF RAyYy3-1a3Dha QAadad tftezé wmcH

%] SARS CSKNByol OK | yR 51 @AiaRiBwne®SyridcgfiR: Huntahitarigr2 NNA F A
LIK2323INFLIK& YR bDh YSRAI A& lntekhatioSaBReBeiv ofihg RedA & (1 2 N C
Cros97, no. 900 (2015%121-1155.

17Lilie Chouliarakaillhe ironic spectator: Solidarity in the age of gustanitaranism,(Cambridge:

Polity Press, 2012).

B523N} 2 awSIRAY3 bDha QAadatftezé mcood
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repreentations of individuals and issues surrounding developm@ngad® even goes so
far as to say that the overuse of positive images is a form of misrepresentatiois astén
aiming tominimize discomfort for the donaait the expense of depictinipe redity 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 afthBasil

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

sense of responsibility. Therefore, from a purely skhertm fundraising viewpoint the
LISNEAAGSY O LISNOSLIAZ2Y GKFG yS3HWe@SHudsst 3Sa Y
et al? found little difference inthe likek 2 2 R 2F R2y Il A2y ad FTNRY Y2NB
stylel LIS fa GKIFIG dzaSR SyY2iA2ya adzOK Fa 3IdaAatda |
on hope and solidarityrurthermore research by Das et & suggests that positive images,

when used in conjuction with personal narrativegan be effective at raising money.

Clearly, there are many complex factors that determiine R2 y 2 ND&a NBalLkRkyasS (2
image, many of which may not be present in the-ketsed research outlined above.

Importantly, Dgra?® points outthat looking at images as either positive or negative is overly
simplistic and limits any nuanced analysis.

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

nuanced analysis of the images beingdisgrawing on theories around values and

WT NI dingtRedrk of Shalom Schwartz and George Lakxdfnton and Kirk provide
astrongtheoreticaljustification¥ 2 NJ 4 KS dzAS 2 F az2baSdohIhdl YSAaQ 2¢
notion that certainvaluesare morelikely to lead to longerm public engagement with

development issuesdn essencgthey argue thatt F OGA G GAy 3 AYUNAYyaAO 32
values will help secure public engagement with development for the-lbi&NJySimilarly,

they suggest that \aes such as personal reputation, finsalsuccess and saliterest

should beavoided.Empirical research conducted by Common C#lisehe UK, supports

YShanh NAIF RYX d! YRSNIAYyS> OStSoNIYGS>s YAGAILGST SNI a
communicatingR A T ¥ S NHRymarftatidnism, ommunications and Charegk,S Cottle ahG

Cooper (New York: Peter Lang, 2015),-132.

25So6NF . FaAftz blyoOé wiR3Agle FyR aAOKFSt . lFaiatz a
NE & LJ2 y &Paychbldgk and Magketir@B, no. 12 (2006): 1035054.

25 GAR 1 dzRazy Sia |t eagagérdentdvithylabgl lpdvertJAniekparimengal o 2
FylFrfearazeé LI LISNI LINBaAaSYGSR G GKS wnanmp !yydzt af
San Francisco, September 2015.

29gyye 5Faz tSGSNI YSNYIK2TF FyR W2 duodaisiMgiriedsiesE & L Y LIN
¢CKS AYLIOG 2F OKFNMRGE 3F2Ff FAGaGFAyYSyowRalofrSaal 3sS 7
Applied Communication Reseafifh no. 2 (2008): 16175.

2523AN}F 2 awSIFRAY3I bDha QAadz ffeodé

Darntonand KirkCA Y RAYy 3 CNJ YSa dé

% Darntonand KirkCA Y RA Y 39C NI YSazsé

26 Common Causéjo 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
AYIONRWANLGA ARY I 6SQ O fdzSa AYyONBIasS LIS2Lx SQa
issues.

