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ABSTRACT

The Function of Photographs in Fund Raising Appeals

Evelyns J. Dyck

In thelr efforts to optimize 1ife for victims of poverty, relief and development organizations
dependent on public support frequently use photographs in their fund raising appeals. Yel liltle
is known about the effectiveness of these photographs. This study exemined the function of
photographs in a direct mail appeal used by one such organization, World Yision Canada.
Specifically, it sought to determine if donors' response rates and f inancial contributions would
be differentially sffected by the presence or absence of a photograph, or by the type of
photograph {one eliciting positive emotions versus one eliciling negative emotions) on the appeal.

All English-spesking Cenadisns who hed made at least one finencial contribution of $€ o more
to World Yision Canada in the past yesr (45,855 people) were systematically divided into three
equal grouns, each of which received one of three versions of an appeal (no photograph; positive
photograph; negative photograph). Besed on relevant theory and ressarch, it was hyoothesized
that responce rates and aversge financiel contributions would be higher in photograph conditions
then 1n the no photograph condition, and that "plessure’ (from viewing & posttive photograph)
would be a more effective motivetor of ection than would ‘pain’ ( from viewing 8 negative
photograph). Results following an eight wesk data coliection period indicated that while donors
were not, on the whole, differentially affected by the presence or absence of a photograph, positive
photographs did in fact have a more favorable effect than negative photographs in lerms of
financial centributions. Results of an evalustive questionnaire sent to 8 subsample within esch

treatment group contributed to a better understanding of the study’s findings.
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CHAPTER 1

Introduyction

Context of the Study

Although in theory “the nature end scope of educational technology is virtually
unlimited” (Mitchell, 1971, p. 487), in practise it 1s 8l too often confined to the design,
development and evaluation of solutions lo problems occurring within the boundaries of
organizalions which equate education with school or instruction.

But educstion is more than just the passing on of facts ( Morris & Gregary, 1976).

It is & process which assists in the optimization of life (Braham, 1972). Itis, inthe

last instance, “concerned with the effect of one human being on another* ( "Notes on
Educationa! Technology”, 1975, p. 3). Given thst technology can also be defined broadly s
“the organizetion of activities designed to essist human adaptation to, participation in and
utilization of the environment™ { Braham, p. 71), it becomes clear that the nature and
scope of educational technology as an epplied science is indeed virtuatly unlimited, and that
the educstions) technologist, “employing scientific methods, techniques, tools, knowledge
and values derived from many spheres of ectivity" (Mitchell, 1971, p. 487), has the
potential 1o facilitate human development in 8 wide variety of social contexts.

"Changing from dedication to efficiency of specific educational systems and ectivities to
the effactivaness of humen existence” (Mitchell, 1981, p. 24), the educationat technologist
adopting a broader perspective can design, develop and evaluate solutions to problems
gccurring beyond classroom wells, thereby ecting 8s 8 change agent in & world where

change is desperately needed if the optimization of humen life is in fact a goal.



On a globat scale, the need for problem-solving change agents {s perhaps most pressing in
what hes been called the biggest drama of our time ~ “the struggie for world development”
(Cately-Carlson, 1988, p.41). Despite criticisms that "development’ is nothing more then e
modern form of colonialism leading millions of people into conditions of “irreversible dependency™
(Rahnema, 1986, p. 42), many organizations have been able to incresse thelr contributions to
developing countries, recognizing thet it is unfeir to “doubly punish victims of oppression by
withholding much-needed assistance” ( Catley-Cerison, p. 42).

Non-governmental organizations (NGOs) have been particularly effective in actually reaching
the poor in cost-effective ways (Minear, 1987). Committed to placing responsibility for
development decision making "in the hands of the people” (Minear, p. 96), these organizstions
have already done much to optimize human life on a global scale.

One such NGO is World Yision Canada, a Christian humanitarien relief and development
organization. Believing that the horror of poverty is a preventable tragedy, World Yiston not only
responds to problems through emergency relief but slso addresses the causes of those problems
through long-term community and leadership development projects (Roebbelen, 1990).

Like other organizations of its nature, World Yision Canada is dependent on public support.

In order to provide millions of needy people throughout the world with egucation, training and
life-giving care, it thus uses a variety of communication mediums (i.e. publications, direct

mail, educational resources, television programs) to inform Canedians about the needs of the poor
and to challenge them to become part of the salution ( “Peonie Helping Pecple"). Although the
growing number of NGO's in Canada and eisewhere (Minear, 1987) indicate that cancern for the
humen condition is indeed becoming @ "phenomenon of our times” (Meussling, 1985, p.15),
effective communications remain key to sny successful fund raising effort (Gibson, 1982). The
design of compelling, persuasive messages is thus of great importance to World Yision Canada.

According to Fleming and Levie, “8 ‘message’ 1s a pattern of signs { words and pictures)



produced for the purpose of modifying the cognitive, affective or psychomotor behaviour of one or
more persons” { 1978, p. ix). Essentially, these three arees of potential change describe the three
components of an ettitude: cognitive, affective and behaviourel (Lerbinger, 1972). Giventhe
extent to which attitudes underlie persuasion and affect external responses to stimuli (Roloff &
Miller, 1980), it is necessary for persussive messages, ultimately designed to induce ecticn, to
also appeal to intellect and feeling. In chailenging Canadians to respond to the needs of the poor,
World Vision Canada must thus design informative messages that aiso foster appropriate attitudes.

Designing messages that satisfy numereus intentions regquires the use of various strategies.
Because the intangible output of a research study can be difficult to justify to donors {Bloom &
Novelli,1981), testing of such strategies within the context of fund raising organizations is often
limited. While message design research conducted in areas relevant to fund reising (i.e. education,
news dissemination and marketing) can yield somewhat generalizable results, the need for more
message destgn research relevant to specific fund raising issues and contexts clearly exists.

The function of photographs in fund raising eppeals merits particular attention, given the
frequency with which they sre used in this context, and given the universal impact that they have
had on communication as a whole. The significance World Yision Canada stiaches to picture use is
confirmed by & recent content analysis of 53 direct-mail appeals sent over 3 years, which
revealed that 71% of appesls sent in 1989 used photographs, compared to only 58% in 1987.

The limited research that hes been conducted in the aresa of picture use often concludes that
“while messages including pictures are preferred and attract attention, the addition of pictures
does not necessar 11y enhance persussion” (Fleming & Levie, 1978, p. 249). Yet the abundance of
real-life examples demonsirating how photogrephs have been used o modify people’s knowledge,
feelings and actions in a variety of contexts (i.e. social, political, economic) can hardly be denied.

The discrepency is immediately relevant to World Yision Canada, where the use of photographs

is perceived to increase message persuasiveness yet often presents additions! problems end costs.



Decisions to uss photographs require subsequent decisions related to salection - decisions
which, in the case of World Yision Caneda, heve been guided mostly by the "much-quoted but little
understood maxim that & picture is worth & thousand words" (Culbertson, 19748, p. 79).

Walker Evans, @ master of early documentary photography once said: “Photogrephy is about
pleasure and photography is sbout pain” (Monk, 1989, p. 1 ), The tragic circumstances into
which organizations 1ike World Yision Canada bring assislance are, needless to say, more often
about pain then about pleasure. Pictures showing people with pipe stem legs, distended
bowel and gaunt cheeks ( Huntsinger, 1982) have thus become a somewhet familiar sight to
recipients of fund raising eppeals. Though often evoking 'nagetive’ emotions such &s anger and
disgust ( Zeitlin & Westwood, 1986), such pictures have in some cases sesmingly extended
people's compassion and helped bring relief to situations of desperate need (Monk).

tn spite of this, there is a growing tendency among social marketers, those who use marketing
strategies to promote social causes (Fox & Kotler, 1980), including fund raisers, to replace the
depiction of humen suffering with the depiction of successful social programs ( Severn, 1988).
According to these prectitioners, the use of photographs showing people who are well-fed 85 8
result of donatians is proving to be more effective in eliciting desired results than is the use of the
once popular “starving baby appesl” (Severn, 1988, p. 8 ; Huntsinger, 1982). Actual published
studies which empirically support these claims are, however, virtually non-existant.

world Vision Caneda's own uncertainty concerning the relative effectiveness of ‘negative’
photographs, Tikely to evoke negative and painful emotions, versus ‘positive’ photographs, more
likely to evoke positive emotions such as joy and ecceptance (Zeitlin & Westwood, 1986), is
indicated in & recent content analysis which shows they have used an slmost equa! number of both
over the past three years. In Yight of increasing evidence that emotions motivate behaviour {Stout
& Leckenby, 1986), it would be worthwhile for World Yision Caneda to discover whether it is in

fact ‘pain’ or ‘pleasure’ thel most effectively persuades people to respond {6 the needs of others.



urpose of the Stu
The overall purpose of this study was to eddress the iwo problems that have been identified

concerning the function of photographs in fund raising appeals used by World Vision Cenade:

Purpese 1; The study sought to determine if responses of World Yision Canada donors would

differ according o whether or not 8 photograph was used in a fund raising eppesi.

Purpose 2: The study scught lo delermine if responses of Waorld Vision Canada doners would
giffer according to whether @ positive or a negative photograph wes used ina
fund raising appeal.

Ierminology
While photographed subjects are in themselves neither ‘positive’ nor ‘negative’, advertising
research shows that the emations they evoke can lean in either of these directions {Hirschman,
1986). 'Positive’ and ‘negative’ will thus be used in the manner that has been described.
It should also be noted that ‘picture’ and ‘photograph’, while potentislly differing technicaily,
gre for the most part used synonymously in the lilersture and will thus both, unless stsled, refer
to visual representations “produced ihrough photography™ ( Schuneman, 1965, p. 43).

Assumptions and Limitations

Because World Yision Canada is 8 religious organization, many of its donors come from the
religious community. As such, it can be assumed that some donors will contribute not because of
sn appeal’s formet and content, but because of a deeper conviction thet improvement of conditions
for the poor is an inescapable part of their mandate (Knowles, 1987). Given that such donors
exist throughout the population, it wes essumed this would not interfere with the study. Even the
religious fund raising literature indicstes that good purposes without the support of effective
communicstion meterials do not usually result in successful campaigns {Gibsan, 1982).

The study was limited to direct mail, as it facilitated conirel of exposure and response

(Cabellero & Pride, 1984). Results therefore, do not necessarily generalize 10 other mediums.



Significance of the St

Essentially, educational technology is concerned sbout maving from a problem 1o a solution
through the application of research-~based principles (Fleming and Levie, 1978).

Human suffering is e problem. World Yision Canada is concerned about its solution.
Effectively communicating the problem to those who can help is a critical part of this solution.

The application of scientific design, development and evaluation principles in this context is
significant in that it can indirectly contribute to the ultimate goal of education - the optimization
of human tife. At the same time it cen demonstrate in i:ractical terms, the theorstically unlimiled
nature and scope of educational technology (Mitchell, 1971).

The visually-oriented society in which we live reminds us daily that effective communicstion
is more than a function of wards. Yet the research evidence concerning the use of pictures,
particularly for persussion purposes, is not only limited but in many cases conradictory. As
such, there exists very liti*z cuiclusive evidence to guide World Yision Cenada, a frequent user of
photographs, in deciding if or how pictures should be used 1o enhance fund raising appesls.

A study addressing these issues is thus significant for its potential o give World Vision Canada
mere than intuition as a base for making picture related decisions on direct mail appesls - appeals
relied on to generate approximately 16% of the organization's annust revenue (Burnham, 1990).

By potentially demonstrating thet a better understanding of donors’ preferences can in fact
meximize resources and efforts, as costs of misdirected maitings ere ofien greater than costs
related to testing (Burnett, 1982), a study capeble of providing valuable guidance concerning
picture use can perhaps also stimulate further research in and beyond the given context, thereby
further increasing the overall significance Yfor1d Visien Canada attaches o evaluating its efforts.

The spplication of message design principles to the fund raising issues at hand will certainly
not solve the probiem of poverty. it is hoped, however, thet it will enable World Vision Canede to

be yet more effective in their efforts to provide a future for people who may otherwise have none.



CHAPTER 2

Literature Review

introduction

Literature addressing the function of photogrephs in fund raising is, as hes been mentioned,
sparse end for the mest part, speculative. Inorder to estshlish a relevant theorelical framework,
it is therefore necessary to also examine the broeder contexts end issues surrounding the specific
problem. An overview of persussive communication s connected to fund reising and retated aress
thus precludes a more direct consideration of how photographs function in these areas.
Beckground

Communication, that process by which “meanings are exchanged between individuals through e
comman syslem of symbols” ( Webster, 1965), always involves & sender, a message, @ channel,
and a receiver {Bettinghaus, 1968). While often omitled frem formal communication mode: ;, 8
receiver's response to a sender's message is 8lso an indispensable part of the exchange process, for
without i1, ‘commonness’ cannot in fact be established (Lerbinger, 1972). The purpose of any
communication, then, is essentially to reproduce the same meaning in the receiver as is in the
mind of the sender (Lerbinger). As such, any communication has the potential to influence the
receiver in a variety of ways (Anderson, 1971). This, hoviever, does not mean that all
comimunication is persuasive, albeil the dividing line is often rather indistinct.

In order to be persussive, communication “must involve a conscious atiempt . . . 1o change the
behaviour of another indivigual or group of individuals through the transmission of some message”
(Bettinghaus, 1968, p. 13). Persuasion, then, is “a communication process in which the sender
seeks 1o elicit & specific, desired response from the receiver” (Anderson, 1971, p. 6).

Such is the nature of communication in the fund raising context, where a solicitor consciously
seeks 10 elicit a desired (financial) response from a receiver. 1o be as effeclive as possible, the

fund raiser must therefore understand the persuasion process end the factors underlying it.



Central to an understanding of persuasion is an understanding of attitudes. Asvariables which
intervene between stimulus end respanse { Hovland, Jenis & Kelley, 1953; Roloff & Miller,
1980), attitudes can "strengthen or weaken the 1ikelihood thet some desired action will be taken™
(Ball & Byrnes, 1960, p. 85). Thei~ role in persuesion is therefore worthy of attention.

In spite of the many theories and definitions essociated with the concept "attilude’, there does
exist some consensus that an attitude consists of a cognitive, affective and behavioural component
(Fleming & Levie, 1978; Gagne and Briggs, 1988, Rosenberget al., 1960), cognitive referring
{0 one's knowledge or beliefs about an altitude object (Fleming & Levie; Rosenberg et al. ; Smith,
1982; Thompson, 1975), effective referring to one's feelings sbout the object, end behavioural
referring to one's fendency 1o act (Thompson). Eech of these components can vary in strength
and direction, such that attitudes can be regarded es "systems of positive or negative gvaluations,
emotional feelings, 8nd pro or con action tendencies with respect to social objects” (in Lerbinger,
1972, p. 32). The essumption thet positive beliefs and emotions often 1ead to approach tendencies
while negative beliefs and emotions generally lead to voidance tendencies (Bettinghaus, 1968;
Reich & Adoock, 1976) is supported by research showing a high positive correlation between the
three ettitude components (cited in Reich & Adcock ; Resenberg et al.). Although less predictable,
the relationship between attitudes and scfus/ behaviours hes also been shown to be positive
{Sheth & Frazier, 1982; Smith, 1982). Given the power of attitudes to affect and/or cause
action, messages designed to persuade must 8150 meke appropriste appeals to intellect and feeling.

Seeking not only to induce action but atso to educate and to inform, designers of fund raising
messages can and in fact must thus look beyond the limited fund raising literature for guidance in
formuleting effective communication strategies, especially concerning the use of visual messages.
The nature and quantity of picture related message design research that has been conducted in
educalion, news dissemination and marketing (a1l of which are engeged in during the fund raising
process), make these areas particularly relevant information sourcss for the the ensuing

discussion, in which the function of photogrephs in fund raising i deait with more apecifically.



