PAGE  
55

Honours Thesis in International Development Studies 
submitted in partial fulfillment of the requirements 
for the degree of Bachelor of Arts Honours 

Images and the ‘Other’:  Motivations behind NGO Fundraising Imagery and their Impact on Public Perception.

by

Jessica Wishart

under supervision of 

Nissim Mannathukaren 

at

Dalhousie University

Halifax, NS

April 2008

Table of Contents

Chapter One:  Introduction, Literature Review and Theoretical  Framework…………….1
Chapter Two: Inclinations for Donations, and the Rise of Media and Mass Culture ..…..9
Chapter Three: Pornography of Poverty: The Starving Baby Syndrome………..............17
Chapter Four: Star Power: Celebrities and Consumerism to the Rescue …..…………...22
Chapter Five: Case Studies: World Vision, Red Cross and Oxfam ……….…………….30
Chapter Six: Fundraising versus Consciousness Raising: Can the two be Reconciled?...40

Bibliography…………………………………………………………………………..….46
Appendix…………………………………………………………………………………50
Chapter One: Introduction, Literature Review and Theoretical Framework
The last few decades have seen unprecedented growth in the non-profit field. Today there are over 80,000 Non Governmental Organizations (NGOs) in Canada alone (Reynolds, 2004). This growth can be partially attributed to the rise of neoliberal structural adjustment, resulting in social spending cutbacks and increasing expectations for NGOs to fill roles previously reserved for governments. This laissez-faire ideology leaves NGOs with a large void to fill, and in many cases necessitates reconsidering and diversifying their roles within communities. This reallocation includes providing basic services while attempting to reconcile paradigm shifts towards an increased focus on civil society
 and empowerment. 
These contradictions put NGOs in a difficult position, negotiating between advocacy and relief, tackling cultural and ideological shifts, while confronting increasing competition for media and funding. These issues can be placed within the context of reconciling the dichotomy between a focus on education, civil society and empowerment, as opposed to providing basic, sustenance-based relief to those in need (Smith, 2004). This disaccord is also clear in the fundraising field. Although relief and empowerment are not necessarily mutually exclusive, they do require a different allocation of funds, as well as different fundraising tactics. 
Regardless of their focus, most NGOs must fundraise in order to successfully carry out their mandate. Large NGOs invest millions of dollars in fundraising campaigns (Lamers, 2005). Many of these campaigns are highly successful, raising funds and increasing awareness about issues relating to the Global South. Images are invariably associated with these campaigns, as photographs can draw in and engage the potential donor in ways that print and sound bites cannot. Images appeal to our senses in an intimate and striking manner, and are effective tools to inspire action. This is apparent in the 1972 Pulitzer Prize winning photo by Nick Ut, of a naked nine year old girl fleeing her village after a napalm attack. More than any other photograph, [this] swayed the American public into opposing the Vietnam War. The power of that one photograph highlights the truth in Marshall McLuhan’s statement that “the mere matching of the picture with reality can be a motive for change” (Oliver, 2006: 19). 
NGOs rightly capitalize on the power of images, and campaign photographs are highly visible on television, the Internet, and on billboards. While not devaluing the importance of NGO fundraising, and the countless aid dollars it provides to developing countries, it is important to explore the strategies used by NGOs to acquire these funds. It is therefore imperative to analyze the photographs employed and question what is implied in the images selected for fundraising purposes, as well as their impact on public perception. Because NGOs are a key avenue through which public perception of the developing world is formulated, it is crucial to critically analyze the images that help formulate perceptions and misconceptions of the developing world. The images utilized by NGOS have “potentially significant implications for engendering forms of public engagement in development” (Smith, 2004: 741). 
This essay does not seek to downplay the work of many NGOs, imply that all images employed have negative connotations, nor that negative images are inherently unethical. Rather, this essay will explore what the images used by NGOs imply about people in both developed and developing countries, using images that both enforce and defy stereotypes of the Global South. This essay will explore key methods for NGO fundraising: disempowering imagery, empowering imagery, and celebrity and consumerist based imagery. It will also include a case study of three NGOs incorporating the above methods into their fundraising strategies. Although the case study will not include images of celebrities, all three sample NGOs employ celebrity spokespeople. 
Criticisms of the images utilized by NGOs vary, but can be summed up as follows: These images can reinforce stereotypes of the South, presenting a homogenized and often sexist view of developing countries. They can reinforce stereotype of exoticism, laziness, and oversexualization (Fox, 1998). They may also reinforce power relations by presenting Western benevolence as the only possible solution to the problems faced by people in the Global South. The images and campaigns used by NGOs often support the notion that impoverishment in the Global South can be ameliorated with little cost to the North. They present depoliticized pictures that do not challenge Western conceptions of poverty, or implicate the developed world in the formation of unequal power structures (Moeller, 1999). Images can be seen as a form of entertainment, whether they are images of so-called helpless victims without agency, or celebrities promoting consumerism as charity (Smith, 2004). 

Although many are reluctant to criticize NGOs because of their good intentions, and because oftentimes the good work they do outweighs any criticisms that may be offered, it is important to ensure that they are not entirely exempt from scrutiny. My thesis argues that some NGOs use these types of images because of the reasons listed below, fitting within the broader dichotomy between criticizing the system and pushing for structural change, and appealing to the donor and staying in the mainstream by maintaining a tangible, relief based approach. 

Firstly, images are at times inevitably homogenized because of the difficulty in presenting all cultures and ways of life, despite increasing technology to enable divergent viewpoints. The emergence of technology and mass entertainment has put the viewer in a constant state of restlessness; therefore sensationalism may be needed to attract viewer attention (Rozario, 2003). These sensationalized images either exploit the donor’s sense of guilt or consumerist ideals. A new generation now celebrates mass culture, consumerism, and celebrities, and NGOs are adjusting their campaigns accordingly (Reynolds, 2004). NGOs are also in an age of competition, where it is necessary to step up aggressive advertising campaigns in order to stay in the mainstream. Donors want to be assured their funds will generate a solution, and do not want to be implicated in the problems of the Global South. Therefore, NGOs may feel obliged to use basic, familiar imagery which relies on stereotypes that may reinforce misconceptions about Northern aid and Southern agency (Loewenstein, Slovic, Smith 2007).
Literature Review:  NGOs and Fundraising Images
Problem solving theory and critical theory must be examined in order to study NGO methods. Problem solving theory takes the world as it is, and examines relations within the given system in order to find a solution. Conversely, critical theory calls into question the entire system and its existing power relations. The evolution of both frameworks is explored by Cox (1981). The tactics and images used by NGOs often convey whether they are working for change within the global system, or trying to challenge the capitalist system itself. These theories also highlight potential tensions between the goals of an NGO’s work, and the impact of fundraising imagery.        
Another framework useful to analyze imagery is Orientalism. This concept was originally a colonial stereotype used to justify colonial conquest. Edward Said developed the theory to fit modern times, arguing that Western ideas of the ‘other’ are based on prejudices of the dangerous, weak, static and exotic (1978). Other authors, such as Diana Fox, argue that NGOs have been shifting away from blanket conceptions of the developing world, and towards a more locality-specific approach to development, based on work by authors such Arturo Escobar and James Ferguson (Fox, 1998). Furthermore, a number of commentators argue that NGOs’ new roles and responsibilities should include a greater emphasis on constituency building (Edwards, Whaites, Van Rooy, Malhotra, in Smith, 2004). Other academics take a particularly strong stance on the ethics of NGOs, arguing that they are merely promoting a new form of imperialism, siding with big business and their own self-interest. They argue that NGO’s are depoliticized, focusing only on ‘survival strategies’ as opposed to education (Petras and Veltmeyer, 2001).
 Some authors argue that the public does not want to be ‘educated’ about development issues. Based on Stanley Milgram’s study The Perils of Obedience, it is argued that people are more likely to give to a cause if they don’t have to think very hard about the situation, and if they can associate the cause with someone attractive. This is where the use of celebrity comes in to play. Some academics believe that celebrities do more harm than good by only obscuring the issues (Hill, 2006; Lee-Potter, 2005), while others argue that although endorsements should be taken with a grain of salt, they can have a positive impact on awareness-raising, particularly fundraising. (Reynolds, 2007; Economist, 2005). This move towards celebrity endorsement could be attributed to ‘compassion fatigue’, the notion that the oversaturation and exposure of sensationalized images has created apathy in the general public. The satiation of ‘starving babies’ images creates a sense of helplessness, and will cause viewers to tune out the unsettling images (Moeller, 1999, Sontag in Rozario, 1977). 
 An opposing argument is that a certain kind of pleasure is derived from images of suffering. For instance, Zygmunt Bauman states that we “live through the deaths of others, and their death gives meaning to our success. We have not died, we are still alive” (Bauman in Moeller, 1992: 34).  St. Augustine also philosophizes about taking pleasure in the pain of others. He argues that it is this pleasure that elicits a sense of guilt (St. Augustine, 398 AD). These reactionary sentiments tie into generosity, and the argument that altruism is a social creation, rather than inborn (Bar-Tal, Grusec, Raviv, Ruhton in Guy and Patton, 1989; Freud in Bauman, 1997; Nietzsche, 1887). This relates to Freud’s hypothesis that there are two basic human drives: Eros and Thanatos (sexuality and aggression), and these primal instincts are only restrained because of the necessary limits we set in order to facilitate the growth of civilization. 