Overall the research and evidence around the potential impacaime<and values on
fundraising outputsis still very new and largely theoretic8lecause it focusesn longterm
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 Kirlprovide a logical andompelling argument fowhy a more nuanced

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

This brief reviewnighlights just how challenging it is for development organisations to know
which images will be most effective at achievinigalvmaybe competingpriorities. Given

the complexityof the issuesthis research seeks to examine how ACFID Members are
approaching and dealing with these issues in an Australian cotatesttengthen best

practice across the sector.

3. IMAGES IN THEFAD 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
Conduct’. These are:

1 Quality Principle 6Development and bimanitarian organisations communicate
truthfully and ethically.
1 Quality Principle 8Development and humanitarian organisations acquire, manage

and report on resources ethically and responsibly.

1/ CL5 aSYoSNB | NB NBI dzAi NS R enécur&e/ respeddiil, andk S A NJ @

LINE 0 SO0 i KS8 2gNbostlbény portrgyRd aRdAnilist ddfieéedo the ACFID
Fundraising Charter. A copy of the full Code requirements is provid&pgandix 2.
However for the purposes of this discussion they atenmarised in Tablg.

27 ACFIDACFID Code of Condu@uality Assurance Framewo(anberra: ACFIR)17)
https://acfid.asn.au/sites/site.acfid/files/Quality%20Assurance%20Framework%20UDSEP17_revised
%20May%202018pdf.pdf

28 ACFIDACFID Code of Condu23.
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Tablel: Summary ofACFID Code of Conduct expectations regarding images

ACFID Code of Conduahage Expectations

Image content

Images must:

1 Be accurate and truthful
1 Respect the dignity of those lmgj depicted

{ SOSNAZQWY2YS& I NB AR&YGAFTASR
0 Be dehumanizing

o Feature dead bodies or dying people
o Show children in a naked and/or sexualized manne

Sourcing images

Images must:

T .S 20601FAYSR yR dzaSR | O0O2N

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

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

Organisational
policies and
processes

Members must have

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

1 An ethical decisiomaking framework, that includes:

- A process that includes a range of staff in decisiaking
- Clear responsibilities for approval
- A process which gives primacy to primary stakeholders

16



3.1 CODE OF CONDUCT CQMRCE

¢CKAa NBaSINODK FAYa G2 Y20S o0Seé2yR aAvdiXe I aa
Conduct However, identifyinghe level and extent of anyotential non-compliance is an

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

ACFID.

3.1.1CONTENT OF IMAGER®EBNTLY USED

Overallthe results suggest that instancespadtential non-compliane with the Codeare

limited to a small number of isolated cas€¥ the 532fundraising and marketing images
analysed, only one image and one video would potentially be classified as not compliant.
Theimage showed a deceased person. Howetlas, was in lhe context ofa public funeral

and was a rgposted news story rather than being taken by the organisation. The videso
part of a humanitarian appeal aralso useddotage from other organisationsn this

instance, there were concerns about individuagsny portrayed in a potentially
dehumanizing way, particularly childrerurther discussion about the possible issues raised
by reusingimages from external sourcegll be dealt with in Section.7

Although other images were not explicitly noompliant,the analysis did highlight the

difficulty of assessing marmyf the Code requirementsThis is particularly the case for

expectations around how images are sourcetluding consent practiceBurthermore,

many of the termghat are central tahe Codept NIi A Odzf | NI & WNBIkalygSOiu Q Iy
to be interpreted differently depending on the context and individd@dr exampleit may

be appropriate in some cultures to use a photo of children without a shirboit may be

disrespectful to photograp someone who is ilEven the expectation that imag are

accurate and truthful could be interpreted to suggest thiging a disproportionate number

of imagesof women and childrers misrepresenting situatiors®.

This does nohecessarilymply that theCode needs to be more proscriptive. ACFID
Members work in diverse environments and the Code must be flexible enough to respond
to these differencesHowever, it does underline the importance of Members having a
consistent and organisatiewide process thiensures theyegularlyreflect on their
interpretations of Code requirements their image choices

3.1.2GENERAL POLICIES RRODCESSES

As outlinedabove the Code of Conduct requiresCFIDMembers to haveertainpolicies
and processe® guide theirdecison-makingandtheir use ofimages and messagirigjlt

2 This is discussed in more detail in Section 5.
30 ACFIDACFID 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 the knowledge, their organisation had these policies and processes

in place.