The Use of Photographs

Although visual representation hes been used for communication longer than words heve
(Heyakawa, 1962), relalively little is known sbout its function in the communication process.
Yet the "aimost mystical” (Fleming & Levie, 1978, p. 249) communicative power of piclures
surrounds us daily. Photographs in particular heve taken their place as a vital element in
communication (Mich, 1947) such that photography has been described as "one of the most
moving end powerful instruments of communication ever devised” (Monk, 1989, Prefacs).

Indeed, documentation of pholographs being used to sway opinions of newspaper readers dates back
{o shortly after 1826 (Schuneman, 1965), when the first photograph wes taken (Monk).

The specific question of whether or not the addition of photographs to ( printed) messages can
increase the persuasiveness of those messages nevertheless continues 1o be a subject of debate, no
doubt in part due to the relative “inactivity of communication educators and researchers toward
the special area of photographic communicstion™ (Miller, in Tsang, 1984, p. 578). Agenerally
accepled conclusion besed on research that hes addressed this question states that "while messages
including pictures are preferred end sttract sttention, the addition of piclures does not necessarily
enhance persussion” (Fleming & Levie, 1978, p. 249). Use of the phrase 'does not necessarily’
further demonstrates the uncertainty surrounding the use of pictures. While not resolving the
issue, a closer examination of {he related literature can result in 8 better undersianding of it and
potentiatly yield some valusble insights {o the designsr of messages in the fund raising context.

The need for persuasive messages to address all three attitude components has been discussed.
Following an overview concerning the attention value of pholographs, the literature relevant to the
picture/no piclure issue will thus be surveyed within the framework of these three components.
Awareness of the cognitive, affective and behavioural aspects of photograph use will perhaps help

clarify the nature of the relationship between pictures and persuasion.
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Attention Yalue

The attention value of pholographs in piclure-word messages has long been recognized. Inthe
context of newspaper readership, both early and recent studies generally support the hypothesis
thel attention to pictures is greater than sttention to text (Gereci, 1984; Woodburn,1947) - in
many cases as much as ten times greater (Van Tubergen & Mahsman, 1974). While some
research suggests that pictures may thus distrect readers from focal issues { Culbertson, 1974a;
Culberison, 1974b), most indicates that photographs more often serve to tease readers into
slories they might otherwise ignore (Lester,1988; Tsang, 1984).

Educators oo have recognized that pictures can facilitate atiention to and enjoyment of, among
other things, traditional clessroom wark (Swanson, 1955 in Culbertson, 1974b).

The ability of visuals, particularly pholographs, to stimulate interest and “"gain the atiention
of an often indifferent audience” {Moriarty, 1987, p. 550) is 8lso confirmed by research relaled
to print advertisements, where several studies (Bolen, 1984; Milchell, 1983 in Houston et &i.,
1987) indicate that pictoriel components of picture-word messeges are usually atiended
{0 first, and often "estab’i<h an expectation for the verbal part of the ad” (Houston et 8., p. 362).

Perhaps most relevant are the picture-related observations found in fund raising literature.
Though few in number, these observations give yet further support to the attention-getting power
of photographs. Huntsinger ( 1982) reporis that tests have been done which indicate thet a form
letter with a photograph outpulls the same letter without a photograph by up to ten percent.
Numerous organizations have similarly discovered that printing a photograph on the outside of an
envelope can substantially increase donor response (Squires, 1988). According 1o Jones (1988),
photographs are among the first parts of 8 fund raising messege to receive attention.

Thus, regardless of the specific context in which a picture-word message Is delivered, it seems
that pictures are usually attended o first, indicating {he extent to which they are often perceived

1o be a valuable (Culbertson, 1974b) and even superior part of the message.



1R

The theoretical roots underlying this “picture superiority effect™ (Nelson st al., 1976, p.
362, in Houston et al., 1987) can be traced back to perception research, which suggests that
sttention 1s concentrated along contours (Attneave, 1954 in Culbertson, 1974b; Fieming & Levie,
1978), something pictures can indeed offer more easily than can uniformally printed words.

That photographs attract attention {o themselves and the messages surrounding them has been
established in the literature. What remains to be seen is if and how their attention-getling power
can enhance persuasion. For this we turn to some definitions and theoretical postulations.

Basically, attention can be defined es “the ect of focusing on a stimulus or 8 few stimuii in
preference (o others” ( Thompson, 1975, p. 342). 1t is, in shart, & process of selection (Anderson,
1971). Because a major delerminer of the effectiveness of a message is "how much of the messoge
ihe listener actually receives” (Thompson, p. 341), a main concern of any communicator is to
ensure thet his/her message is the one the receiver will actuglly attend to (Thompson).

Commen sense thus dictates that attention is prerequisite to any communication, a conclusion
supported by a wide range of experimental evidence (in Thompsen, 1975). Schramm , for
example, has shown that in any given situation, the amount of learning is proportionsl to the
degree of attention ( 1967, in Browne, 1977). Persussion, like ll forms of communication, hasa
learning dimension (Jemieson, 1985). Indeed, ecceptance of a message, ( persuasion), is
dependent on the perceiving end learning/comprehending of it (Fleming & Levie, 1978). Unless
attended to, a message therefore cannot evoke even the first of these responses in & receiver.

It becomes incressingly epparent that attention is indeed & "necessary condition for persuesion
to occur” (Fleming & Levie, p.198). While it may be somewhat true that "what holds attention . . .
determines action” (James, in Thompson, 1975, p. 363), it must also be noted thet "attention is
basic to but not sufficient for persussion” (Anderson, 1971, p. 109).

Thus, while the high attention velue of photographs may incresse their ability to enkance
persuasion, the fund reiser striving to ezsure it may benefit from a better understending of

the specific effect that photographs have on the three components of a reseiver’s attitude.



12
Coanitive Aspaci

Descriptions of what the cognitive component of an attitude consists of most often include the
terms ‘knowledoe’ and "beliefs’ (Fieming & Levie, 1978; Lerbinger, 1972; Smith, 1982;
Thompson, 1975). Specifically, the cognitive component refers to what one knows or believes
about an attitude object (Fleming & Levie; Rosenberget al., 1960; Smith; Thompson), which in
this context, is the medium of pictures as a whole.

Knowledge can be broadly defined as “the candition of having information” ( Webster, 1965).
Transmissicn and acquisition of information is basic to all communicstion, including thet which is
persuasive in nature. To efiect changes, marketers of products end/or idess must therefore first
be concerned with the dissemination of appropriate information and education (Fine,1981;
Grondin, 1985). In spite of the popular perception that words carry information while piclures
function mostly on an aesthetic level (Hirschman, 1986), much of cur informalion does in fact
come from photographs (Huntsinger,1982). In eddition to the substantial contritutions they
have made to, for example, our scientific and medical progress ( Monk, 1989), pictures have also
“immeasurably extended our understanding of . . . our fellow human beings” (Monk, p. 12). Inthe
words of Girvin ( 1947, p. 207), "it is surely axiomatic thal when we see things for ourseives
rather than rely on someone else’s word description, we understand them better™ .

Knowledge can also be defined more specifically as "the remembering of previously learned
material” (Bloom el al., 1956, in Romiszowski, 1981, p. 63), en interpretstion which has
resulled in 8 heavy emphasis on recall 8s a measure of cognitive activity. Although recsil is not
usually sufficient 1o cause attitude change (Greenwsld, 1968 in Fleming & Levie, 1978; Roloff &
Miller, 1980), it can influence the process { Chattopadhyay & Alba, 1989). For it isin lhe
memory that "effects of communications must be . . . stored belween the time that messages are
received and the time that decisions or responses ere made”( Msloney, 1964, p. 524).

Recall research in the conlext of television news has ofien shown that items supportied by &
picture improve viewers' recall not only of the photograph but of the relsted news item (Bernard

& Coldevin in Baggaley & Janega, 1982; Findshi in Baggaley & Sharpe, 1979).
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Research in the field of print advertising also reveals that pictures usually enhance recall.
Starch (1966, in Edel] & Steelin, 1983} hes found, for example, that people are more likely to
remember having seen an advertisement if it conlsins 8 picture, while Shepard (1967, in Edell &
Steelin), in comparing recall of pictorial and verbal material, hes shown that pictures are more
easily remembered in both immediate and deiayed testing situations.

Tests conducted in cognitive psychology and education further support {he general hypothesis
that pictures are for the most part remembered better than words (in Houston et al., 1987).

Results such as those mentioned have led many researchers to conclude that pictures are
easier and fesler to process cognilively than sre words (Hirschman, 1986), perhaps because they
provide more concrete representation of message content (Heinich et al.,1985).

Knowledge thet is acquired and recalled represents only one aspect of en altitude’s cognitive
dimension. Equally important is the aspect of beliefs, for unless information is believed, it is
unlikely that accepiance of a message ( besic to attitude change and persuasion) will occur. A belief
can be defined as “sn accepted datum ebout the worid” (Anderson, 1971, p. 53). ilis "aslateor
hablt of mind in which trust . . . is placed in some person or thing” (Webster, 1 965). Tobelieve,
therefore, is to accept “the existence of some condition . .." (Smith, 1982, p. 38).

The relationship between pictures and beliefs is perhaps best summarized by the wetl-known
maxim which states that 'seging is believing'. Pictures not only meke information more “tangible”
(Kalzetal., 1977, p. 231) - they are usually believed to meke it more credible. The sense of
realism and immediacy conveyed by photographs { Fosdick & Tannenbsum,1964; Mich, 1 947),
combined with our tendency to "believe more strongly in what we can see, even et second hand”
(Girvin, 1947, p. 219), hes thus contributed to the belief that pictures are inherently truthful.

As has been demonstrated, pictures affect both knowledge and beliefs, hence the cognitive
component of en attitude. Their potentiat to "illuminate the human qualily behind & given need”
(Gibson, 1982, p. 34) by promoting acquistion, recail and ecceptance of information in fund

raising messages is apparent. Consideration of their influence in the affective domain thus follows.
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Affective Aspects

The affective component of an atlitude refers lo the “feelings or emoticns of an individual about
the object of the attitude” (Lerbinger, 1972, p. 34). These feelings can range from “completely
favorable. .. through neutral to completely unfavorable” (Beltingheus, 1968, p. 21). While
people are seldom neutral about anything (Alreck & Settle, 1985), the direction, degres and
intensity (Fleming & Levie, 1978) of their emotions is often determined by the attitude object
itself, which in this case is, as has been mentioned, the medium of photographs as a whole. That
pictures are usuglly "evaluated favorably es part of 8 message” (Culbertson, 1<:74b, p. 226) has
already been established by examining their sttention value in picture-word messages.

Although any medium can potentially be used as & ool of "emotional menipulation” (Arthur,
1989, p. 11), photographs in particular seem {0 have "affective connotations” ( Hayakawa, 1962,
p. 177) - so much so that some researchers have been “tempted to suggest that emotion might be a
distinct photographic vaiue” ( Singletary & Lamb, 1984, p. 108). Often communicating "non-
ralional emotions which would still remain unexpressed when everything that can be told has been
told" (Balazs, 1952, p. 149), photographs have indeed hed & dramatic affective impact on peopie.
Their power to cn one hand express jey and on the other hand “stir an anguished world to tears™
(Monk, 1989, p. 30) has extended not only our understanding of bul also our compassion for our
fellow human beings {Monk, p. 12} in & way that words would not be capable of , the latler lacking
the "drama, the . . . appeal, the realism, the universelity” (Mich, 1947, p. 203) - in short “the
emotional and lesting effect of the pictorial inventory” (Birvin, 1947, p.218). Intryingto
communicate the realities of poverty (Phillips, 1985), fund raisers have thus often relied on
pictures to take people to “an emotional plane” (Roel, 1983, p. 55) thet print cannot sttain.

While the emotional power of pictures hes received relatively litlle research atiention,
evidence does suggest that emotional messages are often rated positively (Lynn,1974) and that
they can enhance persussion. A study comparing international persuasion variebles, for example,

found emotions] appeals more effective than rational ones for chenging opinions {Hayes, 1971).
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Affective resctions play an important role in persuasion primarily because of their link with
both cognition and behavicur, such that knowledge evokes feelings (Lerbinger, 1972) which in
turn “prepare the body for . . . action” (Webster, 1965). Advertising researchers in particular
are aware of the extent to which affect influences cognitive processing and motivates subsequent
behaviour { Stout & Leckenby, 1986), thus playing “a critical role in the consumption
experience” (Edell & Chapman Burke, 1988, p. 1). The theory that the “main type of thinking at
the persussion function 15 affective” (Rogers, 1983, p. 170) also finds support in fund raising
literature, which claims that "emation outsells intellect every time” (Lewis, 1983, p. 52).

It would thus seem that pictures can add an affective hence persussive dimension to messages.

Behavioura] Aspects

Defined as “the predisposition to act” (Thompson, 1975, p. 223), the behavioural component
of an altitude is closely and positively related to the cognitive and affective components (Reich &
Adcock, 1976; Rosenberget al., 1960). Thus behavioural intentions can often be predicted from
knowledge, beliefs and feelings. Because the ultimale aim of persussion is, however, action rather
than intention ( Lerbinger, 1972), ressarch frequently omits the role of the lstier, end instead
focusses directly on the relationship between cognition, affect and ecfws/ behaviour.

Despite the lack of scientific evidence concerning the effect of pictures on either intention or
behaviour, pictures have been credited with moving people to action in a variety of situstions.
Photographic documentation of social conditions has ofien provided the evidence needed to inspire
reform, s in the case of psychiatric care and child 1abor (Girvin, 1947), as well as bring about
justice, as in the case of the Holocaust { Monk, 1989). In a commercial context, retailers are only
toc aware of the power of visusl merchandising to generate impulse buying ( "Indoor Billboards”,
1986). Politicians too have benefited from the action-evoking properties of pictures (Mariarty
& Garramone, 1986). Perhaps most relevent, however, are the previously mentioned cleims that

piLires have helped increase donor responses 1o fund raising appeals ( Huntsinger,1982).



16
The Directi  Phot I

As has been demonstrated, pictures can evoke cognitive, affective and behavioural changes. By
sharpening the distinction between the known and the unknown ( Hayakawa, 1962), thereby
stimulating affective responses which “arouse motives for behaviour™ (Fleming & Levie, 1978, p.
197), pictures can thus influence attitudes as a whole. While atlitudes end behaviour are nol
always consistent (Smith & Swinyerd, 1983), much of the literature indicates that they are often
positively related ( Sheth & Frazier, 1982). The many instances in which pictures have inspired
action would seem to suppori this and thus provide further evidence of their persuasive powers.

To understand the specific changes pictures can evoke, il becomes necessary to consider the
infNuentisl nature of /ndrvicus/ pictures rather than just of the picture medium as a whole.

“Phatography is about pleasure snd photography is ahaut pain® (Monk, 1989, p. 19) said
Walker Evans, a master of early documentary photography. While pleasure is usually sssoziated
with ‘positive’ emotions such as joy and acceptence ( Zeitlin & Westwood, 1986), pain more often
elicits ‘negative’ emotions such as sadness, fear, anger and disgust (Zeillin & Westwood). Although
the subjects of photographs sre in themselves neither positive nor negalive, the attitudes ey
foster can bs (Hirschman, 1986). As such, photographs can be shout pain or aboutl plessure.

The debate over which kind of photographs ("positive’ or ‘negative’) can best facilitate the
beliefs, feelings and intentions needed to induce desired ection, is of particular relevance to fund
raisers involved in "the struggle for world development” (Catley-Carlson, 198G, p. 41). Because
positive beliefs and emotions are generally believed to lead lo approach tendencies while negative
beliefs and emotions are believed to Jead lo avoidance tendencies ( Bettinghaus, 1968; Fleming &
Levie, 1978; Reich & Adcock, 1976), 1t would seem that appeals using pesitive photographs
would be most appropriate for soliciting funds in this context. Yet given that guilt end fear have
bean shown 1o be among the main reasons people contribute to such cherities (Hemmings, 1989;
Henderson, 1985; Jones, 1988), photographs of a negative nature are possibly more effective.

