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ABSTRACT 

 
Elodie Delmas and Morgane Grange, University of Halmstad, School of Business and 
Engineering 
 
Abstract of BachelorThesis, Submitted 24th May 2011 
 
The influence of ethic on the images-based communication process between NGOs and 
domestic contributors 
 
The general aim of this study is to develop a better understanding of the relationships between 
non-governmental organisations (NGOs) and the private donators, focusing on the ethical 
dimension. The exact purpose is to explore to what extent ethic impacts the communication 
process between NGOs and the domestic contributors based on the brand management and the 
use of images in advertising. To reach this goal, the theoretical framework defines the main 
concepts of this purpose, and links them to create a communication process model. To test it, 
an exploratory study was led, and data were gathered through different methods both 
quantitative (questionnaire) and qualitative (interview and document-based research). The 
results of the data collection suggest the model of communication process is valid. Indeed, 
that confirms actually the expectation that ethic is at the roots of the relationships between 
public interest NGOs and domestic contributors but it does not have so much impact on the 
direct communication through the brand management and the advertising imagery 
implementation. 
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1. INTRODUCTION 

The purpose of this chapter is to present our topic and establish the basis of our approach. In 
the background we focus on the field of non-governmental organisations (NGOs). In this way, 
we want to make our approach more understandable and clear. The background induces a 
complex dilemma which is our research problem. It is developed in the second subsection and 
enlighten by the definition of some important concepts. The third section is called “purpose”: 
we expose concretely what we are going to do in the thesis. Finally, we expose the general 
structure we are following. 

1.1. BACKGROUND  

The following subsection describes the backdrop of one of the main element in the thesis, 
which is NGOs. The first subsection is a historic of this field, and the last one defines more 
precisely what a NGO is. 

1.1.1 The birth and the advent of nongovernmental organisations  

According to the modern meaning, the first non-governmental organisations appeared in the 
nineteen century. In 1839, Anti-slavery International was created as the first international 
network to fight slavery around the world (www.antislavery.org , 2011). However, it is the 
creation of the International Committee of the Red Cross in February 1863 which really 
embodies the birth of NGOs, due to its impact on the society. At the roots of this organisation 
there is one man: Henry Dunant. During the battle of Solferino in 1859, he faced atrocities 
and decided that something had to be done. He defended two main ideas. Primary, he 
militated for a treaty forcing armies to care about all wounded soldiers, whatever side they 
were from. It was the purpose of the first Geneva Convention adopted in 1964 by a dozen of 
countries. Secondly, he wanted to create National Societies dedicated to help the military 
medical services. The first society was created in 1963 and in 2007, 185 were acting all 
around the world (International Committee of the Red Cross, May 2010). 
 
The biggest increase in the number of international nongovernmental organisations occurred 
after the Second World War. Richard Davies (2008) mentions several factors explaining it. 
Inequalities between the privileged and the outsiders surged because of the huge post-war 
economic growth and the advent of the consumption society in the occidental world. At the 
same time, the decolonization and the dismantling of the USSR strained the relationships 
between states due to divergent economic, ethnical and ideological interests. Conflicts rose 
and were bloodier because of the use of new technologies. As a result, some people wanted to 
form coalitions, which are powerful groups to defend people in need (Turner, 2010). Indeed, 
Turner (2010) refers to a study led by the Union of International Association showing that the 
number of NGOs increased by more than 32 percent between 1950 and 2005. 
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Nowadays, more than 40 000 non-governmental organisations operate all around the world 
(Troubé, 2009). They employ 19 millions of people (without volunteers) and reach an annual 
budget of around $1000 billion (Reinhardt, Von Groote, DeLisa, Melvin, Bickenbach & 
Stucki, 2009).The end of the cold war in the early 90’s coupled to the decrease of states’ 
power, the globalization and the revolution in communication, make NGOs more powerful. 
They have more influence on people, companies and States and created their place in the 
international world (Spiro, 2002).  

1.1.2 What is a Non-governmental organisation? 

The simplest definition of an international NGO is defined by the Economic and Social 
Council of the United Nations: a NGO is “any international organisation which is not 
established by intergovernmental agreement” (ECOSOC, resolution 288, February 1950). In 
1997, Lester and Helmut clarified it: “international organisations that are neither profit-
making nor instruments of Government” (Lester & Helmut, 1997, p. 15). Basically a NGO is 
created from the assumption that the whole is greater than the sum of its parts. Acting alone is 
not enough, especially for people in need (Lester & Helmut, 1997). 
 