FigurelY ! / CL5 a SeporthidNdi ddgardisStibrial policies and processes

Percentage of ACFID Members who reported having specific policies or
processes

A child protection policy that has
guidelines regarding images of

children
. o HYes
A policy or set of guidelines that
outlines organisational requirements H No
Don't know

A clear approval process for images
and messaging used online

0% 25% 50% 75% 100%

While based on selfeporting, the resultshownin Figure lindicatea generally high level of
compliance with Code of Conduct requirements. One concern is that four Members either

R2 y20 KI@S:T 2N 6SNByYyQi ada2NBE (KS& KI @Sz |y |
online. One of these respondents, from a medium sizeghnisation, explained this by

saying:

G¢CKS LISNR2Y K2 LIAOla GKS AYIF3aSazx Ay Yzald C
AYlF3Saog

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

their policies or processeAsthe Code of Conduct is quite specific about what must be

AyOf dZRSR Ay @I NA2dza LIR2fAOASE FyR 3IdzARIyOS R?2
would strengthen thisanalysis This could be done as part of existing compliance reporting
processes
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3.2a9 a. 9 WNDERSTANDING OHECODE OF CONDUCT

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

and expectations around images and messaddunsidering this, it was importand t
ARSY(GATe a$S Ym édanterstalRiiNgoSthdindw2Coadhich couldindicate

areas requirindurther clarification The questionnairaskedMembers theiropinionabout

the clarity of the Code generallyy R G KSA NJ dzy RSN& ( | yidRigsiohd 2 F (G KS
YIE1TAY3 FTNIYSE2N] aQ

3.2.1CLARITY OF THE C@BECONDUCT

Encouragingly, 80% of questionnaire respondents agreed or strongly agreed that the Code
of Conduct requirements are cledrhis result was consistent across organisations of
different sizes. Although this data is basedsetfreporting, this igeassuringor 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 invedvin 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 raggsy.The results appear to confirm that
the Code is clear, witmostMemberssaying it is eithelot so challengin@r Womewhat
challengin§?o understand Asshown inFigure 2there are somevariations between
different sized organisations.

Figure2: ACFIA SYO SNAR Q dzy RSNEGIFYyRAYy3a 2F GKS / 2RS 2F /2y

Members' perceptions about how challenging it is to understand Code
of Conduct requirements around images and messaging

Large
. M Not at all challengin
organisations - ging
. Not so challenging
e I

organisations Somewhat challenging

Small - M Very challenging
organisations M Extremely challenging

0% 20% 40% 60% 80% 100%
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Interestingly of all theissues included in the questionnajfarge organisations identified
understanding compliance expectatioasthe second greatest chalhge’’. This maybe

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
SELISNASYOS yR &4d2o2SO00A DS thefris@NddNBald (A 2y a
influencedthe results in such a small sample.

3.2.2ETHICAL DECISHOMKING FRAMEWORKS

w S F S NB yhiodh dedistoamdidhg frameworkCn the new Code is significant shift in
terminology. Considering this, questionnaire respondentsensgecifically asked to
evaluate their understandingf the term. Encouragingly, 77&greed 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. Wien 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

271

ddzLIL2 NIIa aSYOSNEQ dzyRSNRAUGFYRAY3 YR AYLX SYSy

include any resources specifically designed to support@hdecisiormaking frameworks.

3.3RECOMMENDATIONS

1 ACFID to provide further clarification and examples of etkdealision making
frameworks. Examples could come from existing frameworks used by Menabers,
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 decisiaking
frameworks forMembers of different sizes. It would be beneficial to also identify
how ethical decisiormaking frameworks differ from a policy or guidance document.
Examples and any clarifying information should be added&d3bod Practice
Toolkit online.