Examining the literature can perhaps provide more specific guidance concerning this 1ssue.
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Negative Directi

Marketing, whether of products or idess, involves the use of various psychologics] appeals,
the direction of which can be positive or negative (Severn, 1988). A negstive appesl depicts the
unpleasant consequences that will result if a message is not edopted (Hovland et al., 1 953), thus
evoking neative emotions like sadness, fear, anger and disgust {Zeitlin & Westwood, 1 986).
While negative emotions are usuatly believed o cause svoidance, they can sometimes induce action.
Bath guilt and fear have, for exsmple, proven to be extremely powerful motivators simply because
they stimulate the desire to reguce the discomfort and tension they generate (Severn,! 988).
Responding to a call for action can fulfil} this desire and thus restore a state of cognitive belence
(Fleming & Levie, 1978; Hovland et al.; Severn; Thompson, 1975).

As hes been mentioned, guill (being healthy when others aren‘t) and fear (of the poor and
disadvantaged; of being punished for not giving) sre amang the main motives peaple heve for
giving money to fund raising campaigns (Hemmings, 1989, Henderson, 1985; Jones, 1988).
Perhaps the reason that negative photographs depicting pipe stem legs, distended bowel and gaunt
cheeks ( Huntsinger, 1982) have so often been effective in bringing relief to crisis situations
(Monk, 1989; Severn, 1988) is precisely becsuse of their ability to evoke feglings of guilt and
fear (Huntsinger, 1982) - feelings that can quickly be reduced by sending in a donation. This
would support the hypothesis that persuasion is more successful when message designers 8lsc teke
the motives ( the factors underlying ettitudes) of the receiver into account (Abelson, 1959).

The apparent effectiveness with which negative photographs have incited remedial action in
world development and other contexts i.e. the Depression and the Holocaust (Monk,1989) can atso
be understood by examining the area of news dissemination. According to Galician ( 1986), the
very nature of news is negstive, ‘news’ being “the fatal crash of ane plane rather than the safe
lsndings of 500" (p. 612). Assuch, it is not surprising that st lesst one third of the information
in the mass media is negative (Bohle, 1986) and that negative news gels preferrential display

trestment in terms of space, placement and pictorial representation (Haskins & Miller, 1984).
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@altung and Ruge { 1965, in Tunstall,1970) ) offer numerous reasons wity negative news is
preferred to positive. Tne first relates to the frequency criterion of medis coverage, while acrisis
can be covered quickly, long-term causes and solutions are too complex to deal with. The resulting
negative imbslance is particularly evident in pictures and news of the Third world ( Tsang, 1984).
Preoccupetion with "coups and earthquakes” (Giffard, 1984, p.14) haes thus crested e negative
stereotype. Because the mest influentiat campaigns are those which reinforce predispositions
(0'Keefe, 1971), it becomes clear why pictures of crisis victims are often effective fund raisers.

Negative news is also said to fulf i1 latent needs. The existence of ‘morbid curiousity’ is indeed
reflected by readership studies which indicate people are most interested in news and photogrephs
of ccidents end disasters (in Geraci,1984). A study by Fedler et al.( 1982) reveals that pictures
of humen suffering, while not slways liked, areoften rated as being tasteful and newsworthy.
Thus effectiveness is not necessarily related to likebility, &s advertisers are aware of { Zeillin &
Westwood, 1986). What peopledo Tike is the immediate gratification provided by negative
photographs ( Singletary & Lamb, 1984). Generally rated as being more interesting, sensational
and dynamic (Culbertsan,1974b; Van Tubergen & Mahsman, 1 974), such pictures can generate a
desirabie level of arousa! and thereby better satisfy people’s morbid curiousity.

Curiousity and interest are related to unexpeciedness, 8 third explanation Galtung end Ruge
have for the preference of negative news. ina cuiture where progress is the norm, negative
information is perceived to be unique, end is thus more memorable (Katz et al., 15/7). its ability
to srouse interest and intensity also heightens its credibility {in Culberison, 1974b).

The preferrential treatment negative information receives { pictoria! included) hes helped
reinforce the overall belief that it is more important than positive news (Bohle, 1986, Galician &
Vestre,1987; Haskins & Miller,1984; Weinberger et gl., 1984). Asa result, it hes often proven
to ba more influentiel (Bohle, 1986). The (traditional) effectiveness of negative piclures ina
fund raising context is thus perhaps best understood in terms of the above mentioned fectors,

which demonstrate that aversiveness does not always increase avoidence (Carter et al., 1969).
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A positive appeal is one which calls attention to the rewerds gained from adopting 8 message
(Hovland et al.,1953). The positive emations such an eppes! evokes ( i.e. ecceptance, anticipation,
and joy) are generally helieved lo ead o spproach tendencies. As such, positive appeals are used
in most commercis) advertising messages (Zeitlin & Westwood,1986). Although social marketers
have in the past tended 1o put more emphasis on negative appeals, they are becoming increasingly
aware lhal positive eppeals can often increase effectiveness of their messages as well (Severn,
1988). In fund reising, this has meant that pictures depicting the pasitive oulcomes of social
programs have started to replace the once populer “starving baby appesl” (Severn, p. 8).
Understanding this change requires sn understsnding of the detrimental effects of negative appeals.

The camera's "devestating effectiveness” (Edom, 1947, p. 226) in portraying socisl evils
such &s famine can, as has been demonstrated, prompi change. The guilt end fear evoked by negative
images do not, however, always motivate desired action. Dickson et al. {1981} found this to be
the case in an experiment designed 1o test the effect of negative images in insurance marketing.
Photographs of 1oss situations ( accidents, fires) actually decreased insurance purchases, thus
having the opposite effect from what was intended. Fund raisers heve also observed that pictures
which are oo threatening may drive an individual away (Huntsinger, 1982), thus supporting
Janis and Feshbach's findings that high levels of fear arousal are negatively related to persussion
(1953, in Rosnow & Robinson, 1967). An overdose of guill can be egually damaging, particularly
in a fund raising conlext. Because no one person can handle the guilt of all the world's poverty and
starvation, a potentia! donor exposed to 1oo many negative images may become overwhelmed and
give up (Severn, 1988). Thus, in spite of the desire to keep “related cognitions in s balanced,
harmonious state” { Fleming & Levie, 1978, p. 205), people sre apparently willing and able to
endure "a sizeable smount of psychological discomfort” (O'Keefe, 1971, p. 248) if they deem it
necessary. Because the effects of negative feelings ere both complex and unpredictable ( Mechleit

& Wilson,1988), increased popularily of positive appesis in social merketing is understandable.
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In spite of some "positive’ perceptions people have about negative information (ie. {tismore
interesting and important), negative information has otten been shown to have adverss effects on
individuals, causing them "to become depressed, to experience a sense of "helplessness’, to reduce
their helping behavior . . . and to lower their percsption of 8 community's benevolsnce” (in
Balician & Yestre, 1987, p. 400). Furthermore, because “anything associated with an unplessant
stimulus also comes 1o be perceived more negatively” (in Haskins & Miller, 1984, p. 4), ilis
possible that oo much negative or threatening information (pictorial included) can affect attitudes
toward the message #n7 the message source, such that the communicator comes to be regerded es
the cause of painful and distressing emotions ( Hovland el al., 1953). in astudy comparing the
effects of bad and good news on a community newspaper's perceived image, Heskins and Miller
(1984) found that as bad news increased, so did negalive percepticns toward the newspaper,
such that it seemed unbalanced, untrustworthy and in fact undesirable. Like all communicators,
fund raisers must examine and enhance their image by discovering what kind of information and
appeals are most effective so support will be engendered rather than apathy or aversion promoted.

The growing sentiment that the media places 100 much emphasis on negative news (Galicien &
Vesire, 1987) perhaps implies that negative information is no longer unique and unexpected. The
desensitization such overexposure causes is increasingly responsible for people's general feelings
of disillusionment, pessimism and distrust (Haskins & Miller,1984). Yet while "it mey be getling
easier to look st pictures of starving children, it's not getting easier ta starve” { in McCrimmon,
1976, p. 202). Posilive appeals may indeed be the only effective way left to remind people of this.

While relatively little is known about the specific motivating effects of positive appesls
(Hovlandet al., 1953), there exists some evidence that they can enhance persussion. In & fund
raising contex, for example, the American Cancer Society has found that positive informatien
(emphesizing hope) elicits grester donor response then does negstive information ( Squires,
1988). Similarly, advertising research frequently points o 8 correlation between positive

emotions and purchase 1ikelihood ( Stout & Leckenby, 1986). Instilling a positive allitude toward
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a product or idea is thus one of the major cbjectives of advertising (in Kroeker, 1987). This
objective 15 often accomplished through the use of physically altractive message sources. Their
capecity to evoke positive emotions has been demonstrated by several studies involving pictures.

Using photographs to examine the attraction effect of smiling on person perception, Lau
(1982), for example, found that smiling people induce positive emetions in viewers and are
evaluated more positively on numerous attributes (kindness, intelligence) than are nonsmiting
people. Studies comparing reactions to pictures of political candidates similarly indicate that
cheerful and confident fecial expressions lead to more positive evaiuations than do worried or
urhappy ones (Moriarity & Garremone,1986). Also using photographs, Yan Tubergen & Mahsman
(1974) have found that positively presented people are perceived to be more honest and sincere.
Thus physical attractiveness indeed seems to play an imporiant role in evoking pesitive feelings.

Experimental evidence involving the use of photographs also points to a link between physical
altractiveness and opinion change. Smyder and Rothbart ( 1971) conducted a study in which a taped
speech advocating lower speed limits was presented with either no slide, a slide of an unattractive
communicator, or a slide of an attrective communicator. Prior to the study, subjects hed been
surveyed concerning their views on the speed limit issue. Opinion change resuiting from the
study was greatest among individuals who had been exposed to the attractive communicator slide.
One hypothesis researchers advance concerning the positive correlation between communicator
sttractiveness and opinion chenge "sssumes that viewing attractive pictures is more pleasurshle
than viewing unsttractive pictures and that these feelings generslize to the S's evaluation of the
message associated with the pleasurable source” (in Snyder and Rothbart, 1971, p. 385).

Perhaps most relevant are the picture-related studies which demonstrate that attrectiveness
can influence actua) behaviour. Caballeroand Pride { 1984) discovered thet e direct mail
advartissment bearing a photograph of an ettrective individusl resulted in higher product sales
then did versions of the adveriisement besring pictures of less attractive individuals. Although
physical appearance is just ane factor contributing to sttrectiveness (Fleming & Levie, 1978),

its ability to influence cognitive, affective and behavioural processes cannot be underestimated.
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The effects of physical sttractiveness have also been observed in the context of fund raising.
"The better looking the people, the better the pull” {Huntsinger, 1982, p. 54} is the conclusion
some practitioners have reached following reports that "healthy-looking people in a poverty
setting, often outpull hungry-looking people in the same setting” (Huntsinger, p. 54). By showing
a donor the positive outcomes of adopting & message and acting on it, such pictures perhaps serve
to strengthen the cognitive link between a donor’s "desire for personal comfort and the comfort of a
foreign child living thousands of miles away" (Severn, 1988, p. 4).

The implicit assumption that sttractive sources are more influential is thus substantisted by
research in numerous aress. As has also been indicated, their effectiveness is largely due to their
ability to evoke positive emotions. This supports research findings which suggest that persuasion
is enhanced when communication is paired with a positive stimulus ( in Csbellero & Pride, 1984)
such that receivers are put in a positive frame of mind (Fleming & Levie, 1978).

Thus in spite of or perhaps &ecsuse of the pervesiveness of negative information in our
society, communications and psychoiagical appesls that are positive may in fact be more desirable
and in the long run, more persuesive. While the effects of positive messages have received less
research altention than those of negative messages, recent findings in television research indicate
thet viewers prefer optimism to pessimism and find "prosocisl treatments or constructive
approaches to Bad News more interesting than straight Bad News” (in Balician, 1986, p. 612).

Perhaps positive news has indeed become the "unexpected'. If so, its potential to gain attention,
stimulate recall and lesd to more eleborate information processing, occurring when informstion
deviates from expectations ( Houston et al., 1987), merits attention in social marketing (i.e. fund
raising), where high levels of abstraction end cognitive effort are often required ( Severn,1988).

Like all communicators, fund raisers strive to design messages that elicit approach rather
than avoidance behaviours. While the pictorial component of these messages has traditionally been
of a negative nature (Severn, 1988), an examination of related litersture gives reason to believe
that in fact positive pictures are the ones recipients will "linger over, return to , keep in their

desk, share with other people” (Huntsinger, 1982, p. 54) and, most importantly, respond to.
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summary

The limited body of 1ilerature which specifically addresses the function of photographs ina
fund raising context is frequently based on intuiticn and informal cbservation rather than on
results of formal research. To establish a relevant theoretical framework in which to discuss the
problem, it hes therefore been necessary to review related bodies of literature. Anexamination of
picture-related research conducled in {he areas of education, news dissemination end marketing
(a1l of which are engaged in during the fund raising process} has provided some relevant findings.

Ofien serving es "surrogates for experience” (Hayskews, 1962, p.175), photographs have had
a dramatic impact on ihe world. As Monk observes, their contribution to the communications
revolution in our time "cannot be overstated” ( 1989, Preface). Their ability to enhance
persuasion nevertheless continues to be debated among researchers and message designers in @
variety of contexts (Fleming & Levie, 1978). The amount of empirical evidence indicating that
pictures can attract attention to and facilitate recall, credibility and enjoyment of messages,
would, however, seem to suggest that pictures do have persuasive powers, acceptance of @ message
being largely dependent on such factors as attention and learning (Fleming & Levie).

Also relevant is research that hes investigated the relationship between persuasion and
messoge direction. While information { pictorisl included) evoking negative emotions such as guilt
and fear has freguently proven to be an effective motivator of action, there is increasing support
for the use of pesitive messages to elicit desired cognitive, affective and behavioural responses.
Social marketers, those using marketing strategies to promote social causes (Fox & Kotler,
1980), in particuler ere finding that persuasion can be enhanced when communicstion is paired
with a positive stimulus (in Caballero & Pride, 1984).

The abilily of photographs {o concretely "illuminate the human quality behind a given need”
(Gibson, 1982, p. 34) by typifying millions of nameless and faceless people (McCrimmon,

1976), would seem 1o make them particulerly persuasive in a fund raising context. While

Huntsinger ( 1982) claims this is often the case, supportive empirical evidence is scant.
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Research findings which support the general assumption that positive emotions lead to
approach tendencies while negative emotions lead to &voidence tendencies ( Bettinghaus, 1968;
Fleming & Levie, 1978; Reich & Adcock, 1976) would furthermore seem to indicate to fund
raisers that the pain of looking st "herror” pictures depicting pipe stem legs, distended bowel and
gaunt cheeks (Huntsinger, 1982) may not motivate donor response as effectively as will the
pleasure derived from seeing pictures depicting the positive outcomes of successful social
programs, particularly given the desensitization thet everexposure to horror pictures has caused.
Although Huntsinger also reports that positive photographs do in fact often outpull negetive onss
(Huntsinger,1982), here too there is a lack of formal substantiating experimental evidence.

While research data in related aress such as education, news dissemination and marketing
can be of some vaiue to fund raisers, their generalizability is limited. Only through a continuous
process of testing specific to their uniqus contexts can fund raisers empirically know their donors
(Wilimer, 1987) such that communications can focus on relevant needs and inierests { Sanders,
1985) and thus maximize resources and campaign effectiveness. Despile difficulties in ferms of
justifying eveluation costs, fund raisers must therefore “test and test and test” ( Lautman &
Goldstein, 1984, p. 71) until they come up with winning combinations. Knowing if and how
photographs contribute to the persuasiveness of fund raising appeals is of particular relevance,
given predictions that such appeals will become increasingly dependent on visual stimulation to
the point where words will support pictures rather then vice versa (Huntsinger, 1984).