Rozario also argues that humanitarianism is a social construct. He maintains that modern “humanitarianism” is in fact a creation of a sensationalistic mass culture,” and the American Red Cross only began to function effectively when it shifted its ideology to view donors as consumers (2003: 421). This essay must engage in this dialogue on mass culture, in order to try to understand motives for the different genres of images utilized. Both Antonio Gramsci and Stuart Hall altered the discourse on culture. Like Foucault, Stuart Hall examines power relations as more than simply governmental and military power, and examines the role that mass culture can have in shaping our reality (Hall, 1997). 
Theoretical Framework
It is important to note the framework from which I am writing this essay, in order to gain a greater understanding of both my viewpoint and possible biases. Within the broader context of critical theory, I will be studying this paper using a neo-Marxist framework, by linking images to class and power relations. However, I will not be using a simply economic reductionist approach. My approach will be similar to that of Stuart Hall, influenced by Gramsci, who states that "you can no longer think primarily in terms of the economic and the material and then add the cultural icing afterwards. You have to treat culture as formative of human life, human agency and of historical process" (1997). Images, which are an expression of culture, shape perceptions of the South, thereby shaping power relations between the North and South. This will be important in analyzing reasoning behind the construction of images. 

I will also use post-structuralist tools to analyze the images used by NGOs. Post-structuralism is based on the work of authors such as Micheal Foucault and Jacques Derrida. This wave of theory does not separate culture and meaning. It also purports that texts must be analyzed while keeping in mind one’s own conception of self. This is important in image analysis, as representations of the stereotyped ‘other’ also reinforce Western conceptions of self. Just as post-structuralist thought takes into account the diverse experiences of cultures everywhere, as a backlash against a Euro-centric approach adopted by many dominant theoretical frameworks, I will argue against homogenization and stereotypical images of the developing world used by many NGOs. 
Additionally, I will draw on work by Edward Said to analyze images of the ‘other.’ Said fills in the theoretical gaps of a Marxist approach, as Marx fits a Romantic Orientalist viewpoint into his economic framework. In speaking of the East he states “they cannot represent themselves, they must be represented” (Marx in Said, 2003: vi). Said uses a humanist framework, in that he believes that history and culture are linked, and that nothing is outside influence (2003). Said also utilizes Foucault’s notion of discourse, which constructs our theories of knowledge. Texts and ideas have the ability to create the reality that they describe, and give authority to and legitimize notions of reality. This authority is power, and therefore, power and knowledge cannot be separate, as discourse creates control over notions of truth and reality construction. This is important when examining the power relations involved in the labeling of notions such as development and underdevelopment, as noted by Escobar (Fox, 1998). This theory is also important when analyzing images. Hall states that images cannot be value free, and are looked at through a lens created by history as well as social relations and cultural construction (1997). Although this is a crucial philosophical area to be explored when evaluating images, due to a lack of space this issue will not be addressed in this paper. However, the social constructions and subjective interpretations of images should be kept in mind throughout the reading of this thesis. 

My primary method of research is utilizing information extracted from secondary sources collected from internet academic databases and university libraries. I have also utilized primary sources in the form of images taken directly from the websites of World Vision, Oxfam, and the American Red Cross. I have been given permission to use these images for academic study by the respective organizations. To avoid a possible bias, I will explore the first five images that appear on each of the NGO’s respective international fundraising WebPages. This essay’s case study will explore three international NGOs and the images they use to raise funds for projects in the developing world. Two of the organizations, The American Red Cross and World Vision, were chosen because they are among the top-grossing international charities in the United States (www.forbes.com /2004/11/23/04 charityland.html), and the third, Oxfam, was chosen because although it is a large organization, it is increasingly focusing on human rights, empowerment, and positive images, as opposed to a simply relief-based approach. 

Furthermore, in order to avoid possible misinterpretations of the images I have studied, I have conducted a discussion group via email in order to gather the opinions of others on the images I have collected. In order to conduct this study, I have completed an ethics proposal and ensured that the questions and methods were aligned with the ethics standards of Dalhousie University. This discussion group was made up of fourth year Dalhousie International Development honours students, and was important in order to account for subjectivity. It has allowed for a more layered analysis of the images, as the participants responses both strengthened my arguments and led me to question my personal interpretation of the images. 
Chapter Two: Inclinations for Donations, and the Rise of Media and Mass Culture

Exploration of concepts such as guilt and sympathy can be traced back for centuries.  In his 1887 essay On the Genealogy of Morals, Friedrich Nietzsche theorizes about modern notions of guilt and pity. Nietzsche criticizes Christian and Rousseauean conceptions of sympathy. He states “watching suffering is good for people, making someone suffer is even better—that is a harsh principle, but an old, powerful, and human, all-too-human major principle” (1920: 67). Nietzsche reflects on earlier periods in history when it was accepted and even encouraged to delight in the suffering of others. He argues that compassion is a creation of human society, and not a natural faculty.                                                                                                                              
Analysis of guilt and compassion can be traced back much further to many other philosophers, such as St. Augustine. In his autobiography, Confessions, written in 398 AD, St. Augustine theorizes the about pleasure taken in the pain of others. He argues that pleasure derived from the anguish of others is contingent on the production of a sense of guilt and sympathy. He questions “Mercy cannot exist apart from suffering. Is that the sole reason why agonies are an object of love?” (1876: 36).                                                                                                                    
 Like Nietzsche, Sigmund Freud traces the origin of guilt though the growth of civilization. When examining the command to “love thy neighbour as thyself,’ Freud states 
the commandment is impossible to fulfill…anyone who follows such a precept in present-day civilization only puts himself at a disadvantage vis-à-vis the person who disregards it. ‘Natural’ ethics, as it is called, has nothing to offer here except the narcissistic satisfaction of being able to think oneself better than others” (1929: 80).
This point is important in order to understand NGO fundraising, and explore power relations necessarily involved in donating funds. Contentment as a product of donating to a worthy cause is not to be condemned, and the necessary power relation inherent in giving to those less fortunate may be unavoidable, but that is not a concern of this paper. Whether NGO images further reinforce the development of unequal power relations is a question that will be addressed.

Elizabeth B. Clark argues that methods of reacting to the sufferings of others, particularly strangers, was instilled in the United States through “evangelical tracts and hugely popular sentimental novelists of the early nineteenth century that did most to teach ordinary Americans to sympathize with, rather than respect or shun, those who suffered” (Clark in Rosario, 425). Sympathizing with others is vitally important for fundraising. In most cases it is crucial that the potential donor feels a connection with the ‘victim.’ Nevertheless, this quote implies that the sympathetic reaction is molded, rather than instinctual. 
In present-day psychoanalysis, there are opposing theories on the genesis of guilt and compassion. Some social scientists argue that these sentiments are inborn. The ‘altruistic gene’ increases the genetic fitness of humans, and thus, increases likelihood of survival. Others argue that generosity is a human construct developed through socialization, with possible motives ranging from adherence to social norms, expectation of return, or guilt (Guy, Patton, 1989: 21). Regardless of the cause, there are key patterns to why and how we react, and what will provoke a reaction as opposed to what we will tune out. These observations are crucial in order to comprehend NGO fundraising strategies. 

In order to fully understand the fundraising tactics used by NGOs, and why some campaigns are more successful than others, it is important to explore what motivates individuals to make charitable donations. Studies show that people are much more likely to react to the plight of an individual, rather than a group of individuals. This is apparent when reflecting on the disappearance of Madeleine McCann in the spring of 2007 in Portugal. Within a few months, over 2 million dollars had been raised for the Madeleine fund. There is also an online store where it is possible to purchase Madeleine t-shirts and bracelets. Song demonstrates this at times seemingly ludicrous tendency when he states that “more than $48,000 was contributed to save a dog stranded on a ship adrift on the Pacific Ocean near Hawaii” (Song in Loewenstein, Slovic, and Small 2006: 1).
Hand in hand with reacting to individuals, donors are more likely to react to a crisis involving a smaller number of people. The results of a study performed by Fetherstonhaugh, Slovic, Johnson and Frjedrich confirmed what is referred to as “psychophysical numbing,” meaning that people are increasingly less sensitive to a crisis when an increasing number of lives are at risk. Our brains’ cognitive and perceptual systems are less able to process the magnitude of a large scale event, but are responsive to a loss of life on a small scale. This is also true in relative terms, highlighted in the fact that  “an intervention that reduces the number of deaths in a tragedy from 2000 to 1000 may be judged substantially more valuable than one that reduces deaths from 99,000 to 98,000” (Fetherstonhaugh, Frjedrich, Johnson, Slovic 2006:2). 
Therefore, it seems that a life is judged more valuable if the ratio of people being saved is higher, regardless of absolute numbers.“In a week when 3,000 people are killed by an earthquake in Iran, a lone boy falls down a well shaft in Italy-and the whole world grieves. Six million Jews are put to death in Hitler’s Germany, and it is Anne Frank trembling in her garret that remains stamped in our memory” (Humphrey in Fetherstonhaugh et al. 2006: 4). This quote demonstrates the linkage between the reaction to the individual and response to small scale tragedies. 