Ahyte WLYOI GBAVHIQBK2t RSNE Ay GKS AYIF3IS YI{AyS

challenging by large organisations.
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1 ACFID to awsider requesting Communications policies, or other relevant documents
including ethical decisiemaking frameworks, be submitted for review as part of the
next roundof Code SelAssessments. This would assist ACFID to better understand
how Members are iterpreting and implementing the Code of Conduarid help
corroborateselfreported compliance

1 ACFID to condudollow-up interviewswith questionnaire respondent® clarify
what aspects in particular they find challenging about understanding Code
requirements.

4. MOVING BEYOND THEDEQHOW ONLINE

FUNDRAISING IS FRAME

4.1 UNDERSTANDING FRAMES

WCNI YS FtylfearaQ Kra | f2y3 KAadz2NEBX LI NIAOd
LJAeOK2ft23ed Ld Aa o0Fa&aSR 2y K& mauyRiSidtiiEed, | Y RA Y 3
to manage and organdztheir thought processés Therefore, usingertainwords or
phrasescantriggerneural pathways in the braiand prompt an individual to categorise and

respond to the information in a particular wa@onsequentf, those seeking to influence a

LJS NE& tigkig and subsequebehaviour,such agundraisers, may be able to frame their
messagingn a way thaincreases the likelihood of a desired respongég/ 2 6y I a WF NI YA
JimKuypers, a ketheorist in this areadescribesitad t KS LINRPOSaa 6KSNBo& C
act ¢ consciously or not to construct a particular point of view that encourages the facts of

I 3AGSY arddzr A2y G2 o0 &lti@iklmpodabtRo nateg/that  LI- NI A O dzt
individuals will intepret any piece of communication through their own frambsportantly

for this researchit is notpossibleto definitively say that framing a piece of fundraising in

one way will elicit the same response from different people.

Research intdramesand their potential impactwvithin the development sector is relatively
new. The most significant work to date is by Darnton and*irkthe UK, who used an
inductiveprocess to identify 21 different frames used by UK N@@sverview of all 21

32 Darnton and Kirk-inding Frame$7.

BWAY YdRLISNAEI GCNIYAYy3I |yl { Daidgdnews iadiNg ahalydslsS G 2 NR OF
t 5delb ghd J Kuypers (New York, Routledge, 2010), 300.

34 Darnton and Kirki-inding Frames.
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frames can be fond inAppendix 3As discusseih Section 25 Ny G 2y Findig YA NJ Qa
Framegeport drew heavily on the work aheorists,particularlySchwartz and Lakgffo

analyse the potential implications of these frames on public engagement with aid and
developrent issuesFor the purposes of comparison, these 21 frames takmedthe

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

definitive list In fact aswill be discussedsome of these framewere not relevant in the

Australian contextwhile other new onesmerged.

4.2 FRAMES USED BAEMBER3N ONLINE FUNDRAINSS

Atotal of 240imagestaken from the online channels of the 24 Members sampleete

analysed using frames approachrepresenting roughly half of all igas collectedAs

Dogré®Ll2 AyiGa 2dzix AG A&a ONRGAOKE (G2 FylteasS Si
therefore each image was examined in contéxtie tothe significant timanvestment

needed for thisjmages wereestricted tothosethat had anexplicit fundraising purpose.

Therefore, this analysis does natludeother imagesthat were focused on raising
awarenessboutissues or encouraging other forms of participation in the organisafibis

is important to keep in mind as itlikelythese images could bramed differentlyin

response taheir different purpose.

As Figure3 shows, a variety of frameare 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 framesnight impact on donorSbehaviours.

B523INI = awSFRAY3 bDha @GAadzZ tteeod
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Figure3: Frames used in the online fundraising of ACFID Members

Percentage of images analysed as belonging to each of
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A brief definitionof the most common frames @ovided in Tabl®, dongwith examples of
accompanying messaging iantagecontent36

Table2: Definitions and examples of commonly used frames in the Australian sector

Definitions®” of commonframes and examples from Australian sector

Transaction Emphasis placed on an exchangeof ¢ C2NJ | R2yl GA &Py
frame goods or services between individuals O} y  LINBS@BAfiR SneuntT
commonly in the context of an requested.

economic exchange.