The following study wes designed to help clarify empirically the function of photographs in the
context of one fund raising organization, World Vision Canada. By scientifically epplying relevant
theories and research-based message design principles to the problem at hand, the study seeks not
only to contribute to the limited body of literature addressing picture-use in this context, but {o
demonstrate in practics! terms, the virtually unlimited nature and scope of educational technology
(Mitchell, 1971). Most imporiently, it seeks to fecilitate World Yision Canada and similar

orgenizations in their efforts to optimize Vife for innocent victims of poverty.
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Hypotheses
This study examined the function of pholographs in a direct mail fund raising eppeal used by

World Yision Canada. Besed on relevant theary and relaled research, six hypotheses were advanced:

Positive Phof h_versus No Photograph:

Hypothesis 1: The response rate of the donor group receiving an appeal with a positive
photograph will be significantly higher than the response rate of a donor group
receiving an appeal without a photograph.

Hypothesis 2: The averege finencia) contribution of the donor group receiving en appeal with
a positive photograph will be significantly higher than the average financial

contribution of a donor group receiving an appes] without a photograph.

Negative Photograph versus No Photograph:

Hypathesis 3: The response rate of the donor group receiving an appesl with a negalive
photograph will be significantly higher thaen the respense rate of & donor group
receiving an appeal without a photograph.

Hypothesis 4: The everage financisl contribution of the donor group receiving an appeal with
8 negative photograph will be significantly higher than the average financial

contribution of 8 donor group receiving an eppeai without a photograph.

Positive Phot I Neaative Phof h:

Hypothesis S: The response rete of the donor group receiving an eppeal with a positive
photograph will be significantly higher than the response rate of 8 donor group
receiving an appeal with e negative photograph.

Hypothesis 6: The average financiel contribution of the denor group receiving an appesl with
a positive photograph will be significantly higher than the average finsncial

contribution of a donor group receiving an appeal with a negative photograph.



CHAPTER 3

Methodoiogy

Papulation

The target population for this study consisted of 45,855 English-speaking Canadians who had
made at Jeast one financial contribution of $5 or more to World Vision Csnada in the twelve months
preceeding the study. Becsuse they have not made a formal committment to pledge supporiona
regular basis, individuals in the population are referred lo es Single Gift Donors. Comprised
largely of older middle and upper middle class men and women living in urban centres throughout
Canada, this group receives World Yision Canada's direct mail appeals regularly and is thus

familiar with their format and content.

Experimental Desi

The experimental design employed in this study was a single faclor design in which three
picture releted ireatment conditions ( no photograph vs. a positive pholograph vs. 8 negetive
photograph) were compared. The tolal population wes thus divided into three equal treatment
groups, each consisting of 15,285 Single Gift Donors (see Figure 1).

Each member of the poputation was already assigned to one of 56 individual donor segments,
based on the size, frequency and recency of their past contributions. To ensure that each trestment
would be distributed evenly within a segment and geographic location, segments and postal codes
were systematically sorted end split (i.e. every 3rd donor went to the 3rd treatment group etc.)
such that the three groups were equally represented by donor Jocation, numbers, and giving types.

The independent varisbles in this study were the three picture related ireatment conditions.
The dependent variables were 1) the response rete of each treatment group and 2) the average
smount of money contributed by each trestment group. An evaluative questionnaire, administered

to 8 small subsample within each treatment group, also served as a dependent measure.
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instrumentation

The two dependent variables in this study ( meney doneted and rate of response) were
automatically tabulated via the same computerized process World Yision Canada uses to mansge
other cempaigns. Preprogamming ensured that each response was recorded in the eppropriate
account, donor segment , and treatment group. Finel numbers and percenteges appeared in
summary form on & segmentation report. Thus, no formal measurement instruments were needed.

Nevertheless, to obtain as much informetion as possible concerning the effects of the three
treatment conditions, a questionnaire wes edministered to a small subsample within each
treatment group. The purpase af this questionnaire wes to ascertain people’s eveluation of end
attitudes loward the particuler appes! letter (treatment) they received, so as o facilitate e more
complele analysis and explanation of resulting measures of the dependent variables.

Although the present study was concerned specifically with the effects of visual fectors, the
questionnaire also included items relaled to print factors. The biesed respanses that may have
occurred if attention were focussed exclusively on the photogreph issue were thus minimized.
These questions were also included to enable World Vision Canada to become yet more aware of the
specific needs and interests of its target audience ( donors), &s such awareness is key to successfui
fund raising and in fact all communication (Sanders, 1985; Severn, 1988).

Development of the questionnaire began with an examination of refevant fund reising and
research methodology litereture. Combined with input from World Yision Canade, this information
provided guidance concerning the type of content and format questions that would be most useful
for both the study end the organization. Reactions of severs! people ( representative of the target
population) to the sppeal letter and selected photographs confirmed initial findings and led to a list
of attitude statements from which two versions of the instrument {one for the no-photo conditicn
and one for both photograph conditions) were constructed. Pretests involving World Vision staff

and representative individuals led to revised and then final guestionnaire versions (Appendix C).
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Denors who received either the positive or negative photograph on their (otherwise
identical) appesl letter were sent Yersion 1 of the questionnaire. To facilitate cooperstion &s well
as data collection and interpretation, most of the 21 guestionnaire items were closed-ended. The 9
items directly related to the specific purpose of the study were interspersed with other questions
such that progression was logical and order biss avoided { Alreck & Settle, 1985). Thus genersl
questions addressing the value of photegraphs (Questions 3, 4, and 14) led te more specific
questions concerning the { perceived) appropriateness (Questions 11 and 12) and persussiveness
(Question 18) of the photograph used in the eppeal. Opportunities for donors to state the direction
of their emotional reaction to the photograph (Question 19) and indicate what kind of pictures they
prefer to see (Question 20b) came near the end, followed only by one general open-ended question.

Version 2 of the questionnaire, sent to donors who received the no~-photograph appesl letter,
consisted of 17 items, 6 of which were directly related o the purpose of the study. Although thess
items were medified to make them relevant, they were designed to elicit similar information
concerning the ( perceived) value (Questions 3, 4, and 11) and persuasiveness (Question 15) of
photographs. Donors who received this version were given the same opportunity to indicate what
kind of pictures they prefer to see (Question 16b) and to respond to a ganerel open-ended question.

In addition to being efficient and practical, scaling techniques help ensure greater accuracy,
relisbility snd validity by trenslating eveluations and attitudes into numerical data (Alreck &
Settle, 1985). As such, both questionnaire versions mede extensive use especially of the Likert
scale, popular for its relisbility (Oppenheim,1966), flexibility, and capacity to messure the
intensity of an attitude. The inclusion and interspersement of both negative and positive attitude
statements further helped svoid response bias by ensuring that each statement would be evaluated
independently. Other scaling technigques were used es deemed appropriate.

Following a procedure similar to the one used for development of the guestionnaire, 8 cover
letter {Appendix C) was 8lso designed to explain the purpose and emphasize the future value of the

questionnaire, thereby helping justify to donors the costs involved in its administration.
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Materials

Other than the presence or sbsence of 8 photograph, the appes! letler used in this study wes
identical for all irestment conditions. Developeg by World Yision Caneda, the letter resembled the
organization's other manthly eppesals and was thus familiar to recipients in terms of forma:.
Because it was a ‘renewal’ appea), designed to be sent out at the start of a new yesr, it summerized
what Wor1d Vision had done in the peast year and cutlined what it hoped to do in the coming yeer. As
such, the information wes of a general nature and did not promote one specific project or country.

Preparing three versions of the appeel letter required the selection of ene positive and one
negative photograph. Because the appeal letter contained both positive and negative information,
gither photograph was equally representative of the content. To facilitete selection, a list of initiel
criteria was developed. Among other things, it stiputated that both pholographs should depict a
child. Children have long been recognized for their ability to appeal to the minds and emotions
(and pocketbooks) of larget sudiences in a variety of contexts. Their "innocence es the source of 8
message” (Kinsey, 1987, p. 170) makes them particutarly credible hence effective, es World
Yision hes also intuitively realized (Burnham, 1990). Because most countries mentioned in the
letter are African, it was also decided that the chosen phatographs should depict African children.
Given the interest value of close-ups (in Coldevin, 1981) and the fact that a collector for charity
can raise more money when making eye contect while asking for donstions ( Bull & Gibson-
Robinson, 1981), close-ups fealuring direct eye contect with the camera were also edded 83
criterie. Smiling, shown to have a positive emotional impact (Leu, 1982, Nelson et &, 1988),
was a condition epplied only to selection of the positive photograph.

Based on these criteria, the experimenter chose approximately thirty photogrephs {half in
each direction) from among lhe meny stides, proofs end prints of African children located in Word
Yision Canada’s picture files. World Yision's direct merketing manager then elimineted piclures
deemed unsuitable (i.e. too negative, used before) from the organization’s perspective end, with

the experimenter, narrowed the choices to four positive and four negative pictures (Appendix A).
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To solicit various reactions to the eight photographs, informal interviews were individually
conducted with maie and femele Word Yision steff members of different ages. Participants were
asked which picture made them fee! most positive, which one mede them feel most negative, and
which pictures best matched each other. A good * :sich’ required thet two photographs {one
positive and one negative} evoked the same extremity of emotion { to establish bipolerity) and that
they were as simiiar es pessible in terms of subject veriables (age, sex, distance from camera,
race, size, position) and technicai veriables ( lighting, angle, background, quality), given the
abili*ty of such factors 1o influence interpretation (Coldevin,1981; Fosdick & Tennenbaum, i 964).

Based on the results of the interviews, a survey sheet wes designed end pretested to facilitate
more consistent and formal testing { See Appendix A). To maximize clarity, minimize distrection
and isolate those pictures which were part of 8 larger proof sheet (time constraints did not allow
for a1} photographs to be reproduced to an equal size), the eight pholographs were mounted on two
black artbosrds - one for the positive pictures and one for the negative pictures. Using the survey
cheet and the photograph boards, the experimenter then surveyed sixteen people (students and
staff) from Concordia University in Montreal. Although most were randomly approached and thus
unknown to the experimenter, care was taken to ensure that the final ssmple was representative of
the study's population in terms of age and sex, many of World Vision's donors being older women.

A total of twenty-one people were thus involved in the final selection process. The most
positive photograph according to the mejerity of participants was Photograph “C". Photograph "H”
was the almost unanimous choice for the most negative photogreph. Combined, these photographs
were also chosen s the best match. Further discussion with World Vision Ceneda staff concerning
the final recommendations resulted in Photograph “H" being replaced by Photograph “G" (chosen
gs the second most negative photograph). While the experimenter did not have direct contrel over
final layout, instructions were given to ensure that the pictures were cropped as necessary, and
that their final size and placement would be identical for both photograph versions of the letter.

The three final veraions of the appeal tetter used for the study con be found in Appendix B.
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Procedures

Prior to sending out the appeal letters, World Yision Canada made arrangements for computer
programming to divide the population (45,855 Canadian English-~speak ing Single Gift Donors)
into three treatment groups, each consisting of 15,285 donors. As mentioned, each member of the
population already belonged to one of 56 segments, based on size, frequency and recency of their
donations in the past year. By sysiematically separating the donors within esch segment and
geographic location into three groups ( i.e. the first donor on the list was placed in the first group
etc.), the computer ensured thet treatment conditions were distributed evenly, such that the three
groups were equally represented in terms of donor location, numbers and past giving behaviours.

Computer programming also allowed for the systematic selection of 1,415 questionnsire
recipients (a number dictated by budgetary constraints). In order to ensure thet this subssmple
wou'd also be representative of the target population in {erms of donors’ past giving tendencies and
their geographic location, each of the three {reatment groups were again sorted first by segment
and then by postal code. Within each of the three groups, the computer then selected every 33rd
record (donor). Records were thus selected from British Columbia to Newfoundland for each
segment, within each treatment group. Because segments contsining more donors were alloted
more questionnaires, representaliveness therefore also existed in terms of numbers. To ensure,
however, that every segment wes represented, the computer sutomatically chose one record from
each of the nine segments having less than 33 donors. The final resull was that 472 donors in two
trealment groups and 47 1 donors in one of the groups were sent 8 questionnaire.

To fecilitale dsta enalysis, atl appeals and questionnaires were coded prior to being scnt. One
of three code numbers sppesred on the response card (used to remit payment) included in each
sppeal letler package. Money that was received wes thus immediately applied to the appropriate
account, segment, and treatment group. Similsrly, one of three code numbers appeared on the

back of each questionnaire, as well ss on the envelope in which the questionnaire was mailed.
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World Vision Canada sent out all appeal letters on December 28th, 1989. Questionnaires
were all sent out two weeks lster (Jen. 11th, 1990) tosllow time for delivery of the appeals. A
copy of the appeal letter was included with esch questionnaire, s it wes possible thet doners no
longer had access to their original letter. Appesl and questionnaire responses were received by
Wor1d Yision Canada until the previously set cutoff date, February 28th, 1990, wes reached. This
date gave donors eight weeks to respond to the appeal and six weeks to return the questionneire.
Given that direct meil fund reisers ususlly receive SO% of total returns within three weeks of &
mailing (Hemmings, 1989), or, in the case of Wnrld Yision, within five weeks (Burnham,1990),
and that survey researchers receive 95% of total returns within three or four weeks (Alreck &
Seltle, 1985), the time this study allowed for data collection was more than sufficient. Upon
completion of this collection period, the experimenter received a fingl report from World Yision
Canada, indicating the total financial contributions snd response rates far each treatment group.

At this time, all questionnaires were also sent to the experimenter to be processed and anslyzed.
Analysis_of Data

Because this study involved a population rather than a sample of one, it accounted for the
complete set of observations about which conclusions were to be drewn (Minium & Clarke, 1982).
Any resulling differences among dependent measures were therefore considered significant in
strictly quentitative terms. In order to determine their true significance to World Yision
Canade, however, findings concerning both response rates and financial contributions were also
analyzed and discussed in terms of practical implications for the organization.

Using descriptive statistics, questionnaire results were analyzed and referred to in terms of
their ability to contribute to a further understending of the study's outcome. While frequencies
and percer{ages were reported for each question, only questions relevant o the study were
incorporated into the analyses. Others have been included in Apnendix D. Overall questionnaire
response rates were comparsd using the chi-squsre statistic. To determine representstiveness,

questionnoire reaponses were also compared with appeal responses on general and specific ievels.



CHAPTER 4

Results
introduction

The purpase of this study was 1o address the function of photographs in a direct mail fund
raising appeal sent by World Visien Canada. Specifically, the study sought to determine {f donors’
response rales and finencial contributions to the appeal would be affected by the presence or
absence of a photograph, or by the type of photograph ( positive or negstive) used on the appeal.

Given the extent to which response rates and financisl contributions can affect each other,
resutting date were examined not only in relation lo individual hypotheses, but also in relation to
interdependent hypotheses ( i.e. those predicting the same direction of relationship between groups
for both responses and contributions). Because the study involved a population rather than a
sample of one, differences were seen as being significant in striclly quantitative terms. Inorder
{0 determine the true significance of these differences 1o World Yision Canada with respect to

future messege design strategiss, ihey were, however, also examined in practical terms.

Appeal Letter Data

The {otal response rate and financial outcome ( total and average) of the fund raising sppeal
fell within an acceptable range in terms of World Yision Cenada's expectations { Burnham, 1990).
This information, togelher with information concerning responses and financial ceniributions of
each treatment group, is presented in Teble 1. As shown, quantitative differences between groups
were minimal for both responses and contributions, particularly when seen in the total context.