Donors are not only more receptive when faced with a lower margin of victims; they are also more likely to donate if they are presented with less, rather than more information about the situation meriting funds. “Insight, in this situation, seems to breed callousness” (Loewenstein, Slovic, Small: 2005: 3). This can be correlated with the assertion that people are more likely to give to a person who is identifiable. Perhaps too much information may skew the potential donor’s conception of the individual connection between themselves and the ‘victim’ they have personified from the conflict or crisis. This obscuring of the feeling of kinship may make their donation feel less meaningful. 
The studies which indicate less information is likely to receive greater donor response are particularly relevant for international non governmental organizations (INGOs), as many viewers do not have strong background knowledge in development issues to begin with. In fact, a study conducted by Opinion Leader Research in 2002 found that “it is important that news stories about the developing world use clear language and identifiable reference points, and that these stories are made relevant to viewers’ everyday lives. It is clear that making this link with viewers is the most important factor in ensuring viewer engagement in this area of programming.” 
The ‘identifiable victim’ theory is related to another part of NGO strategy: a likeable solicitor. Studies show that good-looking solicitors are more likely to be given funding for a cause (Guy, Patton, 1989). This implies, for the purpose of fundraising, that people are more likely to help a person who is physically attractive. “Attractive people are more likely to be deemed “worthy” of help than unattractive people” (Guy, Patton, 1989: 24). In this context, it makes sense that using campaigns with attractive stars is more effective than images of people suffering in the Global South.  “Celebrity endorsements succeed in large part because they apply a veneer of attractiveness to whatever policy or cause they support” (Kamons, 2007: 146).


Although the images examined in the case studies are not of celebrities, it is important to explore the increasing popularity of this method of fundraising, generally going hand in hand with consumerism as charity. This shift in focus involves a necessary acknowledgement of the power of mass culture. The past couple of decades have seen a consumerist shift towards a commoditization of mass culture. According to Marxist theorist Theodor Adorno, the formation of this consumerist mass culture is simply a method of control that supports the capitalist framework, and that citizens are merely passive victims of this ‘false consciousness.’ While in past generations, many people, academic and otherwise, scorned mass culture, consumerism and the culture of celebrity is increasingly conventional and even celebrated (Reynolds, 2004).

In examining the American Red Cross and mass culture, Rozario takes the argument against the supposedly inherent virtue of altruism one step further. He states that “modern “humanitarianism” is in fact a creation of a sensationalistic mass culture” (2004: 417). He speculates that humanitarianism became popularized at the same time the media began using sensationalized, gory images on a regular basis. This exposure remolded the way Americans responded to suffering by presenting gore and pain as “pleasure producing commodities” (Rozario, 2004: 427). 

Rozario argues that NGOs took full advantage of the sensationalized images being utilized by the media:

even as publicists at the YMCA and the Red Cross continued to speak warmly about the compassion and intelligence of their supporters, they began to imagine donors in much the same way that advertisers were imagining consumers…they were fully implicated in the dominant cultural project of the age: creating a culture of consumers. In so doing they were moving humanitarianism further out of the moral realm and into the dream world of mass consumption (2004: 429). 

This quotation indicates why it is necessary to consider the influence of mass culture when examining NGO campaigns, and to keep in mind the vast influence images can have on mass culture. Rozario also demonstrates that sensationalized images of suffering can be consumed in much the same way as current consumerist campaigns.

As mentioned earlier when exploring notions of compassion, for Freud, the growth of civilization developed through the repression of basic instincts, mainly placed within the parameters of sexual instincts. Freud states that humans are driven by the ‘pleasure principle,’ and that we will actively seek ways to achieve gratification. However, with personal and societal development, we realize that we are constantly confronted with suffering; from our own bodies, the external world, and our fellow human beings. “Life, as we find it, is too hard for us, it brings too many pains, disappointments and impossible tasks” (Freud, 1929: 12). He suggests that methods of avoiding suffering and constructing barriers to escape our unhappiness can be a cause of our pleasure, rather pleasure for pleasure’s sake alone. 
One form of escape is through television. Freud notes “one knows that, with the help of this ‘drowner of cares’ one can at any time withdraw from the pressure of reality and find refuge in a world of one’s own with better conditions of sensibility (1929: 15). It is  important to keep in mind the disconnect for the viewer between images and reality, as the reality displayed through televised NGO campaigns of humanitarian crises and the like is constructed through images. 
Despite Freud’s seeming distain for the television, the rise in mass media has allowed for images to be spread across the globe at lightening speed through TV and the internet. However, the bombardment of global imagery is a key contributor to the development of mass culture and the homogenization of lifestyles. Furthermore, the way in which images represent ‘the other’ can reinforce paternalistic, neo-colonial attitudes. Yet it can have positive implications for increased understanding and feelings of affinity with people in the South and across the globe, provided these sentiments are not patronizing. This feeling of similarity and connectedness is essential for people to feel inclined to make donations to a cause or victim. Advancements in technology allow people to take collective action on a crisis, and to stand up in moral outrage or solidarity over an issue. When referring to the mid-80’s famine in Ethiopia, Michael Ignatieff reflects 
TV brought public pressure to bear upon the bureaucratic inertia, logistical stumbling blocks, and ideological excuses that had allowed a long predicted food crisis to become a disaster … television helped to institute a direct relation of people to people, which cut through bilateral government meditations…it created a new kinds of electronic internationalism linking the consciences of the rich and the needs of the poor” (Ignatieff in Tester 2004: 90).
Ignatieff speaks of the two conflicting manners through which images can be seen and interpreted, “either as an instance of the promiscuous voyeurism a visual culture makes possible, or as a hopeful example of the internationalization of conscience” (Ignatieff in Tester 2004: 90).  For me, it seems these two equally probable reactions combined engender a donor response. This connects to St. Augustine’s assertion that we delight in exploitation and suffering, but we also react with conscience either as a result of, or in conjunction with, this sense of pleasure. 
Although technological advances allow us to view a multitude of images and to learn about crises that may have otherwise gone unnoticed, there is a danger that the plethora of natural disasters, food shortages, and conflicts may result in overexposure, causing viewers to tune out and separate themselves from the reality of the problem, or be overwhelmed into inaction. Robins argues that images distance us from the weight of the tragedies they are meant to convey, creating a paradoxical relationship. “What is achieved is a condition in which exposure to the world’s events is maximized, whilst, at the same time, exposure to their consequences is minimized” (Robins, 2001: 17). 
Technology and mass culture both allows for, and necessitates NGO campaigns that attract from the seemingly endless array of sensory enticements monopolizing our attention. The desire to institute change is hindered by both public inconsistency and global media. The media plays a key role in the creation of images, as they are the main distributor for NGO campaigns. 
The media has criteria from which they select images and campaigns to support that may not comply with the vision of global humanitarian organizations. Although NGOs are able to create their own advertisements and fundraising priorities, they often need to work in conjunction with the media to draw attention to an issue, especially in times of crisis. NGOs are increasingly adhering to media logic, by ‘branding’ themselves in the media. They produce “regionalized and personalized "media packages" to court media attention…In such ways, aid agencies have become increasingly embroiled in the practices and predilections of the global media and can find their organizational integrity impugned and communication aims compromised” (Cottle, Nolan 2007: 862).  This rebranding creates complications as the media 
are drawn selectively to images of distress…rather than issues of structural disadvantage or the politics that determine and shape the scenes of skeletal figures that appear like ghosts on our TV screens. The media lens is peculiarly insensitive to the distant suffering of others and, based on geo-political outlooks and historical legacy, is apt to see through a prism of ethnocentrism and Western-led interests (Cottle, Nolan, 2007: 864). 
The pressure to make a campaign relevant for the media may force some NGOs to shift their focus and priorities in order to capture as much attention as possible to issues in the Global South. The methods used to attract viewer attention will be explored in the following chapters. 
Chapter 3: Poverty Pornography: The Starving Baby Syndrome
As was demonstrated in the previous chapter, technology and mass media have become an outlet for people to learn about the world, but can also detract from the gravity of an issue, particularly in the present climate of consumerism and pop culture. This chapter will explore the attention grabbing tactics of presenting images of starving, disempowered ‘victims’ all to common on the TV, internet and billboards. These sensationalized images of victims in physical decrepitude and seeming spiritual dishevelment have been extremely successful at generating donor support. This section will explore possible reasons why these images are utilized as a fundraising tool. 
Images of extreme poverty are referred to by critics as ‘poverty pornography.’ Consumption of this ‘pornography’ can be attributed to our increasingly insular lives, protected from death, violence, and destruction (Sontag in Rozario, 2004). The implication of the label is that images of extreme suffering and starvation “exposes something in human life that is as delicate and deeply personal as sexuality, that is, suffering. It puts people’s bodies, their misery, their grief and their fears on display with all the details and all the indiscretion that a telescope will allow” (Lissner in Cohen, 178).  This, as Ignatieff indicates, turns the viewer into a voyeur. The viewer has a sense of supremacy and ownership over the victim, further reinforcing power relations. Disempowering images create a commoditization of poverty, as these pornographic photos allow the viewer to commoditize the suffering apparent in the photo. 
Unfortunately the global poverty and adversity existing on a daily basis is not sufficient to make the news, and selection of which disasters are covered seems arbitrary at best. “Conditions which are endemic, widespread and supposedly intractable-hunger, disease, poverty, famine, infant mortality and discrimination-are not newsworthy in themselves” (Cohen, 2001: 172).  Studies indicate that a sense of urgency is vital in securing donor funds (Guy, Patton). This urgency is best conveyed using stereotypical images of victims who will probably not survive long enough to receive the aid-as there is no denying the urgency of a starving family. Furthermore, with increasing competition amongst NGOs and other interest groups for media coverage, there may be a need to present one’s own campaign as more significant and urgent than others, in order to secure donor funding. This may in turn relate to the use of increasingly extreme images in order to distinguish, for example, one drought from many others. 