Charity frame The NGO is seen as the mechanismf & , 2 dzNJ & dzLJLJ2 NIi K |
privileged people to share their wealth & | St LJ & dzLJLJ2 Nii, 22d
with the poor. KSt LI gAff X¢

Empathy frame = Underlying value that motivatgseople Direct appeals from primary
to care for the poor, basedonfeelings a i I { SK2f RSNAR &2 ¢
of commonality and compassion. ISYySNIrftfe walRQ
accompanied by personal stories

Help the Poor | A description of what NGOs doath GDABS | KIFyR dzLJ
frame SYLKIFarasa I WKIyYIlfeOKFy3IAy3d CARIIN
help those in need. K2LISé¢T KAIKEAITKI

NGOs role in meeting that need.
Ignorantpublic ! 6Sf AST GKI G {KS Informative stories accompanying
frame do more to help is that they are AY !l 3SaKTdzYW W2/ A Y I

dzy AYF2NX¥SRX ¢ KA OK (maps)
SRdzOI GA2yQ &aiGNI (S

engagement.
Market-driven | Treatment of NGO list membersas G DA @S | 3IATFO GAl
Fundraising potential customers to engage with S KA O f ¢
frame marketing strategies.
Social justice ~ Drawing attention to race and GENIF yaFT2NY G(GKSA?
frame economic class differences, with cycBé T al St LI LIS2 L
emphasis on justice and human dignit § KSY &St @S a ¢
Human A belief in the basic goodness ofpeop 6 { S | t AFSET ¢
Kindness frame | and a strategy for evoking limited reference to the role of the
compassionate response to drive NGO
action.

38 For a full list of definitions and examples of each frasee Appendix 3
37 Definitions taken from Darnton and Kjikinding Frames
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4.3 KEY FINDIGSAND POTENTIAL IMRIATIONS

4.3.1FRAMES IN DEVELOPNIEHUNDRAISING

As discussed in Section 2, there is still considerable debate #imigngterm impacts of
frames on public engagement with development. Therefore, these reflections are designed
to highlight points of consideration for future conversatiorather thanprovidedefinitive
conclusions.

1 Overall, there idimited use of frames that promote Universalis@s a value.
Drawing on the work of Shalom Schwartz, both Darnton and&rkd Common
Causé® suggest that Universalism is the most closely related to what could be
O2yaARSNBR WRS@GSt2LIYSYyliQ Ol fdzSad ! (iK2dAK
most likely to promote Universalism are International Solidarity and Social Justice.
While lage organisations are more likely to use these frames, they are far from
dominant.Considering ways to increase these framasuld be a useful starting
point for future discussions.

Additionally,Crompton & Weinsteiffarguedl K I & G K SNXB Affactthat Yot SSR
O2YS& FNRY RNI gAYy LIS2LX SQa |GGSyaAazy G2
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 Kindnegstentially the

most helpful in this regard.

1 TheTransaction frame igery common across organisations of all sizes
Darnton & Kirk! argue thatthis frameshould be used sparinglyrhereare several
key reasons for this. Firstly, the Transaction frame is unlikely to tap into any of the
intrinsic goals and Universalism values that Darnton &¥argueshould be at the
centre of all engagement with the public.y a 4G S R G KS oR@itfi2 NR& Ay dS
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. Systemproblemsare ignoredwhichcould lead to donor
disenchantmenin the longterm if more and more money is requested bluhited

38 Darnton and KirkFinding Frames.

% Tom Crompton and Netta Weinstei@pmmon Cause Communication: A toolkit for charities,
(London: Common Cause Foundation, 2015),
https://valuesandframes.org/resources/CCF_communications_toolkit.pdf.

40ibid.

4 Darntonand Kirk Finding Frames.

42 |bid.
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change is perceivéd 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 andetrease 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 donation&’. Nonethelessit should be includecdhi any orgoing

discussion around framing in the Australian sector.