A more in-ttpth enalysis of the data was thus underteken to cetermine if larger differences or
canflicting trends possibly existed emong groups et 8 more delailed data level. Specifically, this
analysis involved first com ﬁaring responses and contributions among the three trestment groups
within each of the 56 donation segments (defined by size, frequency and recency of previous gifts)

into which current responses and contributions had elready been recorded by World Yision Canada.
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TABLE 1

Responses and Financigl Contributions to Appeal Letter

Appeals Total "~ Total Response  Average
Sent Responses  Contributions  Rale Contribution
Condition ® d $ b3 $
No Photograph 15,285 1,123 52,337 7.3 46.61
Posilive Photograph 15,285 1,097 53,263 7.2 48.55
Negative Photograph 15,285 1,091 50,076 7.1 45.90
TOTAL 45,855 3,311 155,676 7.2 4.0
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Although differences could be found within some segments, even at this level, both responses
and contributions were predominantly similer emong trestment conditions. Because itisnot
reslistic for sn organization 1ike Word Yision Canads to individuaiize messages eccording to
slight differences existing at this level, date from individual segments were regrouped according to
size, frequency and recency. Here too, analysis revealed an oversll similarity between groups,
with differences often being accounted for by the nature of the relationship between response rates
and financial contributions, particularly in segments where fewer people gave higher donations.

Table 2 provides a further regrouping and reanelysis of these segments as structured into
four larger categories - low donors, medium donors, high donor's, and previously cancelled donors
{for which date concerning size of gifts in the previous year was not available). Combined with
Teble 3, indicating the relative importance of each of these categories to the total outcome of the
gppeal (i.e. previously cancelled donors showed the lowest response, while medium and high
donors were responsible for both highest response retes and finencial contributions), informetion
at this leve! can yield more prectical implications for message designers. Despile similarities
among treatment conditions (Table 2), it is interesting to note, for example, thet while totel gifts
of most groups were highest in the no photograph condition, second highest in the positive
condition, and Towest in the negative condition, high donors gave most in the positive condition,
second mast in the negative condition, and least in the no photograph conditien, perhaps indicating
thet high donors sttech more significance to photogrephs. Response rates for this group would
seem to support this, since although more people responded in the no photograph condition then in
the negative condition, they contribuled less. While this is important, given thet meney is in the
lest instance what determines the effectiveness of a fund raising campaign, the interdependence
belween contributions and responses must not be overlooked, 85 is demonstrated by the profound
effect that differing responses have on the total end sverage gifts of previously cancelled denors.

Data presented in Tables 1 - 3 are referred lo more specifically in the analyses by hypotheses.
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Responses and Financial Contributions to Appesl Letter

According to Donation Ranges
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Appeals Total Totsl Response  Average
Sent Responses  Contributions  Rate Contribution

Condition * d $ 4 $
Low Donors ($5-25)
No Photograph 1,932 164 2,657 85 16.20
Positive Photograph 1,932 173 2,655 9.0 15.35
Negative Phologreph 1,932 160 2,293 B.3 14.30
TOTAL 5,796 497 7,605 8.6 15.30
Medium Donors ($25-200)
No Photogrsph 7,210 725 27,327 10.1 37.60
Positive Photograph 7,209 698 26,980 9.7 38.65
Negative Photograph 7,210 731 25,879 10.1 35.40
TOTAL 21,629 2,154 80,186 10.0 37.23
High Donors ($200+)
No Photograph 1,397 136 17,571 9.7 129.20
Positive Pholograph 1,397 139 20,750 9.9 149.28
Negative Photograph 1,396 127 19,433 9.1 153.00
TOTAL 4,190 402 57,754 Q.6 *1267
Previously Cancelled Donors*
No Photograph 4,746 98 4,782 2.: 48.80
Positive Pholograph 4,747 87 2,878 1.8 33.10
Negalive Photograph 4,747 73 2,471 1.5 33.85
TOTAL 14,240 258 10,131 1.8 39.27
GRAND TOTAL 45,855 3,311 155,676 1.2 47.02

* Not classified according to donstion range
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Responses and Financiai Contributions to Appeal Letter By Donstion Ranges

As Part of Total Responses and Coniributions To Appeal Letter
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% of Total 2 of Total % of Totel

Caondition Appesls Sent Responses Contributions
Low Donors ($5-25)

No Pholograph 4.2 50 1.7
Positive Photograph 4.2 5.2 1.7
Negative Photograph 42 4.8 1.5
TOTAL 12.6 15.0 4.9
Medium Donors ($25-200)

No Photograph 15.7 21.9 17.6
Positive Pholograph 15.7 21.0 17.3
Negative Photograph 18.7 22.1 16.6
TOTAL 47.2 65.1 515
High Donors ($200+)

No Photograph 3.0 4.1 11.3
Positive Photograph 3.0 4.2 13.3
Negalive Pholograph 3.0 3.8 125
TOTAL 9.1 12.1 37.1
Previously Cancelled Donors*

No Photograph 10.4 3.0 39
Positive Photograph 10.4 2.6 1.8
Negative Photograph 10.4 2.2 1.6
TOTAL 311 7.8 6.5
GRAND TOTAL 100.0 100.0 100.0

* Not classified sccording to donation range
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Questionnaire Data

Table 4 presents information concerning the total as well as the individual trestment group
responses o the evaluative questionnaire. Of the 1,415 questionnaires originally sent (471 1o
the positive photograph condition and 472 {o the other two conditions), 17 were returned due o
undeliverable addresses. Because these questionnaires never reached their destination, they were
excluded from the study, thus eccounting for eny differences in numbers of appeals sent.

The averal; respanse rate of 9.2%8 fell within an acceplable range, given thet responses rates
to mail survays are ofien between S and 108 (Alreck & ettle, 1985). Althcugh & chi-squara
test revealed no statistica) significance between response rates for the three treatment groups
(x2=.59, df=2, p >.05), it is interesting to note that, s in the case of the appeel letter, frequency
and rale of response to the questionnaire was quantitively highest in the no photograph condition.

7o delermine o what extent the questionnaire responses represented the four major donor
groups 1dentified in Tables 2 and 3, respanses were categorized in the same manner (see Table 5).
Compsr-ing column 4 of Table S (% of lotal questionnaires sent) with column 1 of Teble 3 (% of
appeals sent) confirms that the each of the three subsamples which received the questionnaires
were in facl representative of the population. Comparing column 3 of Table 5 (questionnaire
response rates) with column 4 of Table 2 (appeal response rates), reveals that within the four
donor groups, questionnaire response rates were also generally representative of sppeal response
rates in terms of proportion and order (again, medium and high donors being first and previously
cancelled donors being lest). Represantativensss in terms of proportion is further reflected by
comparing column 5 of Table 5 with Column 2 of Table 3, in which responses in each trestment
condition have been compared to tota] responses. Although smaller numbers in the questionnatre
data has in some cases resulied in seemingly lerge percentage differences, it is still apparent thet
medium and high donor's were particularly sctive in responding to both questionnaires end appeals.
Because of ihe representativeness existing between questionnaire and appeal responses, it was not

necessary 1o classify actual answers to questions beyond the three treatment condition categories.
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Respoenses to Questionnaire
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Questionnsires* Total Response

Sent Responses Rele
Condition #* * F 3
No Photograph 468 48 10.2
Positive Photograph 468 40 8.5
Negative Photograph 462 41 8.9
TOTAL 1,398 129 02
x2=.59 p>.05

* (Undeliverable addresses excluded)



Responses to Questionnaire According to Donation Ranges

TABLE 5
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Questionnaires Total Response B of Total % of Total
Sent Responses Rate Questionnaires Responses

Condition # # 3 Sent (1,398) (129)
Low Popors ($5-25)
Mo Photograph 57 6 105 4.1 4.7
Positive Photograph 58 4 6.9 4.2 3.1
Negative Photograph 58 S 8.6 4.2 3.9
TOTAL 173 i5 8.7 124 11.6
Medium Donors ($25-200)
No Photograph 216 26 12.0 15.5 20.2
Positive Photograph 216 21 9.7 15.5 16.3
Negative Photogreph 209 22 10.5 15.0 17.1
TOTAL 641 69 10.8 45.8 53.5
High Donors ($200+)
No Photograph 51 11 215 3.7 8.5
Positive Photograph 50 11 220 3.6 8.5
Negative Photograph 51 7 13.7 3.7 5.4
TOTAL 152 29 19.1 10.9 22.5
Previgusly Cancelted Donors*
No Photograph 144 5 35 10.3 39
Pasitive Photograph 144 4 2.7 10.3 3.1
Negative Photograph 144 7 4.8 10.3 5.4
TOTAL 432 16 3.7 309 12.4
GRAND TOTAL 1,398 129 9.2 100.0 100.0

* Not clessified sccording to donation range
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The responses to individual questionnaire questions are reported in Tables 6 to 12. While the
tables present only these questions which relate directly to the pholograph issue, Appendix D
includes responses to sl remaining questions. All of the 129 returned questionnaires were
incorporated into the final analysis, in spite of the fact that some of them were incomplets. For
the most part, item omission seemed to relate to the respondent’s age (those over 70 years old
tended to omit more questions) or purpose (those using the questionnaire primarily to vent
frustrations i.e. concerning the number of appeals sent annually, also tended to omit more items).
The naturs of certain questions { those presenting choices) slso accounted for some varigtion in
response frequency. Comparisons between groups were therefore made with caution where
sizeable frequency differenwes existed. Percentages reported in Tables 6 to 12 are based on the
number of respondents who ectuaily snswered the question (listed under 'n’ in each Table).

While questicnnaire data sre also referred to more specifically in the following analyses,
it is important to note on & general level that respondents’ judgments of the averell direction
(Table 10) and sppropriateness (Table 9) of the photograph used on their particular appeal

confirms the positiveness, negativeness end appropristeness of the pictures selected for the study.

Analyses b ot

v togr
Hypothesis 1: The response rate of the denor group receiving an appesl witha pasitive
pholograph will be significantly higher than the response rate of a donor group
receiving an appeal without & photograph.

Compering the overall eppeal response rates of the positive photograph group and the no
photograph group ( Teble 1) reveals that Hypothesis | wes not supported. 1n fact, &s indicated, the
opposite occurred, such that there were actuslly 26 (.1 ®) more respondents in the no photograph
group. Table 2 further indicates thet while response rates of low end high donors were in the

predicted direction, the overall results reporied in Teble 1 are sitributable to response patterns

of medium and previously cancelled donor groups, with the 1argest percentage difference {in fevor
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of the no photograph appeal) occurring in the medium donor group. As mentioned, it is also
interesting to note that questionnaire response patterns closely resemble appeal response patterns
in terms of the positive photograph/no photograph comparison, nat only on a general level {Table
4), but also on a more specific level, especially where medium donors ars concsrned ( Table 5).

Hypothesis 2: The average financial contribution of the donor group receiving an appeal with

a positive photograph will be significantly higher then the average financial
contribution of a donor group receiving sn appesl without s phatograph.

A comparison of the overall average financial contributions of the positive photogreph group
and the no photograph group (Table 1) reveals that Hypothesis 2 wes quantitatively supported, for
while the difference was relatively small ($1.94 higher for the positive photograph group), it
was in the predicted direction. Total financial contributions of the two groups also differed only
slightly ($926.00) but again in favor of the positive treatment. On & more detailed level (Table
2), the data indicates that financial results reported in Table 1 are largely attributable to high
donors, who gave a totat of $3,179.00 more in the positive photograph condition than in the no
photograph condition. Because response rate= ¢f this group were virtually equal in the two
conditions, it is valid to compare average gifts ($20.08 more for the pesitive group) at this level.
Larger variances in response rates make similar comparisons in other groups less meaningful.

Overall results in terms of hypotheses 1 and 2 thus seem to indicate that while donors in the
n¢ photograph condilion respanded more, 1hey actually contributed less. Given the magnitude of
the totel figures involved (Table i), it is, however, more realistic to conclude that donors did not,
on the whole, seem 1o be differentially affecled by whether their appeal had & positive photograph
or no photograph. Thus while hypothesis 2 was guantitatively supported, the small financial
differences would, from World Vision's perspective, be considered insignificant in practical terms
(Burnhem, 1990). Differences existing at more detailed levels (&s pointed out using Table 2)
ceuid neverthetess lead to future testing, given the fact that high and particularly medium donors

were responsible for a large percentege of responses and contributions to the appeal { Table 3).
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The questionnaire data relevant to the positive photograph versus no photograph issue perhaps
contribute to an understanding of why performance in the no photograph condition basically
equatied performance in the positive photograph condition. While respondents in the no
photograph condition expressed some support for the geners! use of photographs {Table 6), 8
relatively high percentage claimed they often didn't take notice of them (Teble 7). Interms of the
specific appeal used for this study, most no phetograph questionnaire respondents indicated that
they did not even look for a photogreph. Nene of them, furthermore, were dissppointed by the lack
of one { fowser half of Table 8). Most respondents in this group stso felt that a photogreph of a
child would not influence their response decisicn either way (lower haif of Teble 11). Of those
who offered additional comments, well aver half remarked that they did not require a photograph
to make their decisicns, many of them suggesting that the money used on photographs should
instead be used to help the needy in more direct ways. The no photograph group’s responses and
contributions to the eppeal (Table 1) would tend to confirm the accuracy of these statements,
thereby Tending further support to the finding thal donors did not seem tg be differentially affected

by whether a direct mail fund raising eppeal had a pesitive photegraph or no photograph.
Negative Photograph versus N otogra

Hypothesis 3; The response rate of the donor group receiving an appeal with 8 negative
photograph will be significantly higher than the response rate of a donor group
receiving an appeal without a photograph.

A comparison of the overall eppsal response rates between the negative photograph group and
the no photograph group (Table 1) reveals that Hypothesis 3 was not supported. As was the case
with Hypotheses 1, the opposite of what was predicted actually occurred, such that there were 32
mare respandents (.2%) in the no phatograph condition then in the negative photograph condition.
This trend existed st all donstion levels ( Table 2) except among medium donors, where, despite @

smell response frequency difference in the predicted direction, response rates were squal. The

largest percentage differences ( in favor of the no photograph condition) occurred among high
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denors and previcusly cancelled donors, response rates for the no photograph group being in both
cases .6% higher then response rates for the negative photegraph group. While these percentages
might not carry the same weight in prectical terms, 83 previcusly cancelied donors constitu”~i the
smallest proportion of overc!l responses (Table 3), results must be eveluated as part of the total
context, in wiiich the difference L=.wese response rates (.2%8) waes minimal. il is nevertheless
noteworthy that questionnaire response pelternrs were once again similer to appesi response
patterns on a general ( Table 4) and more specific level (Table 5), the only difference occurring
among previously cancelled donors, where the response rate was higher in the negetive condition.

Hypothesis 4: The sverage financial contribution of the donor group receiving en eppeal with
a negative photogrash wiil be significantly higher than the average financial
contribuiion of & donor group receiving an appeal without a photograph.
Comparing the overa}l averegs financial contributions of the negative photograph group and
the no photograph group (Table 1) reveals that Hypothesis 4 wes not supported. Here too, results
were in the apposite direction of what wes predicted. Although the difference in {olal financial
contributions was substentiaily larger then that existing between the positive photograph and no
photograph groups ( $2,261.00 as compared 1o $926.00), due to the interdependence between
response retes and financial contributions, the difference in average gifts was smaller {only § .71
in favor of the no photograph group). At the level of donation groups (Table 2), it becomes clear
that the final differences in totel contributions presented in Teble 1| would have been even greater
(in favor of the no photograph group) hed it not been for the high donors, who, by giving more in
the negative condition than in the no phote condition, decressed initial differences by 45%. While
the relationship between responses and contributions accounts for the arge varistion in averege
gifts for this donation group, their ability to influence overall results can not be undermined.
Despite some potentisily significant differences existing at more detailed levels (i.e. among
high dorrs), overall resulls of the appeal in terms of hypotheses 3 and 4 seem 10 indicate that

danors who received the appeal with no photograph both responded more and gave more than did
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those who received the appeal with the negetive photograph. Thus neither hypothesis wes

supported in either quantitative or practical terms. Because overall differences were once again
small in light of the total resuits (Table 1), it would seem that donors did not, on the whole, seem
1o be differentially affected by whether their appeal had & negative phelograph or no photograph.
The questionnaire data which wes highlighted in relation to the positive photograph versus no
photograph issue ( see pg. 44) is also relevant to the negative photograph versus no photograph
issue, given the similar outcomes of these issues and the fact thst picture related questions sent to

questionnaire respondents in the no phategraph group concerned the usa of photegraphs as 8 whols.
Positive Phof I Negstive Phot I

Hypothesis S: The response rate of the donor group receiving an appeal with a pustiive
photograph will be significantiy higher then the response rate of & donor group
receiving an appeal with a negative photograph.