This tactic is problematic, as with the vast number of crises meriting aid, the accompanying arresting images can be too many to process and may overwhelm the viewer into inaction. Many people have become desensitized to these crises, an effect which Cohen dubs a collective form of Attention Deficit Disorder. Too many images of suffering children tend to produce a numbing, as indicated in the study by Fetherstonhaugh, Slovic, Johnson and Frjedrich.  This is undiplomatically summed up by Joseph Stalin: “one death is a tragedy, one million deaths is a statistic” (Stalin in Moeller, 1999: 34).

Therefore, the focus on the individual is important, particularly women and children. Cohen gives the following criteria in order to receive exposure for famine food aid: “People must already be starving to death; the causes and solutions must be simplified…Mothers and children are ideal victims- men are associated with violent ‘factions’ or ‘war-lords’, and seldom seem to be hungry (they are too busy being photographed brandishing guns)” (Cohen: 2001: 176).

Concerns arise when, at times, these images may be the only effective manner to bring an issue to the attention of the public. Media and donors are fickle, and it is difficult to sustain their attention. However, the crass facts is, death sells. Former Boston Globe correspondent Tim Parmer states “people being killed is definitely a good, objective criteria for whether a story is important. And innocent people being killed is better” (Parmer in Moeller, 1999: 34)

Pictures of suffering children are a particularly effective fundraising tool, as it is difficult to implicate a child as a cause of their own poverty. Studies find that children staring straight into the camera generally increases the response from donors. Studies also indicate that “the most influential campaigns are those that reinforce predispositions” (Moeller: 1999). This could be why NGOs may also feel compelled to use images of stereotypes and oversimplified messages in order to gain donor attention. “Images of a crisis and their accompanying metaphors rely on a repertoire of stereotypes: the heroic doctor, the brutal tyrant, the sympathetic aid worker, the barbaric mercenaries, the innocent orphans, the conniving politicians, and so on” (Moeller, 1999: 43). This necessity for simplification can explain why there are so many fundraising images of the African ‘victim’ and the white ‘hero’. In Rwanda, “donations skyrocketed since the focus of the disaster switched form civil war and genocide to the plight of stranded refugees and children suffering from disease and starvation” (Moeller, 1999: 305). This shows the effectiveness of depoliticizing the issue, achieved through images of malnourished babies.
Sometimes images of starving babies are not adequate. Viewers need to feel a connection with their own comfort zone to be compelled to give. As mentioned earlier with reference to Stuart Hall, it is crucial to examine the power relations inherent in photographs and images as a part of culture, or in Marxist terms, a purveyor of dominant ideology. Images must have a connection for the viewer in the Western world, and each image is attached to an ‘ideological construct.’ For instance, the Tiananmen Square photograph of the lone man who stopped approaching tanks “became a symbol of freedom and individual rights to Americans. In China, that same image was used to demonstrate that the troops had exercised humanitarian restraint in not mowing the man down…imagery reflects a culture’s ideology, its self-image and its relation to the world” (Moeller, 1999: 50).
The question is, how do images of suffering women and children in the developing world define Northern conceptions of ourselves and others? A study performed by Oxfam determined unequivocally that images used in NGO fundraising campaigns and by the media reinforced stereotypes of the Global South (Fox, 1998). In fact, a survey by VSO found that “80% of the British public strongly associate the developing world with doom-laden images of famine, disaster and Western aid, [and] 74% of the British public believe that these countries “depend on the money and knowledge of the West to progress” (VSO, 2001: 5). Furthermore, when reflecting on the developing world, key words suggested by respondents were war, famine, debt, starving people, natural disaster, poverty and corruption. Clearly images reinforce concepts of superiority/inferiority, or giver/receiver relationships. Seeing the developing world as part of a one-way relationship rather than two ways limits our ability to learn and grow from other regions and cultures (VSO, 2001). 
Despite these ethical concerns, images of suffering are effective because they elicit a sense of guilt in the potential donor. Now that the viewer has seen an image of starvation, they may feel, in a sense, complicit in this suffering if they do not act. The problem is that action is associated with the donation of funds, and in many cases, money does nothing to address the structural imbalances inherent in the system that creates conditions which enable poverty and famine to take place. These conditions are generally “portrayed in the media (and by most NGOs) as a series of disconnected tragedies, having little to do with each other or the North…the public knows little about people’s efforts to help themselves, little about the fact that Third World loan repayments outstrip aid budgets which, in any case, are a pitifully small part of government expenditure” (Smillie, 1995: 142). 
The ‘pornographic’ images have been immensely effective at raising funds, however they obscure the important political, social, and economic causes of famine. Food aid is not the answer to starvation, and famine cannot be averted through rice alone. Most images do not touch on other potential contributing issues such as corrupt governments, unfair trade rules, unequal distribution of land and resources, along with poor environmental and agricultural policies. Only the image of the helpless victim remains ingrained in the viewer’s memory: “One has to understand that fundraising posters have the purpose to convince the public that financial support is needed to solve a particular problem that cannot be solved by the people at stake” (Lamers, 2005: 51).

Chapter 4: Star Power: Celebrities and Consumerism to the Rescue

By the mid seventies, images of the starving African began to be criticized by ‘radical’ development workers, corresponding with the emergence of neo-colonial and dependency theories.  These critics called for an increased focus on education, as “pathetic images of starving children, helpless and dependent, perpetuated a patronizing, offensive and misleading view of the developing world as a spectacle of tragedy, disaster, disease, and cruelty” (Cohen 2001: 178). 
The alternative image trend continued through the eighties, and was reinforced through considerable backlash against media and aid agencies following the Ethiopian famine. The images almost entirely reflected helpless victims, and did not show what organizations and individuals were doing proactively on the ground to cope with the shortage (Lamers, 2007). The images also oversimplified the issue of famine. Viewers were led to believe the food crisis was “caused by drought and solved by relief…the famine was largely created by the counterinsurgency strategy of the [Ethiopian] government, a fact that few [non governmental organizations] pointed out at the time” (De Waal in Waters, 2001: 50). By 1990 the cry for education and just representation was widespread. However, the shift may not have been entirely caused by moral reconsiderations, but also with viewer jadedness or overwhelmed inaction, referred to in the previous chapter as ‘compassion fatigue.’
NGOs have begun to shift away from images of disempowerment, suffering and tribal images of the simple, exoticized, and eroticized native; however these stereotypes are still present in the advertising strategies of many NGOs. Although there are thousands of NGOs working to achieve a variety of social and political aims from the far left to the far right, there is a consistent strain of criticisms generally applied to NGOs working in the Global South. Most criticisms are focused on the actions, rather than the intentions of development NGOs. 
“Since their inception, NGOs have been criticized for prioritizing aid over building constituencies in the north-constituencies that support development and global justice” (Edwards in Smith, 2004: 742). Although this criticism is justified, even it places emphasis on the North, rather than the South, as the key agent in development. The growing cry for the need to switch away from relief aid and towards global constituency building has recently been revitalized, through an increasing realization of the potential of global civil society, the growing strength and autonomy of Southern NGOs, and a lack of poverty alleviation that has forced a reevaluation of current methods (Smith, 2004). 
The structural shift of many NGOs towards alternative approaches to development has been widely celebrated. In a neo-liberal global framework, it is more important than ever to encourage a transition to civil society based approaches to development. Many see NGOs amongst the primary actors posed to encourage this shift. For instance, Ulrich Bech views humanitarian organizations as “leading actors in the transition from ‘‘a nation-state to a cosmopolitan world order’’ and as a potent force in the ‘‘meta-power of global civil society’’ (Bech in Cottle; Nolan, 863).
Although this shift is incredibly important in terms of societal and structural shifts in both mentality and action in the North and the South, difficulties arise when this ideological shift is put into a fundraising context. A multitude of tensions exist between portraying the need for material relief from, at times, life and death situations, and the desire to portray empowerment, entrepreneurship, and happiness. While many NGOs are criticized for using images that overdramatize and sensationalize the suffering of those in the Global South, there is also the problem that showing only positive pictures may not generate donor response and may be unrepresentative of the situation on the ground. “The paradox is that you have to arouse concern by claiming that the problem is deep-seated and intractable (“things are getting worse’), but simultaneously elicit support by claiming that your work has led to some improvement (‘we have made things better’) (Cohen, 2001: 220). When referring to the difficulty of presenting models of alternative development, Kaufman and Shrewprasad state 
there is a danger that in order for NGOs to show they are effective at empowering people, NGOs will feel obligated to present images of happy, empowered people, which may mask or inadequately represent the very real situations of extreme poverty, marginalization, and exploitation that exist in the South (2005: 2). 
Through increasing criticisms of disempowering imagery, many NGOs have shifted their focus towards positive, empowering images. This shift can be partially attributed to a new generation of potential donors who are more cynical than the generation before them. The new donor wants to see their donation being spent effectively and producing results. This new generation has also influenced another emerging fundraising strategy: celebrity consumerism. 
NGOs are also increasingly turning to celebrities to support their causes. Although these images will not be explored in the case studies because of an objective methodological approach that only examined the first 5 webpage images displayed, World Vision, Oxfam, and Red Cross all utilize celebrity spokespeople. This trend poses interesting questions for development studies, such as why are these campaigns so successful, and what implications do they have for perceptions of development in the South as well as the North?