1 There isvidespread use ofCharity and Help the Podrames Although these
frames could potentially tap into some Universalism values, #reylikelyto be
unhelpful in the longun. Rimary stakeholderare often representeds passive
recipients helpless and requirinthe organisatiorto acton their behalfPovertyis
represented asnternal to developing countriesvith change only coming through
the help of wealthy westernef& In this way, although the images may be framed
positively they are perpetuatingimplisticand paternalisticepresentations that
have been so heavily criticized in the pabnsidering the emphasis given to
concepts such as partnership and empowermiarnthe development sector, it may
be worth contemplating why these are not more evidantfundraising and
marketing images.

1 In analysing the imagea potential new frameemerged which has beetentatively
YIEYSR aDNBI (GSahG AdVnlbiis Qéyeede adcofmpaniScby ghiddey” S
4dzOK | & AaYSIYyAy3IFdzZ AYLI OGEZ &, 2dzNJ R2Yy | (1A
R2ff I NJ @2dz R2Yy Il (1 SX¢é heseRnageXetaisimilabtdthoSedni A S &
the Transaction and Marketriven frame, in that they treated domians as an
economic transaction, with donotseated as customers. However, these images
were seeking to motivate donors dgpping intovalues arouncefficiency and
productivity, rather than the promise of tangible product as in the case of Market
driven frame Research by Das et“lshows that this sort of approach might
AYONBI A4S AYRAQGARIZ £ Qa AyGSyGaAazy G2 R2yIl (S
as the Transaction frame as outlined abolNeould also potentially increase a sense
of competition between organisations, by implying that other forms of donating or
2NBFYyA&lFIGA2ya | NB  Sarther HiSisdofaeieudé&ito 2 NJ ¢ 2 N
examinethe use of this type of framinigp more detalil.

43 Murphy, Finding Irish Frames.

4 Darnton and Kirk-inding Frames,08.

4 Richey, Braskov and Rasmusd€éngding Danish Framge32

%5 a4 SG FfdYX AGLYLINRGAY3I 1WTKS STFFSOGAOSySaa 27F 7Fdzy
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4.3.2FRAMES IN HUMANITARIAPPEALS
There aresignificantly different frames used in timanitarian appeals

1 As the literature suggests humanitarian appeals often use an Empathy frame.
From the theory set out by Darnton atdrk, this is not necessariietrimental to
public engagement. Images in the gathy frame have the potential to provoke
values of justice and a common humanity, whack positive values for
development. Howevelmpathyimagesthat are based ayund feelings of guilt,
with no sense of connection eesponsibility are unlikely to atit a response, and
may cause donors to disengage furtffer

1 There are also high rates lgfnorant Publidrame, 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 dones.

1 Similarly, there ardigh rates of CharityAs discussed above, this has the potential to
minimise the agency of primary stakeholders, raising ethical issues if used
consistently.

Figure4: Frames used in humanitarian appeals

Frames used in humanitarian appeals
International Solidarity

Activist _ -Social Movement

Social Responsibility

Social justice

Help the Poor

Human Kindness

Ignorant Public

4"Fehrenbach and Rodognd,! K2 NNAFAO LIK2({2¢ @
“8Basiletal aDdzA f G | LILISIE f &4 é @
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4.4 COMPARISON WITH O\GHAS SECTORS

Overall, the frames used in the Australian contelrisely reflecthose 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 th&st common call to actidf. Similar trends were
found in the URC. Interestingly, two frames identified in the UK, Corrupt Government
(Africa)and Transformational Experience, were not found at all in the Australian context.
This may béecause this reseah 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.

Researchn DenmarR! analysedvhole campaigns rather than individual imagesdone

here. There were several different frames identified, several of which seemed to promote
positive Universalistalues, including CA 3IKi Ay 3 F2NJ wi IKddéther | yR
frames represented ones found in Australia including Chatigyp the Poor and Invest in
Entrepreneur®. It is worth pointing out that the Danish research had a more
comprehensive approach to defigreach frame, which could be usefal future

discus®ns in the Australian sector.