Comparing the overall appesl response rates of the positive group and the negative group
(Table 1) revesls that Hypothesis S was quantitatively supported. Table 2 reveals that response
rates also differed in the predicted direction in 811 but the medium donor group, albeit by less then
1%. Overall questionnaire response rates ( Table 4) did not in this case support sppest response
retes. The slight frequency difference of 1(in favor of the negalive group) resulted in a relatively
large response rate difference (.4%) primarily due to veriations in the number of questionnaires
initially sent. Small frequencies further accounted for seemingly large differences in response
retes st more specific levels (Table 5). although: ~ere too, it is interesting to note that only one
group, the high donors, responsed more in the positive condition then in the negative condition.

Hypothesis 6: The average. financial contribution of the donor group receiving an appeal with
a positive photograph will be significantly higher then the average financiel
contribution of & donor group receiving en appeal with e negative photograph.

A comparison of the everall financial contributions of the positive photogreph group and the

negative photograph group (Teble 1) reveals that Hypothesis 6 was quantitatively supported
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Differences ( in the predicted direction) between both total contributions ($3,187.00) end
average contributions ($2.65) were larger then differences existing between aniy other two
treatment conditions. Medium and high donors were largely responsible for the magnitude of these
dgifferences, s indicated in Table 2. The direction of average gifts among high donors can cnce
again be explained by the interdependence between responses and financisl contributions.

Overall results in terms of hypotheses S and 6 indicate that donors in the positive photograph
group responded more and gave mare than did donors in the negative condition. Both hypotheses
were thus quantitatively supported. |n practical terms, a response difference of 6 people (.1%)
would not, however, be seen s significant from World Vision's perspective. The fact that
contributions for virtusity the same amount of people differed by e total of $3,187.00 (28 in
terms of overall contributions; 6% in terms of totel contributions of the two photograph greups)
and sn average of $2.65, would, on the other hand, have some immediate practical implications
for World Yision Canada (Burnham, 1990). While differences were perhaps minimal in terms of
the tlotel results, it nevertheless seems that donors were, on the whole, more favorably affected by
a fund raising appeal with a positive pholograph then by one with a negative photograph.

Questionnaire data relevant to the positive versus negative photograph issue in many cases
support thus help clarify the resulis reported in Tebte 1. While both positive and negative groups
showed 8 sirong and basically equal general preference for letters with photographs (Table 6),
indicating that they almost always took notice of them (Table 7), questions concerning the specific
sppeal revealed some interesting differences. The upper half of Table 8 shows, for example, thal
sithough the mejority of respendents in both groups looked at their particular photograph al the
time they received {heir appesl letter, respondents in the negative group more often looked &t the
photograph hefore reading the letter, perhaps supporting the notion that negative photographs do
have high attention value and can in fact provide more immediate gratification (Singletary &

Lamb, 1984). Larger differences betwesn the two groups were found in terms of their evalustion
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of the photograph used on their particuler appeal (Tsble 9). Responses io Question 11, for
example, indicate thet the positive photograph led to more overali positive feslings about having
previousiy donated to World Vision, then did the negative photograph. While both groups generally
felt that the chosen photogreph wes appropriate (Question 12), respondents in the negative
condition tended to support this statement less strongly than did those in the positive condition.
Reactions to the photographs ( Table 10), while also similar, egain pointed to a higher correlation
between the positive photograph and the degree of positive feelings evoked. The ability of positive
photographs to generally elicit favorsble reactions can also be inferred from Teble 12, which
reveals that most respondents in both groups prefer an emphesis on pqsitive photographs. Asto
perceptions concerning the persuasiveness of the photograph, most respondents in both groups felt
it had little influence either way (upper half of Table 11). Of remaining respondents, those in the
negative group showed more support/indecision toward this issue than those in the positive group.

Additional comments offered by respondents in the negative group included some minimai
support for the idea that pain-evoking pictures can induce sction. As one such respondent stated,
“It hurts to see these starving children. | must help”. More commen, however, were those
remerks relating to the fact that the photograph did not have an influential role. Interestingly, a
number of respondents who felt this way nevertheless expressed an awareness of the emotional
impact photographs can have i.e. “I tend to decide on what | read and fects, rather than the emaotion
conjured up by photos”, or s one respondent put it, "Akid (child) wes just placed on the letter to
appesl to my emotion. Who is he? Where is he from? What are you planning to do for him?".

Less comments offered by respondents in the positive group related lo indifference toward the
photograph. Rather, comments like “it convinced me” or "it helped reinforce my decision” seemed
to be more frequent. Observations such es “I'm glad to see this particuler child is doing weil” end
“the photo gave a positive feeling of success in what World Vision is doing™ would indeed seem to
further support the results reported in Table1, indicating that donors were, on the whole, more

favorably affected by an eppeal with a positive photograph than by one with a negative photograph.
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TABLE 6

Oeneral Preference for Photographs

% Response
Strongly Strongly
Agree Agree  Uncertain Disagree Disegree
Question (11/14) n 1 2 3 4 5
| prefer letiers that do not have
photographs on them.
No Photograph 45 1 9 36 37 7
Positive Photograph 34 -- -- 17 65 18

Negative Pholograph 35 -- 3 T 63 23




TABLE 7

General Yalue of Photographs

% Response
Question (4} n Yes No
In general, do you lock at the photographs on letters
from World Yision?
No Photograph 47 68 32
Positive Photograph 36 97 3
Negative Photograph 36 94 6




TABLE 8

Yalue of Appeal Photographs

o1

% Response
Question (3) n Yes Na
Yersion 1
On the renewal letter you recently received there was
a pholograph.
a) Did you lock at the photograph at the time you
received the letter?
Positive Pholograph 33 85 15
Negative Photograph 34 88 12
b} If s, did you look 8t the photograph hefore
reading the letter?
Positive Pholograph 31 58 42
Negative Photogreph 31 64 36
Yersjon 2
On the lelier you received there was no photograph.
a) Did you look for a photograph on the letter when
you received it?
No Photograph 45 20 80
b) Were you disappointed that there wes no
photograph on the letter?
No Pholograph 44 -- 100




TABLE 9

Appropriateness of Appesl Ph~tographs

°2

® Response
Strongly Strongly
Agree Agree  Uncertain Disagree Disegres
Question (11/12) n 1 2 3 4 5
Question (11)
The photograph on the letter makes
me fee! good about having been &
partner in World Yision last year.
Positive Photograph 34 27 o3 17 3 -
Nepgative Photograph 35 26 416 20 8 -
Question (12)
| think the choice of photograph is
appropriate.
Positive Photograph 35 26 57 17 -- -
Negative Photograph 37 13 65 22 -- -~
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TABLE 10

Evaluation of Appeal Photogrephs

% Response
Paositive Negative
Question (19) n 1 2 3 4 5 6 7
Please check the space which shows
your reaction o the photograph
used on the letter.

Positive Photograph 29 34 28 21 17 -- -- --

Negative Photogreph 30 30 23 13 17 4 10 3




Effectiveness of Appeal Photographs

TABLE 11

54

2 Response
Strongly Strongly
Agree Agree  Uncertsin Disagree Disagree
Question (18/15) n i 2 3 4 5
Yersion 1 - Question (18)
The photo influenced my decision:
to renew my support:
Positive Photograph 25 4 12 16 o6 12
Negative Photograph 34 9 20 18 38 15
not to renew my support:
Posilive Photograph 18 6 6 5 61 22
Negative Pholograph 22 -- 9 23 45 23
Vet sion 2 - Question (15)
| think a photograph of child
would influence my decision:
to renew my support:
No Photograph 42 7 24 7 38 24
not to renew my support:
No Pholograph 28 -- -- 1 53 36
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TABLE 12

Beneral Preference for Direction of Photographs

Question (20/16)

% Response

When | receive letters from World Vision, | prefer an emphasis on:

Photographs of people  Photographs of people

n who have been helped  still needing help Both*
No Photograph 27 o2 22 26
Positive Photograph 30 57 20 23
Negative Photograph 33 58 21 15

* While not origina}ly presented as an option, ‘both' was chosen with enough frequency to warrant
its inclusion in this table



CHAPTER 5

Summary

In their efforts to optimize life for victims of poverty globally, relief and development
prganizations dependent on public support are only too aware of the need for compelting end
persuasive fund raising messages. Effectively communicsting the needs to {hese who can help is,
in other words, a critical part of the solution to the problems of world development. While
photogrephs are frequently used es a part of the communication process in this context, virtuslly
no formal research has been conducted to determine their actual function or #ffecliveness.

This study was designed to eddress this issue within the context of one such orgenization, World
Vision Caneda. Specifically, it sought to determine the extent to which donor response would
be affected by the presence or absence of a photograph, or by the type of photograph (cne eliciting
positive emolions versus one eliciting negetive emolions) used in a direct mail fund raising sppesl.

Based on relevent theory and picture related research thet hies been conductled in areas such
as education, news dissemination and marketing (al} of which are engaged in during the fund
raising process), it was hypothesized thet response rates end financial contributions would be
higher among donors receiving an appeal with s photograph than among thase receiving an appeal
without & photogrsph, end that response rates end financial contributiens would also be higher
among donors receiving a ‘positive’ photograph than emong those receiving a negative’ photograph.

The overall results of the study (Table 1) indicated thet photographs in general did not pley as
imporient a role as was predicted. Where photographs were used, however, it seems that one of &
positive nature had a significantty more favoreble effect on donor response 1o the appeal (both in
quantitetive and practical terms), than did one of a negative nature, particularly ameng high
(lerge gift) donors (Table 2). The following discussion gives more specific attention to these

findings, particularly s they relate to the relevant theory and resesrch.
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Ihe Use of Phatographs

The debste concerning the persussiveness of photographs particularly within the context of
printed messages is due in lerge part ta the relstive "inectivity of communication educaiors snd
ressarchers towerd the specisl ares of photogrephic communication™ (Miller, in Tseng, 1984, p.
578). Despite the uncertainty surrounding tte issue, there exist many examples in both ecedemic
and non-academic contexts, which testify to the “almest mystical™ (Fleming & Levie, 1978, p.
249) communicative power of pholographs, such thet they have in many instences been
responsible for changing people's knowledge (Monk, 1989), feelings (Roel, 1983), andeven
behaviours (8irvin, 1947; Hunisinger, 1982). Combined with the comperatively large body of
literature which indicates that pictures attract attention to themselves and surrounding messages,
this evidence would indeed seem to suggest that fund raising appesls bearing photographs would
have & more persussive impact on donors thal would appeals with no photographs.

As shown by the overall resulls reported in Table 1, such was not the case in this sludy.
Neither response rates nor financial contributions of donors receiving appeals withoul a picture
were, in praclicel terins, significantly different than response rates and financial contributions of
donors in gither of the photograph conditions. More specifically, while the response rate for the
no pholograph group was slightly higher than response rales for pholograph groups, totel end
average financial contributivas of the no pholograph group fell in between the total and average
contributions of the two photograph groups. Only smong high donors (these giving more than
$200.00) did bath photogreph conditions outperform the no photograph condition (Table 2) in
terms of overall and average financial contributions, the trend not applying to response rates.

While overall results do not support the hypothesized relationship between the no photograph
and photograph conditions, they sre consequential in suggesting that the inclusion of photographs
in fund raising eppsals, & costly and potentislly problematic process i.e. when suitable materials
sre not availeble (Burnhem, 1990), is perhaps not as necessary as is intuitively believed. Some

possible reasons for this can be found in the related literature end the study’s questionnaire data.
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Because the 1i~ ~d research related to picture persussiveness has yielded contradictory

results, a generally sccepted conclusion states that "while messages including pictures are
preferred end attract attention, the addition of pictures does not necessarily enhance persuasion”
(Fleming & Levie, 1978, p. 249). Questionnaire data from the study indicates thet the mejority
of respondents in both photograph canditions indeed prefer letters with photographs (Table 6),
and, in the case of their specific appeal, locked at the photograph before reading the 1stter (Table
8), thus supporting the notion thet pictures do attract sttention. The similar performeance of these
two groups in relstion to the no photograph group would, however, suggest that in spite of their
perceived value, pictures truly did not seem to enhance persuasion in this study.

One possible reason for this similarity in performance (Table 1) perhaps relates to
Culberison's news study findings, which indicate thet pictures can actuslly distract people from
focal issues. Their very concreteness and specificity csn furthermore "limit the images and
associations which come into play in interpreting & message” (Culbertson, 1974b, p. 228). Thus,
in the context of the current study, the implication would be that donors not having to contend with
the distractions and processing limitations potentially caused by the addition of a picture would be
able to focus more clearly on the needs and issues presented in the appeal , and possibly perform at
a higher-than-expected level, while donors distracted and limited by a specific photograph would
perhaps perform at a Tower -than~expecled level, the result being a ssmewhat similar level of
performance between the no photograph and photograph groups, 8s wes in fact the case. This
conjecture conceivably carries more weight in light of the questionnaire results, for although
respondents in the photogreph groups suggested that messages with pictures are preferred snd do
sttract attention, questionnaire responses of the no photograph group suggested that photographs
are not even necesserily preferred ( Teble 6) or attended to (Table 7) to the extent fund raisers
may essume they are. Could it bs thet the absence of a ‘distracting’ photograph led not only to these
( possibly more objective) perceptions concerning the value of photographs, but also to the

surprisingly high performance of the no photograph group? The possibitity certainly exists.
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Another potential reason for the overell similarity in performance between no photograph and
photograph groups relates to emotion. The dramatic impect thet photographs have had on people in
various real-life situations { Monk, 1989) indeed attests to their emctionsl snd persussive power.
While people are seldom aware of this power or their own susceptibility to it, meny gquestionngire
respondents in this study expressed a high level of such awereness i.e. “A picture always has an
emotionel impact. It mekes the plight of these people more real”; "A picture is better then words to
evoke emotion”; "When | look st a fece in a photograph | see either the pain end suffering or what
our help has wrought . . . Photographs can sometimes stir our emotions more than words”.

Although fund raising literature claims that emotion cutsells intellect (Lewis, 1983), it slso
suggests that emotion be presented in a 'logical’ manner (Yan Groesbeck, 1982), given that many
donors “pride themselves on being rationsl, in-contret human beings” (Hemmings, 1989, p. 39)
who believe they are “sending money for logical reasons” ( Yan Groesbeck, p. 38). This bellef was
indeed expressed in comments of pholograph group questionnaire respondents i.e. : "A kid was just
placed on the letter to appeal to my emotion. Who is he? Where is he from? What are you planning
10 do for him? Generally, ! don't like a picture of a child just to appesl to my emotion™; “| tend to
decide on whet 1 read and facts, rather then the emotion conjured up by photos™; "Pholos . . . don't
instruct me personally 8s to whether | should provide support. This needs o be & rational decision,
based . . . not on the amount of pain | feel in my heart at the picture of 8 hungry child™

While the sppea! letter (Appendix ) was itself not devoid of emotion, advertising research
(Hirsi:man, 1986) suggests that words are often sssociated with informativeness and utility end
thet language as 8 whole is equated with retionality. Organizations wanting to create an impression
of "heightened rationality end fectualness” ( Hirschmen, p. 33) should thus focus on using all~text
communications. Such findings, combined with the epparent desire of donors to avoid succumbing
to emotion, perhaps explain the close performance of the no photograph and photograph groups.
The high level of awaren.s photograph groups hed concerning the emotions] pawer of pictures

may thus indeed have played s part in preventing them from reaching higher levels of response.
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The nature of the populstion in genera) may have aiso piayed a more prominent role than
expected, concerning the similar performsnce between no photograph and photograph conditions.
Having contributed to World Vision Canada at 1esst once in the previous yesr, each member of the
population was already & regular recipient of the organization's direct mail appeals, snd was thus
familiar with the format and content of the one used in the study. This familiarity may well have
desensitized donors to responding differentially based on the presence or absence of a photograph.
The fact that the largest proportion of suggestions offered by questionnaire respandents in each
trestment group related to requests for less appesls per year, and in many cases for money spent
on photographs to be used o help the needy more directly, would seem to indicate that 8 high level
of desentization does in fact already exist throughout the population. This, combined with the
frequent exposure to werld development problems also pravided by ather media, makes it quite
likely that many donors '« 11d agree with the respondent who wrote *{ see somuchon T.V. of
starving and devastation of people in this world that another picture doesn't mean a lot™.