Stars have a sex appeal and influence that NGOs simply cannot achieve on their own, as international development can be perceived as dry, technical, and confusing. The power of celebrity to garner attention and motivate donors is apparent in the example of Sharon Stone leaping off her chair at the World Economic Forum in Switzerland, and “pledging $10,000 of her own money to buy mosquito nets for Tanzanian children at risk of malaria. She then exhorted the audience to “just stand up, just stand up. People are dying . . . and that is not OK with me.” In five minutes she raised $1m” (Lee-Potter, 2005: 32).
Celebrities have been incredibly successful at raising awareness and funds for HIV/AIDS, poverty alleviation, and a plethora of development issues. The most obvious examples are U2’s Bono and Angelina Jolie, but a multitude of other stars have jumped on the advocacy bandwagon, from Leonardo Dicaprio to former Spice Girl Gerri Halliwell. Stars also wield power in the political sector. Arnold Schwarzenegger is the governor of California. Jackie Chan is a UN goodwill ambassador. Politics, news, and entertainment are merging like never before. The death of Diana, Princess of Whales received more news coverage in a week than “the landing of US troops in Somalia-or even the OJ Simpson trial, the Mississippi River floods or Hurricane Andrew. Diana most clearly represented the 20th century phenomena of the melding of news and entertainment, the vanishing boundaries between newsworthy events and celebrity spectacles” (Moeller, 1999: 34). Furthermore, Diana was also able to amass large public support for banning landmines, which received little coverage before Diana attached herself to the cause. 

Thus, NGOs need to be pop culture savvy to engage the public and generate campaigns that resonate with today’s potential donor base. Referring to environmental NGOs, the author of Shell’s Profits or Principles report states “if they can’t understand why Big Brother or Hello magazine are so interesting to so many people, then they’ll never realise why sustainable development will be so uninteresting to them” (Knight in Wright; Hooper 2001: 2). The problem arises when the glamour of an attractive campaign overshadows or mistranslates the issue.                                                                                                                                                        NGOs presently have to work harder than ever to garner public support for development issues. “Government cuts to social spending through the 1990s hit the sector hard, decimating an important revenue stream and leaving not-for-profits with little choice but to duke it out in the marketplace” (Reynolds, 2004:1). This may be the reason why NGOs are increasingly utilizing celebrities and consumer items to support their cause. With so much competition for an increasingly shrinking pool of funds, it is not enough for the donor to merely feel good about their donation. They need to be offered an incentive to give to one organization versus the innumerable others competing for funding. 

Non governmental organizations are also facing a shifting potential donor base and increasingly must appeal to a younger demographic to raise funds. “Faced with such dilemmas, the savvy organizations are adopting the language of survival: terms like branding, demographic shifts and target audiences” (Reynolds, 2004: 2). With a changing demographic, it is sometimes necessary to alter campaign strategies. The baby boomer generation is aging; a new generation of consumers with disposable income will soon be taking their place. “In 10 years only 4 percent of donors will be from the prewar generation, and those currently in the 24-to-35 age bracket will start moving into middle age, becoming charities' bread and butter. A lot of the traditional organizations are putting blinders on" in not pitching to younger donors…It'll be a crisis” (Nichols in Reynolds, 2004: 3). 

Hand in hand with consumerism, this new demographic is also more inclined to trends than their parents’ generation. “When Lance Armstrong's cancer foundation partnered with Nike to sell US$1 yellow wristbands, with proceeds going to the foundation, youth embraced the products with enthusiasm. Twenty million bracelets have been sold so far, and they've become ubiquitous on American college campuses…Clothing chain American Eagle Outfitters now peddles bracelets in four colours linked to different charity partners” (Reynolds, 2004: 4). 

The multitude of wristbands can be bewildering, similar to the ambiguity that can arise with celebrity endorsement of various causes. For instance, at the Live8 concert, 
Nelson Mandela handed out white bands for Make Poverty History in central London, but the same colour is also used by anti-abortion campaigners. Blue stands for anti-bullying, anti-Bush and research into prostate cancer. Nor is it clear that wristbands contribute much to fundraising. Some are sold on market stalls with no connections to the original causes (Synovate in Anon. 2005: 30). 
It is not only wrist bands that can be bewildering when exploring images of celebrities promoting development issues. Live Aid, brainchild of former Irish musician Bob Geldof, was organized to raise funds for the Ethiopian famine. The campaign was incredibly successful in amassing donations; however “the celebrity story practically eclipsed the cause. In covering Live Aid, reporters became caught up in the thrill of watching Mick Jagger and Tina Turner cavort on stage” (Moeller, 1999: 119). The danger in celebrities pushing causes is that they are the focus of the story and the images, rather than people in the South. 

It is this confusion and skewing of messages that is often used as a critique of celebrity/NGO partnership. Chris Martin, an Oxfam campaigner, posed with a plow in Mexico on a recent promotional tour for the Make Trade Fair campaign. He stated “I know full well that you have to kind of whore yourself around. But we don’t care about looking like idiots . . . We look totally stupid standing behind a plough. But that doesn’t matter as long as you get the words ‘make trade fair dot com’ in the newspaper.” (Lee Potter, 32). The problem arises when celebrities misconstrue the issues by presenting images that may be unreflective of a campaign’s priorities in order to gain exposure, or when the celebrity acts contrary to a campaign’s priorities, such as prominent PETA supporters like Naomi Campbell being photographed wearing fur.
Although celebrity engagement may bring attention to an issue, there are obvious quandaries inherent in an affluent, attractive Westerner speaking for a development issue, and in some cases speaking for people in the Global South. However, it is not only celebrities that are stealing the spotlight from the issues in the Global South. In many of the trendy campaigns popular amongst young people, such as Product Red
, the focus and agency is on the actors in the North, rather than the South. When referring to empowerment, Cohen states “instead of referring to the ‘objects’ of the appeal, it refers to giving the ‘subjects’ (the Western public) the power to act” (Cohen, 2001; 206). 
Moreover, sometimes the message gets lost in the delivery. “ Critics contend that while celebrities may succeed in engaging the public, they rarely do so without diluting the message they are trying to convey…celebrities often prove reluctant to wrestle with ambiguities and quick to gloss over the very distinctions that give a position importance” (Kamons, 2007: 146). This relates back to the supposed necessity of a simple message. Product Red’s images of celebrities and products with the slogan of “Buy <insert product here>, Save A Life” grossly oversimplifies Northern aid.  All the same, it is important not to make the issue too complex, as “complexity may give an alibi for passive bystanding: ‘It all looks so complicated…Who can tell if this is what’s really happening?...Who are the good and the bad guys in the story? No one can make an informed judgment about what’s going on’” (Cohen, 2001: 207). 
Many major NGOs utilize images of celebrities that at times seem like glossy advertising campaigns rather development related campaigns.  In some cases international NGOs themselves act like companies, as opposed to organizations. “Like many transnational corporations, they have maximized growth through the successful international manipulation of pricing, marketing and product” (Smillie, 1995: 212).
John Berger, a Marxist art critic states “publicity is the life of this culture-in so far as without publicity capitalism could not survive-and at the same time publicity is its dream” (Berger, 1972: 154). In this context, publicity refers to consumption, which, Berger claims, implies sexual desirability. The connection between celebrities, sex appeal, and consumption cannot be understated when exploring images of celebrities campaigning for development. 