4.5 CONCLUSIONS

The use of frame analysasd understanding of their potential impact is relatively niew
the aid and development secto®o, vhile Darnton and Kirk make some interesting and
compelling argumentghere isstill much need for an cgoing 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 improkedvever, ultimately frames should be
dzZaSR | &4 R2%WOQEAYPRPAYH wWeyconNEking hointagedznd 2 y ¥
messaging could be useditcrease public engagement with aid and development.

49 Murphy, Finding Irish Frames

%0 Darnton andKirk Finding Frames

51 Richey, Braskov and Rasmusgéinding Danish Frames

52The Danish studgid not use the same frames as Darnton and Kirk. Instegyl tised 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

1 ACFID to engage its Members ingoing and deeper discussions around the current
frames wedin fundraisingacross the sector, and their potential impawt public
engagement These discussions cowdgtendexisting work already done as part of
the Campaign for Australian A@round the use of values advocacyinto the
fundraising and masing fields.

5. VALUES AND BELIERBVMINGMAGE CHOICES

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

use aremotivatedbyi K SA NJ @I f dzS&a FyR 060StAS¥a I[Toigdzi o6KI G
section aims to pvide insight into what ACFID Members look for and value when choosing
images

Using a fivepoint scal&3, Memberswere asked to ratdow importanta variety of factors
areto their organisationsvhenmaking decisions about which image to choose. These
factors weredrawn from the literature and informal discussions with fundraising
practitioners.Their reponses can be seen in Figureabd showed minimal variation
betweenorganisations of different sizes

Additionally, to identify other important factonsot included in the limited response
guestion, 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 wai@nd sanitation projects, which of the

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

AYF3AS 2y |y 2NREIFyAal A2y Qa W52y GSQ ¢SolLJ 3

Please give your reasons for choosing this image.

The percentage of respondents who chose eachgenand the reasons provided are shown
in Figure 6.

53 Respomlents were asked to rateach factor according to the following scale: Not at all important
(1); Not ® important (2); Somewhat important (3); Very important (4); Extremely important (5). The
level of importancendicated for each factor in Figure®&presents the averagetingacross

Members of that size.
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Figure5: Level of importance of different factors when choosing images
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Figure6: Choosing images for development fundraisinlylembers' choices angustifications
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5.1 MOST IMPORTANT FAAR®DRIVING IMAGE CIEES

5.1.1IMPORTANCE ORGANISATIONAL VALUES

AsFiguresshows 2y S 2F (GKS Yz2ad AYLRNIFYyd FFO02NA Ay
images was whether it reflects their organisational values. 96%eohib&rs 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 generatig revenue, when choosinmages(see Figure?). Whilethis does not

imply that Members do notry to choose images that align with their valumsd which raise

the most revenue, it does suggest thatthey arefess | St & G2 dzaSrokotel 3Sa  { F
their values even if they believe theould increase donations.

Figure7: Ranking the priority of different organisational goalghen choosing images

Priority of organisational goals when making decisions about which
images and messaging to use

100% -
- .
60%
40%
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I

% of questionnaire respondents
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Maintaining and Raising revenue Raising public Differentiating
promoting support for aid and  organisation from
organisational values development others
generally

B Priority 1 Priority 2 M Priority 3 M Priority 4

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

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

they frame their images and messagiAgdiscussed irsection 4there isa strong
GKS2NBGAOIE fAYy]l 0S0¢SSy HinkhSugOevwsbé&/bdd the T YT NI

54 Crompton and WeinsteirCommon Cause Communicat
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scope of thigesearch to identify exactly which values Members want to promote, a brief

SELX 2N} A2y 2F aSYoSNRQ 6So0airisSa NBGSHtEt SR &z
empowerment and inclusivity. Many of these stated valoesespond with the positive,

intrinsicvalues 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 abfoice

images and messaging. Therefore, ibwd 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 AustraliareAdlare a

familiar concept, making them a logical starting point forgmng discussions.