The motivations underiying decisions to give may also help explain the similer performence of
the no photograph and photogreph groups. While some questionnsire respondents connected their
decision to finances ( “We decide with or withoui pictures when funds are available to suppert™; "
do not require a photograph to make my decisicn. On my limited income, | know when and whom |
am able to assist!”), others related it to World Yision ( “The photegraph doesn't have an impact. |
support World Vision . . . because of the programs it is invaived with™; "We sre tao mich "in love’
with Wor1d Yision to let a letter or photo influence us . .. "; " We would continue our support in
any event due to the good reputation of stewardship of World Yision®™). The sssumption that many
donors weuld give due to yet deeper convictions was also supported by questionnaire comments l.e.:
"The photo had no influence. | just believe we have to help the needy”; “God's spirit inflizences me
togive™; "I feel it is my obligation to help people less fortunate than we are”; "My reeson for
helping is conviction from ihe Bible". Combined, these motivations may quite possibly offer the

most insight as to why the use of photographs did not seem to enhance persuasion in this study.
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The Directi f Phot |

“Photography is about pleasure and photography is about patn” {Monk, 1989, p. 19). Spcken
by Walker Evans, a mester of early documentary photography, these words bring to mind the
dilemma often faced by those in development orgenizations who are responsible for deciding which
pictures o include in a fund raising appeal. Although the "negative’ pain-evoking pictures
depicting pipe stem legs, distended bowel and gaunt cheeks (Huntsinger, 1982) traditionally
emphasized in such appesls have started to be replaced by ‘positive’ plessure-evoking photogrephs
depicting successfut outcomes of social progrems (Severn, 1988, p. 8), there is virtually no
forma) research in the fund raising context lo empirically support the effecliveness of one
approach over the other. Theory and resesrch from a variety of relsted contexts does however
indicate strongly thet plessure would be more effective then pain in motiveling desired action.

While photographs on the whole did not seem 1o play 85 important a role ss was anticipsied in
this study, (finencial performance of {he no photograph group falling betwesn that of the iwo
photograph groups), the fype of photogreph ( positive or negative) did result in differences of
more significant nature, bath quantitstively and practically, the positive group outpulling the
negative one by a total of $3,187.00, and en average of $2.65 {Teble 1). (nlerestingly, medium
and high donors were largely responsible for {hese differences, high donors being particulerly
responsive o the positive photograph in terms of number of respondents. The overall financiel
differencas (2% in terms of total contributions, 6% in {erms of total contributians of the two
groups) ere especially noteworthy given that respondents in both groups were virtus!ly equsi in
number and presumably equelly represented ( due to the systematic manner in which they were
divided) in terms of, for example, giving motivations snd desensitization levels. These differences
would thus seem (o indicate not only that emotion can in actuslity influence decision-making, but
more specifically that plessure wes in fact more effective then pain in motivating desired action.
The fact thet respondents reacted to positive and negalive photographs in the hypothesized menner

thus lends further empirical support to many of the theories presented in the related literature.
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The common assumption that positive beliefs and emotions lead to approach tendencies while
negative beliefs end emotions lead to avoidence tendencies ( Bettinghaus, 1968; Fleming & Levie,
1978, Reich & Adcock,1976), for example, seems to have played & part in determining the nature
of financial responses of donors in the iwo pholograph groups. Yhile the similar performance
between ihe no photograph and photograph groups serves to downpiay the emotional impact of
photographs as 8 whole, the differential performance of the two photograph groups seems o
emphasize it. Despite priding themselves on their retionality, in other words, many donors do in
fact seem to respond “viscerally - with their guts and emotions™ (Hemmings, 1989, p. 39).

The approach/avoidance theory provides a useful perspective from which to interpret not only
overall results, but also questionnaire responses. That each photograph elicited the intended
emotions is demonstrated in numerous ways. Teble 9 (Question 11), for example, indicates thot a
larger proportion of the positive than of the negative group agreed that the pholograph made them
feel good about their previous donations to World Yision, while Question 12 shows that thase in the
negative group felt less strongly thet their photograph was eppropriate. Resctions on a positive-
negative scale (Table 10) further indicated thet the pictures had essentially had the desired effect.

Research has demonstrated that information can affect ettitudes toward both message and
message source (Haskins & Miller, 1984; Hovland et al., 1953). Interestingly, the nature of
additional comments offered by questionnaire respondents in both groups would suggest that the
emotions elicited by the different photogrephs may indeed have had a subtle effect on attitudes
toward both the sppeal letter end Worid Yision as a whole. A large portion of comments from the
negative group, for example, seemed to be of a criticsl nature i.e.: “The money spent on these
excessive reports could be better spent helping the children”; "Your letlers need not be so long -
paper costs money and you use good quality ~ one page is enough”; "I want my money to help the
poor not Til1 waslebaskets”, wirile comments from the positive group tended to be more supportive
i.e.: "It's good to hear what we're up egainst, what our donations are being given to, also to hear

how things are being resolved . . ."; “The photogreph gave & positive feeling of success in what
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world Yision is doing”; "I wes extremely elsted to hear about the fresh waler supplies which
curbed the agony people endure due to the guines werm™. Although respendents in the positive
group atso commented on the use of financial resources, even the manner i'n which concern wes
expressed often seemed to be more positive i.e: "No doubt if you sent out Tess literature and fewer
mailings the support would decresse. But it would be wonderful to cut costs in order that more
would be directly used for the needst | am not doubting your accountability . . . just dreaming”,

Questionnaire respondents in the negative group thus seem to have focussed mare on negative
aspects of the message end its source, while respondents in the positive group seemingly took more
notice of positive aspects. In light of the superior financial performance of donors in the positive
photograph condition (Table 1), these responses perheps further support the approach/avoidance
theory snd potentislly demonstrate the extent to which "anything associated with an unplessant
stimulus also comes o be perceived more negatively” (in Heskins & Miller, 1984, p. 4).

Pairing communication with & positive stimulus (in this case an stiractive message source)
indeed seems to have been instrumentatl in putting donors in a positive frame of mind ("I'm glad to
see this particulsr child is doing well”) such that persuesicn wes enhanced, as resesrch suggests
should heppen (in Cabsllero & Pride, 1984). A possible resson for the fact that medium snd high
donor's were particularly responsive to the pesitive photograph { Teble 2) may lie in fund raising
research suggesting that donors generally give to what they cen most readily relste to, such that
the elderly, for exemple, “are mest likely to contribute to projects combeting sickness and
disease” (Barna, 1985, p. 54). The portrays! of a happy, smiling child able to fulfill his physical
needs (Appendix B) may thus wel] promote a high tevel of identification among a denor population
comprised lergely of middle and upper class people, many of whom have disposable income.

Discussian concerning the performance of the two photograph groups hes until now focussed
mainly on the fact thet the positive photograph group did, as was hypothesized, outpull the negative
photograph group. The fact that differences between the two groups were not larger, particularly

in terms of response frequencies, is, however, also deserving of further theoretical attention.
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As Teble 1 indicates, negative sppeal respendents were only stightly lower in terms of number
than positive appeal respondents. Questionnalre data (Table 11) revesls that of those who felt the
picture had influenced their decisien to renew their supporl (most in bolh groups feeling it had
not), a Jarger proportion were in the negative photograph group. More people in this group were
also agreed or undecided s to whether or not the picture had influenced them 77 to renew their
support. Thus, on the whole, those in the negative group more often claimed the picture had been
influential, perhaps explaining the (comparatively) high number of donors in the negative group.
One way in which the photograph mey have been influential relates to guilt ( being healthy
when others aren't} and fear (of the poor and disadvantaged; of being punished for not giving),
both of which are powerful motivators thet often underlie donor response {Hemmings, 1989;
Henderson, 1985; Jones, 1988). The fact thel evalustions among questionnaire respondents in
the negative group tended to be more negative would indicate that the picture may have evoked
feelings such as guilt end fear in the donor population. Research claiming thel guilt and fear often
induce action because they stimulate the desire to reduce the discomfort and tensfon they generate
(Severn, 1988) would thus help explain the negative group’s high level of response to the appeal.
Conversely, {he negative pholograph may have inspired responss in thet il perhaps addressed
people’s latent need for negative news (Galtung & Ruge, 1965, in Tunstsll, 1970). The fact that
more guestinnaire respondents in the negative than in the positive group looked at the photogr _.h
before reading the letter indeed speaks of the negative photogreph’s high attention value (Teble 8).
Negative group respondents requesting continued information about the seriousness of the situalion
i.e. "so thet we can really see lhe pain . . . " were thus perhaps also representative of donors
who in this case, may have responded to negative stimuli for reasons other than guilt end fear.
The similar response rates between negetive snd positive photograph groups may alsorelale io
desensitization. The respondent who stated "| see so much on T.Y. of starving and devastation of
people in this world thet another picture doesn't mean @ tot” ro doubt expressad the sentiments of

many donors who have lang been overexposed to the "starving baby appeal” ( Severn, 1988, p. 8).
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While response levels might indicate that the negative photograph 1ed to approach rather than
avoidance behaviours, or perheps hed no differential effect whatsoever from thet produced by the
positive photograph, contribution levels imply otherwise (Table 1). It did, in other words, seem
to play somewhat of an adverse role in the decision process of many appeal respondents.

The fact that most questionnaire respondents in the negative group indicated 8 preference for
phatographs of people who have been helped rather for photogrephs of people still needing help
(Table 12) would seem to support the 'pleasure principle’ which, in the context of fund raising
photographs, causes people to subconsciously turn awey from psinful or threatening imeges
{Huntsinger, 1982). Thus white most donors would perhaps like o consider themselves immune
1o emotional appesls of any kind, the negative photogreph mey in fact have subconsciously affected
the nature of their response to the appeal. More specifically, the adverse affects that negetive
information in general has been shown to have may have 81so operated in this context, ceusing
donors "to become depressed, to experience a sense of ‘helplessness’™ ( Gatician & Yestre, 1987,

p. 400) and to, in monetary terms, “reduce their helping behaviour” (Galician & Vestre, p. 400).

Photography is ebout pleasure and about pain. The extent to which related literature supports
the assumptlion that positive emotions lead to epproach tendencies while negative emotions lead to
gvoidance tendencies would indeed sugpest that it wes more than coincidence which in this study
showed pleasure, as was hypothesized, to be more effective then pain in motivating desired ections,
Conclusions

The findings from this study indicate thet donors ere, on the whole, not differentially affected
by the presence or absence of 8 photograph on & direct mail fund raising appeal. Whena
photograph is used, however, it seems that one which evokes positive and pieasurable emotions
such &s joy and acceptance may help generate a higher level of financial contribution than one
which evokes negative and painfu) emotions such as anger and guii. On a more specific level, it
appesrs that donors who have a history of making annuel contributions of $200 or more & sttech

more significance to phote:s~ephs, in particular to positive ones (Teble 2).
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It is interesting to note that some picture relsted studies in the field of advertising research

have yielded results similar to the overall resuits of this study, such that the performance of
consumers in no phatograph control conditions fell somewhere between the performence of
consumers in attractive photograph conditions snd those in unattrective photograph conditions
(Cabailero & Pride, 1984; Nelson et al., 1988). While this may imply thet the current findings
perhaps spply to a lerger population and context than that invoived in the study, generalizations
should, for 8 number of reasons, be made with caution. Altheugh fund raising litersture does
indicate thet donors as 8 whols share many characteristics, it must be remembered, for exemple,
that the donor populstion in this study was comprised of previous givers (many from the religious
community) who were aiready femiliar with the approach of one specific organization. The same
treatment conditions sent to people outside of that population ( particularly if they were not
previous donors) may therefore have yielded different results. The fect thet the study involved
only one of many possible communication mediums also limits its generalizability. However, in
light of the Targe numbers involved, i is possible thet fund raisers in other organizations and
contexts could very likely gain some useful insights from the study's appesl and questionnaire data.
Practical lmplicati

While the small quantitative differences between the no photograph and photograph conditions
may seem insignificant, the practical implications of these slight differences are in fact important
to Wor1d Vision Canada, given ihat the additien of photographs to fund raising appeals is costly and
at times difficult i.6. when suiteble materials are not aveilable (Burnham, 1990). Because this
study was conducted on such a lerge scale and involved @ population rather than a sample, it is
realistic for the organization to immediately begin plecing less emphesis on photographs in mail
appeals sent to English-speaking Single Gift donors and similar members of their constituency.

When photographs &re used, it is furthermore realistic to suggest that they be positive
rather then negalive in nature, 8 decision which may have particularly significant consequences

in those fund raising campaigns specifically directed st lsrge gift donors.
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Having previously had no guidelines on which to base picture related decisions ( Burnham,
1990), World Yision Canada thus hes somewhat more than the "much-quated but 11ttle understood
mexim that 8 picture is worth a thousand words™ (Culbertson, 1974s, p. 79) todirect them
cancerning not only the need for photographs but also the kind of photographs that should be used
and faten in the future. The possibility that this guidance cen indirectly provide more assistance

to those most needing it, 1s, in the 1ast instance, the study's most important practical implication.
Fut Directi

While it is imprectical for World Yision Canada to repealedly conduct large-scale picture
related tests (Burnham, 1990), the potential financial benefits of using photographs less often and
more approprialely will hopefully demonstrate that costs of misdirected mailings are often higher
than costs related to testing (Burnett, 1982), and thet e betier understanding of a lerget audience
can truly enhance communication and campaign effectiveness (Severn, 1988). A smailer-scale
study in which the function of photographs is exemined in a simiiar or related manner {i.e. the use
of both a negative and positive [ 'before’ and 'after'] photegraph in the same appes] was sugested by
numerous questionnaire respor”  ‘s) would perheps provide useful sdditional information.

Because effective communicauon depends on more than photograph related issues, it would
8150 be most tiseful for World Yision Canada lo test other aspects of their direct mail appeals.
Specifically, it would be beneficial to compare the effects of "plesure’ snd ‘pain’ in terms of text.
Knowing the effects of sending less eppeals would slso be advantegecus, given the extent to which
questionnaire respondents tended to assceiste frequency of appeals with misused resources.

This study deall specifically with the function of photographs in a fund raising appeal used by
one orgonization. is findings and implications, however, can polentially provide a springboard for
reteled research in broedsr contexts, such that those concerned sbout optimizing humen life can

be yet more effective in their efforts {o provide & future for those who may otherwise have none.
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APPENDIX A

Photograph Selection Pretest
Positive Photographs

Negative Photographs
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PHOTOGRAPH TEST
Parlicipant Information: Age: —. . Sex:
POSITIVE PHOTOGRAPHS

* Rank the four positive photographs sccording to the positive emotional response
they evoke in you:

21, Most positive phote {to you):
*2. Second most positive photo (toyou):
#3. Third most positive photo (toyou):

#4. Fourth most positive photo (to you):

NEGATIVE PHOTQGRAPHS

* Rank the four negative photographs according to the negalive emotional response
they evoke in you:

# 1. Most negative photo ( to you):
*2. Second most negative photo ( to you):
#3. Third most negative photo (to you):

*4_ Fourth most negative photo (to you):

MATCHED PHOTOGRAPHS

* For each positive photograph, find e negalive photograph thst you feel best
‘matches’ it, keeping in mind some of the following criteria:

- photos should produce the same ‘extremity’ of emotion in you
- children should be as similar as possible (i.e. ege, distence from cameraelc.)
- photos should be &s similar as possible (i.e. quality, background, contrast)

Positive Phote = Matching Negative Photo

o>

* Now rank these maiches, from most to lesst emotionally ‘powerful’ to you:

#1, Most powerful match (o you): — with
#2. Second mast powerful match (toyou), — . with
#3. Third most powerful malch (toyou) 1 with
#4, Fourth most powerful match (toyou): — ____ with

Comments: (Use reverse side if needed)



POSITIVE PHOTOGRAPHS
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PHOT

OGRAPH

PHOTOBRAPH *

PHOTOGRAPH "D"
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NEGATIVE PHOTOGRAPHS

PHOTOGRAPH "t~° PHOTOGRAPH “F*

PHOTOGRAPH "G6” PHOTOORAPH "H"
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Appeal Lelter - No Photograph Yersion
Appeal Letter - Posilive Photograph Yersion

Appeal Lelter - Negative Photograph Yersion
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]. DON SCOTY g2

Dear

December 28, 1989
Caring Friend,

At the beginning of this new year, I'm writing to thank

you for your past support and to ask you to renew your support

to help suffering children through World Vision.