Although celebrities holding cell phones may look great on billboards as a fundraiser, there is no sense of connection with the Global South, the issues behind poverty, or the fact that the global capitalist system supporting the consumer’s desire to buy a Product Red Product is the same system that is deeply embedded in the exploitation of the developing world. Organizations which use images and catalogues of products to raise funds “encourages us to think of ourselves not as links in a chain but rather, as the center of the world, encouraging a story of “feel-good capitalism” as well as “warm, fuzzy geopolitics”  (Kaplan in Fox, 1998: 255). 

Some in the sector confess to a discomfort with all the corporate tie-ins and pandering to pop-cultural trends. But they fear that failing to play the marketing game will make them impoverished, irrelevant and eventually invisible (Reynolds, 2004: 3). This polemic is what this paper hopes to convey. It would be shortsighted to criticize celebrity endorsement of causes, as the exposure they are able to bring to issues that might otherwise fall to the wayside is monumental. The issue is what they are really representing, and what these images imply about donors in the North and recipients in the South. 
Chapter 5: Case Studies: World Vision, Oxfam, and the Red Cross
This section of the essay is a case study of images used in the fundraising campaigns of three NGOs: World Vision, Red Cross, and Oxfam. As stated in the introduction, the first two organizations were selected as they are among the top-grossing international NGOs in the US (Forbes). The third organization, Oxfam, is a top charity in Britain, and was selected as an example of an NGO which focuses on ‘alternative development’; while at the same time maintains global clout and influence. Some images are criticized, while others are analyzed according to possible fundraising motives and strategies. All images are located in the appendix.

The photographs analyzed were selected through a process designed to maintain objectivity in the collection of the images studied. Upon arrival at each website (Oxfam.org, Worldvision.org, Redcross.org), the ‘Donate Now’ or equivalent fundraising tab was chosen, and the first five images displayed on the fundraising sections of the websites were selected for further analysis. Prior to analysis, t is important to note that I am not a social scientist, nor to I claim to be. Furthermore, this is a selection of 3 NGOs.  It does not claim to be representative of all non governmental organizations. It is also important to emphasize once again that although these case studies do not include of celebrities, all three organizations use celebrity partners. 
Fundraising is a professional industry, and when organizations spend millions of dollars on campaigns, it can be assumed that the images employed are selected from a multitude of other images and cropped, photoshopped, and made glossy. In the British magazine Professional Fundraising, one can find a vast array of companies advertising to partner with non-profits. “The range is enormous: advertising agencies, direct marketing companies, event management firms, legal series, printers, firms specializing in ‘prospect’ research, public relations, telephone fundraising and how to get information into doctors’ waiting rooms” (Smillie, 1995: 154). It can therefore be assumed that the images displayed have been very critically analyzed before being selected to appear on the portion of the website directed at potential donors. “It is not the subject alone that makes the statement, it is the subject married to a technically proficient, stylishly appropriate packaging that reverberates in out memories” (Moeller, 1999: 42).
World Vision

 World Vision spends a colossal amount of money soliciting donations. In 2007, the organization spent 88 million dollars on fundraising, an increase in 11 million from 2006 (http://www.worldvision.org/ worldvision/comms2.nsf/ stable /ar_financials ?Open &lid =20032&lpos =main_fla_ arfinancials). Although World Vision has been subject to harsh criticisms because of its often ‘pornographic’ images, it is extremely successful at rallying funds. “In Canada, Australia, and New Zealand, World Vision raises more money than all other NGOs in those countries combined” (Smillie, 1995: 117). World Vision, along with other international NGOs, has been criticized for its child sponsorship programs by many academics and organizations, including the UNDP. These programs are problematic, as they can enforce a patronizing, possessional sense of children in the developing world.                                              
Nevertheless, in 1990 there “were probably around 2 million Western “foster” parents of  “Third World” children, and it continues to be seen as one of the most  successful ways of raising funds” (Smillie in Smith, 2004: 743).  Although foster parent oriented NGOs are increasingly shifting away from paternal notions of ownership towards community based development, a continued sense of tenure is clear on the World Vision website. Child sponsorship is the main theme of the organization’s homepage, and it is possible to click through a slideshow of potential sponsorship children and learn personal tidbits about each child, such as their age, health, chores and favourite subject. The fact that these children have a favourite subject indicates that they are able to attend school, and therefore probably have closer access to clean water and other basic amenities that afford them the time to go to school everyday. However, the images imply these children are in dire straits, though the viewer is not in a position to know whether this is the case. The uncomfortably unifying feature of these images is that every potential sponsorship child is grim-faced and unsmiling. Cohen notes “hundreds of photos were rejected to find faces of eighty children who don’t smile” (2001: 183).  
These stereotyped images are further reinforced through language such as <name of child> has been reserved for you to sponsor within the next 5 minutes (emphasis added). Lidchi labels this “‘consumer aid’ in which African subjects are objectified and then transformed into consumer ‘items’” (Lidchi in Smith, 2004: 747). Although these images are the reverse of consumerist campaigns, the notion of ownership is apparent in both fundraising practices. 


The next image, an appeal for African food aid, shows an African child obviously suffering from extreme hunger or starvation. Although the photographer has given the child some dignity by not showing his emaciated body in its entirety, it is obvious from his fragile arms and jutting shoulder blades that the child is suffering from malnutrition, and is victim of the ‘swollen belly’ so often seen in pornographic images of starvation.  The child seems helpless, and the enlarged appearance of his eyes due to the seemingly disproportionate size of his head in comparison with his shrunken body makes the hopeless nature of his stare really tug at the heart-strings.  Although the child is the principle focus, a closer examination of the image background reveals people leaned up against the wall and trash littering the surrounding area. The photo is shot from above, and downward focused camera angle automatically placing the viewer in the position of power. The wording beside this image also generates a visual picture, using words and punctuation that create mental imagery for the viewer: “every 6 seconds, a child dies at the hand of a silent killer. Hunger.” 
This image is not entirely aligned with the disempowerment strategy, as the child is wearing a brightly coloured necklace around his neck. This necklace could be representative of hope, or show that he is cared for, even if his immediate needs are not being met. One honours IDS student, a contributor to the online discussion, stated “the thing that my eyes went to immediately wasn’t the big sad ‘help me’ child eyes, it was his colourful necklace”
The third image, attached to a caption for disaster relief, shows a woman comforting her child. The image does not appear to be particularly patronizing in any way, and gives prominence to a caring relationship between mother and child. To me, a sense of desperation seems to be visible in the child’s eyes, however another student mused “it doesn’t make me think they need my help.” The strategy behind this image could be to show the commonality across humanity as a tactic to raise funds. Although this caption is for disaster relief, the image does not provide an explanation, or context for the image. Perhaps this is because a statistic would take away from the connection the viewer feels with the individual mother and child, shown to be more effective than mass disaster statistics and images (Loewenstein, Slovic, Small).            

The fourth picture, encouraging donations for medical supplies,  presents a black doctor caring for a black child, a refreshing change from pictures in which a white doctor is caring a Third World child. This image shows that the child needs help, while at the same time it does not sensationalize the issue. This is in contrast to another extremely successful health related campaign by the organization, wherein World Vision sent a mail out with a “bright orange side flap that displayed a photograph of a small boy with a distended stomach. On the other side of the flap were pictures of different types of worms and brief descriptions of the illnesses caused by them. Bold pullout quotes on the letters said, "WORMS. They can consume a child's body, causing terrible pain, a swollen belly, malnutrition, and death” (Bermudez, 21: 2007). This campaign was incredibly successful because it employed sensationalism and eye-catching designs to bring attention to an otherwise unpopular issue. This demonstrates the varying tactics and imagery used even within the same organization for the same cause.                  
Image 5 shows a child suffering from the cold. This picture focuses on an element often disregarded when talking about relief efforts: that of extreme cold.  The little girl’s expression seems coaxed, and one student called the expression “contrived.” The sensation of cold is one that more people in the global North can relate to than the feeling of stifling heat. The language also indicates an effort to make this issue relevant to potential donors, through reminders of their own children or childhoods. The caption reads “some little ones-the poorest of the poor-have only tattered rage or even no clothes to wear at all. They are ashamed of the way the look and are often taunted by their classmates.”  The idea of being teased or ostracized at school is a sentiment that anyone can relate to, and can normalize the situation, which is a key fundraising strategy: “perhaps this couldn’t happen to you, but it could happen to people like you and for reasons you can imagine” (Cohen, 2001: 217). Also, using the expression ‘little ones’ instead of children seems to have a connotation of cute, likeable, yet perhaps helpless children. 
American Red Cross