5.1.2SHOWING IMPACT V.C®MING NEED

ACFID Membersglearly@ £ dzS8 A Yl 3Sa GKFG RSLIAOG GKS AYLI O
work, at least for londerm developmenfundraising.This was clearly reflected in tinaise

ofthe® NB I (i S & discusseddn Sedtion Blowever, nterestingly, research by Karlan

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

increase the likelihood ofahating or increase donation si2é/hile thislooked at direct mail
fundraising, it suggeststhatS Yo S N&E Q 2 LJA Y Aidifative 6bréaded S Y 2 NB
development sectotrendsaroundincreasing transparency throughonitoring and

evaluating impactrather than current fundraising researchowever, it is important to

note thatacross altheir online platformsmostMembers use images that depict both

impact and need. Thisccording taBekkers and Wiepkif® does reflect best practice.

513wt h{L¢L+9Q La! D9{

In keeping with trends worldwidé&> dza Ay 3 WLR aAAGAGSQ AYl 3ISa Aa |
Members of all sizes, and this is reflected in the images collected for this reSedrais is

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

images that portray longerm development work. However, it is important to extend the
RAaOdzaaA2y 0Se&2yR aAayLi e WLRAAOGAOSQ | yR WyS3
categorization. In reality, images fall along a spectrunth&grame analysis confirmed,

58y YIENILFY YR 5FyASt 222RI G¢KS STFSOG 2F ST7
I RANBOG YI At 7T diguraldf Behaviguthl aSdEkiSrdentabBEanarae$2017):

1-8.

% S1T1USNE YR 2ASLIAYy3IS a! tAGSNI Gdz2NE NBDASGE
523N} 2 GwSIFIRAY3I bDha QAadzZffeéod

BLYIF3Sa ¢9SNBE FaaSaasSR | a SoASIiKeSINS yu 20580 1020/S3Ch RINNAWSY
emotion most likely to be felt by the donor. This wasomewhatsubjective process, limiting the

reliability of data.Therefore, it should only be considered reflective of general trends.
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A RS 2 {52 |HidiBppriant that discussions extend beyond this dichotomy in the future.

5.1.4TRUTHFWINESSRAND ACCURR®

As can be seem Figure5 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
choicesshown in Figur®. While some respondents choiee second and thirdmages

0S50l dzasS G(KSe WwiaKay IR KA skhBiiaObereishadodddip

other factors.However, m practiceit is likely that Members would use multiple images to

providea more completedepiction of a situationFurthermore, it is difficulto assess

gAOK2dzi 1y26Ay3 GKS O2yUSEG 6KSGKSNI LY AYLF S
/| 2RS 2F [/ 2yRdzOGd Ly FILOGX AG A& ljdzaAGS fA1Ste
most basic sense.

A slightly different approachtoh O2 y OS LI 2 F WO NMzi KF¥dz ySaaQ Aa
images used reflect the diverse range of people and contexts that Members work with.

Using data from the content analysibgtgraphs in Figure showthat, overall,online

images usé by Members predminately feature primary stakeholdemost ofwhom 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
sectorwide studiesn other countrie§®. However thereis a fairly even divide between

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

further, the proportion of images featuring only one child is relatively sniials suggests
limteduse2 ¥ (0 KS WLJ2 & G S NJ t6ok dohtiasiingiit restlts fFodzyrdaNet. A a4 A y 3
Further analysis would be required to determine if it is still usedelyfor specific

purposes, fo example on a website homepage.

Although research shows donors armre likely to respond to images of women and

chidrerf’2 aSYO0SNER Ydzad | faz2 O2yaARSNI K2g (GKA& YI
WNEFfAGE@Qd CdzidzNBE RA&Odzad A2y a Fo2dzi K2g¢g TFdzyR
be further expanded by also codsring who is being depicted.

523N} S awSlERAY3I bDha QAddzd tfaés mccod

Of I YIYiKFI 28KoA FYyR 58FyS ¢F8f2NE at K2323aNI LKa 3
AYOSNY L GA2y I RGomBiingy DRvEopiientiinfdi4n, 8c £(2013): 52539;
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Figure8: Gender, age and roles of people depicted in images used by ACFID Members

Images of people in online fundraising and marketing - by role and gender

Images of people in online fundraising and marketing images -
by gender and age
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