Last year, thanks to the generosity of friends like you,

we helped more than 17 million needy people in over 80
countries. Those who benefited most were children. Your
gifts promised them a better future.

o 1In Bangladesh, the homes of hundreds of thousands of
children and adults were completely washed away. But
with your help we built homes and we provided clothing,
and medicine -- bringing hope to 64,000 desperate
families.

o In war-torn Mozambique, you helped us take Crisis
Survival Packs to more than 50,000 families -- which will
allow them to plant food to feed their children.

o In Ghana, you helped us drill more than 200 wells --
giving 35,000 children and adults clean water . . . good
health . . . and more productive farming. For many ~—
families, this clean water means this is the first year
they have not been stricken with the dreaded guinea worm
disease.

o In Sudan, famine and a devastating war have led to
starvation and horrible suffering. Even as I write this
letter 3,000 metric tonnes of emergency food is being
delivered.

Despite these successes, millions of children still need
help. So I'm asking you to reaffirm your commitment to help
sick; hungry, helpless children through World Vision this new
year.

o We need to deliver an additional 90,000 Crisis Survival
Packs to families in Mozambique who have been driven from
their homes by the armed bandits -- many of the children
have seen one or both of their parents murdered.

o In Sudan, in spite of our emergency efforts 160,000
families are in urgent need of emergency food. They are
starving. They need the help you can provide!

o In the Commonwealth, a child is dying every four seconds

-- from preventable diseases like tuberculosis, whooping
cough, diarrhea. We must provide health care teams —-
nutritionists, nurses -- and vehicles —— to deliver

(over please)

WORLD VISION CANADA - Bos 2555 « Mon weaugn Grians LSM 2HZ
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December 28, 1989
Dear Caring Friend,

At the beginning of this new year, I'm writing to thank

you for your past support and to ask you to renew your support
to help suffering children through World Vision.

Last year, thanks to the generosity of friends like you,
we helped more than 17 million needy people in over 80
countries. Those who benefited most were children. Your
gifts promised them a better future.

o In Bangladesh, the homes of hundreds of thousands of
children and adults were completely washed away. But
with your help we built homes and we provided clothing,
and medicine -- bringing hope to 64,000 desperate
families.

o In war-torn Mozambique, you helped us take Crisis
Survival Packs to more than 50,000 families -- which will
allow them to plant food to feed their children.

o In Ghana, you helped us drill more than 200 wells —-
giving 35,000 children and adults c¢lean water . . . good
health . . . and more productive farming. For many
families, this clean water means this is the first year

they have not been stricken with the dreaded guinea worm
disease.

o In Sudan, famine and a devastating war have led to
starvation and horrible suffering. Even as I write this

letter 3,000 metric tonnes of emergency food is being
delivered.

Despite these successes, millions of children still need

help. So I'm asking you to reaffirm your commitment to help
sickihungry, helpless children through World VlSlCZ_4$fS new

year.

o We need to deliver an additional 90,000 Crisis Survival
Packs to families in Mozambigue who have been driven from
their homes by the armed bandits -- many of the children
have seen one or both of their parents murdered.

o In Sudan, in spite of our emergency efforts 160,000
families are in urgent need of emergency food. They are
starving. They need the help you can provide!

o In the Commonwealth, a child is dying every four seconds
-- from preventable diseases like tuberculosis, whooping
cough, diarrhea. We must provide health care teams --
nutritionists, nurses -- and vehicles ~- to deliver

(over please)

WORLD VISION CANADA - Bos 2507 « 12 22 oo i Ontar 5 L5L Zhi
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December 28, 1989
Dear Caring Friend,

At the beginning of this new year, I'm writing to thank
ou for your past support and to ask you to renew your support
to help suffering children through World Vision.

Last year, thanks to the generosity of friends like you,
we helped more than 17 million needy people in over 80
countries. Those who benefited most were children. Your
gifts promised them a better future.

o In Bangladesh, the homes of hundreds of thousands of
children and adults were completely washed away. But
with your help we built hcmes and we provided clothing,

and medicine -- bringing hope to 64,000 desperate
families.

o' In war-torn Mozambique, you helped us take Crisis
Survival Packs to more than 50,000 families -- which will
allow them to plant food to feed their children.

o In Ghana, you helped us drill more than 200 wells —-
giving 35,000 children and adults clean water . . . good
health . . . and more productive farming. For many —
families, this clean water means this is the first year
they have not been stricken with the dreaded guinea worm
disease.

o In Sudan, famine and a devastating war have led to
starvation and horrible suffering. Even as I write this
letter 3,000 metric tonnes of emergency food is being
delivered.

Despite these successes, millions of children still need
help. So I'm asking you to reaffirm your commitment to help
sicky; nhungry, helpless children through World Vision this new
year.

o We need to deliver an additional 90,000 Crisis Survival
Packs to families in Mozambique who have been driven from
their homes by the armed bandits -- many of the children
have seen one or both of their parents murdered.

o In Sudan, in spite cf our emergency efforts 160,000
families are in urgent need of emergency food. They are
starving. They need the help you can provide!

o In the Commonwealth, a child is dying every four seconds
-- from preventable diseases like tuberculosis, whooping
cough, diarrhea. We must provide h=2alth care teams -~
nutritionists, nurses -- and vehicles -- to deliver

(over please)
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APPENDIX C

Questionnaire Cover Lelter
Questionnaire Yersion 1 { Photogaph)

Questionnaire Version 2 (No Photograph)
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OPINION QUESTIONNAIRE

Piease circle the number that best describes your response to the fcllowing questions and statements:

&

12.

13.
14.

15,
16.

17

90

Please explam;

Thoroughly  Briefly Not at Al
. Recently you received a renewal letter from World Vision.
Prior to opening this questionnaire, had you read the letter? 1 2 3
In general, do you read the letters you receive from World Vision? 1 2 3
Yes No
On the renewal tetter you recently received, there was a photograph.
a) Did you logk at the photograph at the time you received the letter? 1 2
b) If so, did you look at the photograph before reading the letter? 1 2
In general, do you look at the photographs on letters from World Vision? 1 2
Strongly Strongly
Agree Agree Uncertain  Disearee  Lisagree
The renewal letter makes me feel good about having been
a partner in World Vision last year. 1 * 2 3 4 5
Ta me, the overall tone of the letter is very positive. 1 2 3 4 5
| think that the letter contains too many statistical facts, 1 2 3 4 5
The tone of the letter is too emotional for my liking. i 2 3 4 5
| appreciate the underlining of key sentences in the letter. 1 2 3 4 ]
In my opinion, the letter is too long. 1 2 3 4 5
. The photograph on the letier makes me feel good about
having been a partner in World Vision |ast year. 1 2 3 4 5
| think the choice of photograph is appropriate. 1 2 3 4 5
The photo would be more effective if shown on the 1st page. 1 2 3 4 5
| prefer letters that do not have photographs on them, 1 2 3 4 5
Before opening the letter, | had decided to give my support. 1 2 3 4 5
Before opening the letter, | had decided not to give support. 1 2 3 4 5
The letter influenced my decision: to renew my support. 1 2 3 4 5
:notto renew my support. 1 2 3 4 5
Please explain;
. The photu influenced my decision; to renew my support. 1 2 3 4 ]
. notto renew my support. 1 2 3 4 5

{Over, piease)



a1

19. Please check the space which shows your reaction to the photograph used on the letter:

1 2 3 4 5 B 7
Paositive : : L : : : Negative

20. When | receive letiers from World Vision, | prefer an emphasis on: {Check 1 from each group!

a) reports of people still needing help
reports of people who have been helped

b) photographs of people who have been helped
photographs of peaple still needing help

|

** My suggestions for how World Vision might increase effectiveness of their letters and photographs:

Please check the appropriate spaces:

Sex; M F Age: Under 45 45-64 Over 85

This information will help us make more specific observations about people’s responses.
Thank you for providing it. Your responses wilt remain anonymous and confidential.
Piease place the questionnaire in the postage paid reply envelope and mail it right away.

Thank you for your cooperation!



OPINION QUESTIONNAIRE

Please circle the siumber that best describes your response to the following questions and statements:

10.
11.

12
13.

14.

Tho:mughly Brigfly

. Recently you received a renewal letter from World Vision.

Priar to opening this questionnaire, had you read the letter? 1 2
In general, dc you read the letters you receive from Warld Vision® 1 2
Yes

On the letter you recently received, there was no photograph.

a) Did you look for a photograph on the letter when you received it? 1

b} Were you disappointed that there was nc photograph on the letter? 1

In general, do you look at the photographs on etters from World Vision? 1
Strongly

Agree Agree Ungertain  Disagree

The renewal letter makes me feel good about having been
a partner in Warld Vision last year. 1 2 3 4

To me, the overall tone of the letter is very positive. i 2 3 4
I think that the letter contains too many statistical facts. 1 2 3 4
The tone of the letter is too emational for my liking. 1 2 3 4
| appreciate the underlining of key sentences in the letter, 1 2 3 4
In my opinion, the letter is too long. 1 2 3 4
| prefer letters that do not have photographs on them. 1 2 3 4
Before opening the letier, | had decided to give my support. 1 2 3 4
Before opening the letter, | had decided not to give support. 1 2 3 4
The letter influgnced my decision : to renew my support. 1 2 3 4
: not to renew my support. 1 2 3 4
Please explain:
I think a photograph of a child would infiluence my decision:
110 renew my support. 1 2 3 4
:not to renew my support. 1 2 3 4

Please explain:

02

NotatAll

Strangly
Disagree

{Over, please)



16. When | receive letters from World Vision, | preter an emphasis on:  {Check 1 frgm each groyp)

g) reports of people still needing help
reporis of peoria who have been helped

|

bl photographs of peopie who have been helped
photographs of people still net “ng help

** My suggestions for how World Vision might increase effectiveness of their letters and photographs:

Please check the appropriate spaces:

Sex: M F Age: Under 45 45-64 Over 65

This information will help us make more specific observations about people’s respanses.
Thank you for providing it. Your responses will remain anonymous and confidential.
Please place the questionnaire in the postage paid reply envelope and mail it right away.

Thank you for your cooperation!
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Appeal Letter Questionnaire Data
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TABLE 13

Beneral VYalue of Lelters

95

Question (2)

n

% Response

Thoroughly Briefly Not ot All

in general, do you read the letters you

receive from World Yision?

No Photograph 44

Positive Photograph 34

Negative Photogreph 36

30 59 11
21 76 3
33 67 --

TOTAL 114

28 67 S




TABLE 14

Yalue of Specific Appeal Letter

96

2 Response
Question (1)} n Thoroughly Briefly NotatAll
Recently you received a renewal letter from
worid Yision. Prior to opening this questionnaire,
had you read the letter?
No Phologreph 44 25 66 9
Positive Pholograph 37 24 65 A
Negative Photograph 38 26 63 i1
TOTAL 119 25 65 10




97

TABLE 15
Evaluation of Appeal iLetter
Questions 5-7
% Response
Strongly Strongly
Agree Agree  Uncertain Disagree Disegree

Questions (5-7) n 1 2 3 4 5
Question S
The renews] letler makes me feel
good about having been a pariner
in World Yision 1ast year.

No Photograph 47 11 51 28 8 2

Positive Photograph 34 23 56 18 -- 3

Negative Photograph 36 19 61 14 6 --
TOTAL 117 17 56 21 5 i
Question 6
To me, the overall tone of the
letter is very positive.

No Piiotograph 43 21 56 21 2 --

Positive Photograph 34 15 73 9 3 --

Negative Photogreph 35 20 63 17 -- --
TOTAL 112 19 63 16 2 -
Question 7
| think the letter contains too
many statistical facts.

No Photograph 46 -- 17 20 59 4

Positive Pholograph 32 3 13 16 62 6

Negative Photograph 37 3 8 22 62 S

TOTAL 115 2 13 19 61 S




Evaluation of Appesl Lelter

TABLE 16

duestions 8-10

98

% Response
Strongly Strongly
Agree Agree  Uncertsin Disagree Disagree
Questions (8-10) n 1 2 3 4 5
Question 8
The lone of the Ietter is too
emntional for my liking.
No Photograph 46 -- 1A 24 56 S
Positive Photogreph 33 -= 18 9 70 3
Negative Photograph 36 6 17 11 S8 8
TOTAL 115 2 15 15 61 7
Question 9
| appreciate *he underlining of
key sentences in the letler.
No Photograph 45 15 49 20 9 7
Positive Photogreph 28 25 25 25 21 4
Negative Photograph 35 29 43 17 i1 --
TOTAL 108 22 41 20 13 4
Question 10
In my opinion, the letter is too long.
No Photograph 44 7 20 29 39 S
Posilive Photograph 30 3 17 27 50 3
Negative Pholograph 34 3 26 27 41 3
TOTAL 108 S 21 28 42 4




TABLE 17

Renewsl Decisions Before Appsal Letter

99

2 Response

Sloongly Strongly
Agres Agres  Uncertain Disegree Disegree
Questions (15/12; 16/13) n i 2 3 4 5
Question 15/12
Before opening the letter, | had
decided to give my support.
No Photograph 46 24 39 13 17 7
Positive Photograph 32 28 28 25 16 3
Negative Photograph 31 26 42 13 16 3
TOTAL 109 26 37 16 16 S
Question 16/13
Before opening the letter, | had
decided not to renew my support:
No Photograph 41 2 15 20 39 24
Positive Photogreph 28 4 11 18 46 21
Negative Photograph 29 - 7 17 48 28
TOTAL 98 2 1R 18 44 25
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TABLE 18

Effectivness of Appeal Letter

¥ Response
Strongly Strongly
Agree Agree  Uncertsin Disagree  Disagree
Questions (17/14) n i 2 3 4 5
The Tetter influenced my decision:
{o renew my support:
No Photograph 41 ° 27 17 34 17
Positive Photograph 26 19 27 19 23 12
Negotive Photograph 31 10 35 23 29 3
TOTAL 98 10 30 19 30 1
The letter influenced my decision:
not to renew my support:
No Pholograph 30 3 10 17 47 23
Positive Photograph 19 - 16 5 53 26
Negative Photograph 23 -- 13 26 35 26

TOTAL 72 1 13 17 44 25




TABLE 19

@General Preference for Direction of Letters

Question £20/16)

101

& Response

When | receive letiers from World Yision, | prefer an emphasis on:

Reports of people Reports of people
n still needing help  who have been helped Both®
No Photograph 41 34 34 32
Positive Photograph 31 26 45 29
Negative Photograph 36 50 36 14
TOTAL 108 37 38 25

# While not originaily presented as an optien, "both’ wes chosen with enough freguency towarrant

its inclusion in this table



102

TABLE 20

Effectiveness of Appeal Photograph Placement

2 Response
Strongly Strongty
Agree Agree  Uncertein Disagree Disagree
Question (13) n 1 2 3 4 5
The photo would have beeh more
effective if shown on the 1st page.
Positive Photograph 32 13 22 50 9 6
Negative Pholograph 34 18 23 47 12 --

TOTAL 66 15 23 48 11 3