 The images displayed on the fundraising portion of the Red Cross website are the same regardless of whether or not the potential donor chooses the ‘International Response Fund’ or varied domestic initiatives. This analysis is also slightly different, as the Red Cross only displays 3 images on the fundraising portion of their website, with 2 in a collage format. 
The two large images used by the Red Cross utilize several different tactics. They show both suffering and happiness together in a collection of images, which may be a more just representation of the Global South. Only showing images of smiling faces is problematic as it may undermine the challenges in the South, while showing pictures of extreme hardship and hopelessness also detract from the issues. The problem with these images is that the white Red Cross workers are the only people with agency, holding children in their arms, which raises the question: where are these children’s own families? The Red Cross has chosen to use images that portray children who are obviously facing hardship, but not all the children displayed are completely alone and without agency. The use of children is telling, as it is a consistently effective way to raise funds. “Using children allows NGOs to raise funds for politically loaded topics in a relatively neutral way” (Lamers, 2005: 42).  Photographs of children are valuable as they are able to convey the magnitude of a situation without needing to explain the cause. For an organization such as the Red Cross, with a relief-based, ‘neutral’ approach, this type of image is probably most aligned with their priorities. 
Nevertheless, the use of children in positions of vulnerability can act as symbolism for the South’s seeming dependence on the North for food and monetary aid. “Using children in fundraising campaigns symbolises the weak, vulnerable and dependent position that developing countries have in relation to the stronger, richer and more dominant developed countries” (Lamers, 2005: 49). However, this is not relevant for all the images, as the second collage contains an image of an elderly woman that appears to be taken in the US, and interestingly, is one of only two photos that do not include children. As was stated earlier, images which reinforce predispositions are most effective when displaying fundraising images. Perhaps that is why this images look like they could have been taken from any famine or natural disaster.


The first collage is indicative of the infinite ways of interpreting images, and the importance of keeping subjectivity in mind when analyzing imagery. One student noted “development in practice and smiling faces it makes me want to be a part of it”, while another stated “This is awful, a before and after picture. On the left is the starving kid, showing us Westerners how bad they have it in Africa. On the right is a white woman with a well-fed baby, as if to say, “if we just donate money, we can solve all their problems” VERY condescending.”                                                  
The image apart from the collage, that of the Red Cross worker and the smiling child, takes the tactic of portraying happiness to the next level, and is perhaps an over-idealization of Red Cross work, which may detract from what Red Cross workers actually do on the ground. However, as stated earlier, fundraising agencies find it more beneficial to have an aesthetically pleasing picture with less attention to stats and issues behind the immediate need for aid relief, and this picture has clearly taken this route. One of the honours students states “a little much. Happy children being carried around by Red Cross workers…is that what they do?       

This promotional image of the white aid worker and smiling child is utilizing the tactic of familiarity. Donors are more likely to give to people with whom they can relate. In fact, a communications officer for the Australian Red Cross notes that in securing funding and coverage 









primarily we try and focus on the delegates that work with the International Red Cross overseas. They’re the stars of our organization in many way and usually our best bet in securing media coverage… a local hero from your neighbourhood is now working in a disaster zone or conflict zone” (Communications Officer, Australian Red Cross, in Cottle, Nolan 2007: 870). 
The danger in using images of familiarity is presenting white workers performing tasks that could otherwise be done by persons within the community, or by showing the person from the South as a helpless victim awaiting aid from the ‘local hero’ from your (white, Western) ‘neighbourhood.’ This hero mentality is apparent in the collage images, which were referred to as “really American” by one honours student. The images of the collage are certainly action shots, and the collage style intensifies this character. Rozario states that the American Red Cross exploited the connection between patriotism and humanitarianism, and contributed to the ‘militarization of charity.’ It appears by the images displayed on the fundraising portion of the website that the Red Cross continues to master these techniques. 
Oxfam

The images utilized on Oxfam’s website have a semblance distinct from the Red Cross images. In these pictures, bright colours and smiling faces are the norm. Although Oxfam’s images focus on empowerment, this was not always the case. In the mid 1970s a photo released of “the tiny hand of a starving Biafran child being held by the director of Oxfam was denounced as a metaphor of the ‘feeble, childlike Third World enveloped caringly by the big superior Western man who stoops to meet it out of the goodness of his heart;” (Lidchi in Cohen, 2001: 178). Although Oxfam shifted its focus in the early 90s, it was still criticized for using images of ‘exoticism’ to raise funds. This shows how the ability of NGOs to shift campaign strategies is undoubtedly an attribute to their success and wide base of support, which can probably be credited to their large fundraising budget.  At Oxfam’s American office alone, the annual financial report indicates 8,230,000 dollars were spent on fundraising in 2006 (Oxfam.org).
The only negative picture to be analyzed is image 1, which comes from the emergencies portion of the website. The picture shows the hardship of getting water, while at the same time indicates the agency of this person to collect it. The animal may be employed in the manner as children- we cannot implicate this probably tired and hungry donkey in its own downfall. This picture is attached to a caption about the conflict in Darfur. As I chose to explore the images used by Oxfam because of its political focus, I was disconcerted to find the link to the crisis in Sudan/Chad page mentioned the words crisis and conflict, but failed to explain the reasons behind the conflict or the international politics involved in the issue. The sole focus of the article was the displacement of millions of people. This is certainly an urgent issue that needs to be resolved, however, I was surprised to see that it was only the need for shelter that was explained on the webpage, and only 1 feature story provided some political context to this issue. 

The next image is bright and cheery, and the smiling face in the picture impels the viewer to smile back. This worker is obviously extremely productive, as the fruit of agricultural labour is shown in the background. The context of this image is not made known to the viewer. This image could possibly demonstrate the capability of workers in the Global South to maintain a productive harvest without green revolution tools. The image shows agency, and the tactic of this photo seems to be to draw in the viewer through the affability of the worker. The context is not needed, because the donor feels a connection with the individual. However, the problem with the multitude of agricultural related images displayed on the Oxfam website is that they may contribute “to the making and instutionalisation of the existing ‘myth’ by their subtle but persistent depictions of a stereotyped ‘agrarian’ Third World made up only of farmers” (Dogra, 2007: 170). This image also falls prey to the trap of making people seem too content and successful to need aid. One student noted “I’m almost waiting for the infomercial-lame.”

The next image shows a person of darker skin either teaching or questioning, but it appears from the authority of the hand gesture and the blurry body language of the other person in the picture that this man is teaching. Oxfam coordinates with local people in order to aid with development projects, and rarely sends Northern workers if a job can be done by community members. This person seems thoughtful, and the scenario of the image is left to the viewer’s imagination, particularly because a profile shot portrays the person in the image. Once again, the tactic in this image seems to be the empowerment tract.  This image also highlights the importance of recognizing different interpretations of images, as one student thought that this image may be of a missionary from a Christian organization. 

Image 4 is of three smiling girls. Oxfam has shifted its focus to women’s empowerment, so I was surprised at the lack of pictures of females on the fundraising portion of the website. The method here is similar to images 2 and 3. The children in this picture are likeable, happy, and seemingly empowered. Problems arise if these images are not accurate representations of a community. The fact that these girls seem to be cleanly dressed, the worker in image 2 had a wide array of crops and in image 3 was an educational setting, seems to be showing the results of donations filtered through Oxfam’s programs. The only danger may be to overemphasize the positive in these images. Referring to an Oxfam campaign photo of a smiling woman, Fox states “while the photographer probably elicited a smile at the moment the picture was taken, it is hard to imagine that the women pictured approaches her work with the exuberance depicted” (1998: 257). However, perhaps she does, and by criticizing positive images we are not allowing for the possibility of happiness outside of a Western capitalist framework. There are a multitude of grey areas intrinsic in image analysis.  

Image 5, which elicited the least response from the participants in the survey, is aligned with the ‘help others help themselves’ mentality. It can be supposed that most viewers will assume that this photo is taken in an African country, although the picture does not give any context. The box clearly shows that Oxfam is making a contribution, but that local people are taking action and initiative. It is interesting that this photo does not display the person’s face. This could be because as the person is an adult, the viewer is less likely to react with sympathy, as adults can be complicit in their hardship. This picture represents productivity, and one student stated “it is actually more effective because you’re left thinking of what you don’t see.”
Conclusion: Fundraising versus Consciousness Raising: Can the Two be Reconciled?       
It is hoped that this essay has highlighted the importance of putting fundraising images in context. Most Westerners do not know a world of extreme poverty and suffering, and formulate opinions about the developing world based on stories and images presented through NGOs and the media. “We know these worlds only through mediated knowledge. Information has passed through multiple layers of filtering, representation and interpretation-by the mass media, humanitarian organizations, political discourse, high art and mass culture, history and social science-before it reaches the knowing eye” (Cohen, 2001: 168).
Although images of starving children are becoming less popular due to growing criticisms and ‘compassion fatigue’, the amount of money that these images have raised and continue to raise is phenomenal. For example, the response to the Ethiopian famine of the mid eighties cannot be understated. “Other disasters had passed virtually unnoticed—yet this had raised consciousness and mobilized compassion on a global scale. And all this because of the visual impact of ‘negative imagery’” (Harrison and Palmer in Cohen, 2001: 178).
Using images of suffering children is an ethical quagmire wrought with numerous thorny issues and grey areas. For instance, what if these images are representative of the situation on the ground? Is there harm in presenting the truth? Cohen argues that these images are acceptable, and at times necessary, in order to garner funds. However, my argument is not against the use of these images per se, especially during famine and disasters, but rather, that for some in the North, these images have come to represent the Global South, particularly the African continent. “The argument is not that starving babies don’t exist, but that such pictures, repeated year after year, create an image of horror and helplessness that afar outweighs reality” (Smillie, 1995: 136).               

 Conversely, images of empowerment and productivity are examples of positive fundraising campaigns. These images  are not without ethical conundrums. Firstly, it seems that these images are often selected to show what the organization has done to improve the situation, rather than what people have done on their own. There may be nothing inherently wrong with this, but undoubtedly there are tricky issues attached to these images. Positive images do not portray a sense of urgency oftentimes necessary in order to secure funding. Furthermore, there are charges that these images exaggerate the contentment of the community represented in the images. 
Both strategies, that of disempowerment and that of empowerment represent partial truths about the Global South, but both can be used to misrepresent the situation on the ground. Part of the problem lies in the fact that is that it is impossible to accurately sum up the entire developing world in a photo. Every country, community, family and individual thinks, feels, and acts differently. While at times NGOs attach deliberately limiting photos to campaigns, it is very difficult for an image to convey an idea, even if attached to a 30 second sound bite. The images are used to create emotional attachments and put a face to a crisis or event. “Images are bewitching sirens, luring us with promises of knowledge, but leaving us with little more than the memory of a compelling face” (Moeller, 1999: 46).
The third approach, that of images of celebrities and consumer products, also raises many ethical issues. Images of affluent Western celebrities detract focus away from the Global South, implicitly placing all agency for action on the North. Furthermore, images which include product placement are a little ironic, particularly when these products are made in sweatshops in the developing world. These images totally ignore how the culture of consumerism has contributed to the exploitation of the Global South. However, these campaigns are successful at raising funds, and at targeting a new demographic which otherwise may not have been interested in development issues. And who is more successful than attracting attention to issues than celebrities? Despite the argument that celebrity NGO ambassadors often misconstrue and simplify the issues, they have been somewhat successful in encouraging both mentality and policy changes. “On behalf of UNHCR, [Angelina] Jolie has publicized the plights of the refuges more effectively than any prior government efforts while [U2’s] Bono has been arguably the most decisive factor in reframing the global debate on third world debt reform” (Kamons, 2007: 146). The problem, is the system of hierarchy this awareness raising creates, for instance who gave Bono the authority to speak on behalf of an entire continent?
Essentially, as was argued in the introduction, many of these strategies (simplification, glamorization, sensationalism) can be placed within the dichotomy between fundraising and consciousness-raising. Innumerable difficulties lie in raising funds and challenging the system while staying in the mainstream, or at least securing enough support to stay afloat. As was shown in the example of Rwanda, political messages do not garner funds. “We know that Third World poverty is a complex matter. But cognitive misers as we are, we switch off when people start talking about the debt crisis, the IMF and the price of coffee beans” (Cohen, 2001).
Inevitably, and often times through necessity rather than choice, the majority of NGO focus is directed towards fundraising, rather than education. “If long-term development loses out to disaster appeals in general NGO fundraising, development education is a virtual non-starter” (Smillie, 1995: 140).  Canadians prioritize short term aid over long term development (Smillie), so NGOs may find themselves in a catch-22. If NGOs require funding from private donors to put education programs in place, but cannot even procure money for long term development, they will probably hit a wall trying to raise money for development education. 
The dilemma is locating an alternative. If neither poverty pornography, empowerment, celebrity campaigns nor consumerism accurately present the problems and solutions to development issues, what steps can be made to move forward? This essay has repeatedly demonstrated the difficulty in combining development education with fundraising. And a multitude of research has either criticized the strategies or accepted them merely as efficient ways to raise funds. The only literature that highlighted a technique incorporating education, fundraising, and donor engagement was a mention of Comic Relief, launched in 1985 to raise funds and awareness for development issues. “It takes a light-hearted approach to a difficult subject, but does so with integrity and a high degree of professionalism” (Smillie, 1995: 145). Humour can allow for positive associations with the developing world; however, once again the problem with this tactic may be the lack of urgency, or a potential trivialization of the issues. 
Of the three organizations selected for the case study, Oxfam most aligns itself with alternative development education. To an extent, Oxfam has been successful at captivating attention while focussing on structural inequality, and is one of a small percentage of transnational NGOs that has strong ties with organizations in the Global South. “Oxfam has been extremely successful at helping policymakers and the broad public understand the relationship between poverty, human rights and trade” (Aaronson, Zimmerman 2006: 1004). Although criticisms are levelled against Oxfam’s campaigns, thus far, they seem to represent an appropriate model that combines empowerment, education, and the perhaps necessary evils of some celebrity spokespeople, consumerism and images of suffering.
All three organizations chosen as case studies originated as emergency relief organizations.  The Red Cross was created from the wars of Italian unification, World Vision came out of the Korean War, and Oxfam emerged from the Greek famine in 1943 (Smillie, 2001). To me, relief based organizations have greater justification in using disempowering images, because oftentimes victims of disaster relief have lost everything. Furthermore, although there are inequities in land distribution, adaptation and rebuilding measures, disasters are caused by nature, therefore the political implications are not as great. Despite the fact that I view relief organizations as having more leeway in showing images of disempowerment, relief does need to include long term development. Unfortunately, many images and corresponding campaigns focus only on the immediate needs of the victims. There needs to be “recognition of a ‘continuum’ between relief, rehabilitation and development, and of the need to de-isolate emergencies, placing them within a much broader historical and economic context” (Smillie, 1995: 120).  
 The vast array of images explored indicates the continuously shifting strategies and priorities of NGO fundraising campaigns. The move away from starvation images shows that NGOs respond to the development critics. After all, one would assume that international NGOs do in fact want to ameliorate the conditions in the Global South, as indicated in their mandates, and poverty reduction goes hand in hand with development education, which is hindered by simplistic, fatalistic images. Of course, difficulties arise when the Northern public is not interested in learning about the developing world, particularly when it means implicating themselves in an exploitative global structure. However, I do not think that we should be so quick to dismiss the Northern public. Even celebrities are changing their focus, from the relief based approach of Live Aid, to the Live8 concert in 2005 which focused on raising awareness, rather than raising funds. One would hope that this shift is somewhat reflective of Northern priorities. 
This essay explored various strategies for fundraising, and it was interesting to find that all three organizations examined in the case study utilized all three methods of fundraising imagery. Oxfam mostly focuses on empowerment imagery, but also uses celebrity spokespeople and shows a small amount of disempowering images. The American Red Cross has the most even division between empowering and disempowering images, and also has a “National Celebrity Cabinet.” World Vision mainly utilizes images of poverty pornography, but also has minimal images of happiness, and employs celebrity spokespeople. 
Despite the increasing trend towards the celebrity, and ‘sexified’ development imagery, it appears that World Vision, as the top-grossing NGO, is continuing to use disempowering imagery for a reason-it must be successful at garnering funds. Therefore, although there have been positive changes made in imagery use, these changes should be viewed as part a continuum in which many more mentality and imagery changes must be undertaken in order to challenge stereotypes contributing to unequal North/South power relations. 
Therefore, although countless people in the North donate funds to non-profits, it would be more appropriate in the long term to challenge the structure, rather than throw money at it. Studies show that once people have made a monetary donation, they feel that they have adequately contributed and are unlikely to take further action, though this action may be more effective in the long run (Akent, Aronson, Fehr, Wilson. 2004). Difficulties lie in challenging this mentality while also continuing to solicit much needed funds for the developing world. More research is needed in order to locate appropriate imagery usage that can engage the viewer while incorporating fundraising and consciousness-raising to work for long-term change, while not discounting the South’s own role in their situation. Development organizations, a fundamental lens through which the North views the South, must play a key role in encouraging this shift. Whatever strategies utilized, the issue of images and fundraising proves there is more to an image than what meets the eye. 
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Appendix

World Vision: "Copyright 2006 World Vision Inc. All rights reserved. Used with permission. 1-888-511-6548 http://www.worldvision.org"
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Red Cross :  http://american.redcross.org/site/PageServer?pagename=ntld_main
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“Civil society refers to the arena of uncoerced collective action around shared interests, purposes and values. In theory, its institutional forms are distinct from those of the state, family and market, though in practice, the boundaries between state, civil society, family and market are often complex, blurred and negotiated. Civil society commonly embraces a diversity of spaces, actors and institutional forms, varying in their degree of formality, autonomy and power. Civil societies are often populated by organisations such as registered charities, development non-governmental organisations, community groups, women's organisations, faith-based organisations, professional associations, trades unions, self-help groups, social movements, business associations, coalitions and advocacy group” (http://www.lse.ac.uk /collections/CCS/what_is_civil_society.htm)


� Product red is a campaign in which companies such as Gap, Apple, Motorola, Dell and Armani donate a portion of funds raised through the sale of select products to women and children affected by HIV/AIDS in Africa.