The term of NGO includes numerous types of institutions. Those organisations keep adapting 
to people’s needs and so more and more different NGO have been created from the Second 
World War to the 21st century (Berthoud, 2001). In this thesis, we focus only on non-
governmental organisations whose goal is the public interest. Concretely, it means they are 
acting in the environmental, human rights or development fields (e.g. Greenpeace, Amnesty 
international…) and they are defined by an important ethical responsibility (Holloway, 2001). 
Since we consider public interest embodies NGOs’ core mission and we want to focus on 
ethic, this type of NGOs appears as the most relevant to study. 
 
A peculiarity of the not for-profit sector comparing to the for-profit one is the way they get 
resources. Unlike companies, NGOs’ major incomes do not emanate from a selling of goods 
and services or loans but mainly from the fundraising market. In other words, the non-
governmental organisations are primarily funded by donations. Indeed, in 2009, the 
fundraising market represented around 99 percent up to the 166M€ of Doctors Without 
Borders’ resources (also known as Médecins sans frontiers, or MSF) a French NGO dedicated 
since the 70s to helping victims of natural and human disasters. As donors provide most of 
funding, NGOs have to find a way to convince them to contribute to their cause. Main actors 
of this market are the domestic contributors namely “individuals that make contributions in 
cash or in kind to the organisation for the pursuit of its activity for nil consideration” (Aenor, 
2004). Given that we are closer in our daily life with them than with the others players of the 
fundraising market, we decide to focus our thesis on the relationship between NGOs and 
domestic contributors. 
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1.2. RESEARCH PROBLEM 

 
The efficiency of NGOs is linked to their ability to involve donors and to receive money from 
them. As having the support of individuals is a necessary asset for them, reaching people’s 
mind is a goal. They need to find the best way to communicate with them. For doing this they 
are using tools from the corporate world such as marketing sciences (Messaris, 1997). 
Referring to Kotler, Wong, Saunders and Armstrong (2005), marketing may be considered as 
“a social and managerial process by which individuals and groups obtain what they want and 
need through creating, offering and exchanging products of value with others” (p. 6).  
 
NGOs are performing in a social and non-profitable market. As a consequence, their mission 
statement differs from the for-profit organisations because it is based on social good. Social 
good refers to human rights, education, healthcare, environmental protection, development 
cooperation and sustainable namely everything related to public interest in the area of social 
welfare and sustainability (Aenor, 2004). This is the reason why NGOs’ marketing is different 
from commercial marketing in the sense that the purposes differ. This specific marketing, 
called as Social Marketing which has many definitions. In 1971, Kotler and Zaltman said that 
it is “the design, implementation and control of programs calculated to influence the 
acceptability of social ideas and involving considerations of product planning, pricing, 
communication, distribution and marketing research” (p. 5). Later and Dan (2008) describe it 
as “the adaptation of commercial marketing theory and practice for social change programs, 
campaigns and causes” (p. 92). We base our thesis on this definition: “Social marketing is the 
systematic application of marketing alongside other concepts techniques, to achieve specific 
behavioural goals, for a social good” (French & Blair-Stevens, 2007, p. 12). 
 
The marketing science is a broad field, which is especially composed by the branding i.e. the 
management of a brand, “a key symbol of organisational identity, the meaning and value of 
which are influenced in equal measure by top management vision, organisational culture and 
stakeholder images” (Schultz, Antorini & Csaba, 2005, p. 17). Any organisation must 
convince its customers, who are in our case the domestic contributors, developing its 
credibility and inspiring confidence. That is the aim of the brand management (Dowling, 
2001, p. 19). On one hand, the brand management concept has been created in order to help 
companies to be successful that is what the theoretical framework of the thesis is showing. On 
the other hand, some marketers explain that this science can be applying to the non for profit 
sector. However, throughout all the research made for the thesis, we see there is a gap 
between the framework concerning companies, exhaustive, and the one concerning the NGOs.  
 
To implement brand management, marketers can resort to what McCarthy (1960) called 
Promotion. It covers all the methods used to communicate about the organisation or its 
products/services (McCarthy, 1960). The first subsection of the introduction shows there is an 
increase of the number of NGOs. As a result, a competition in the fundraising market appears. 
NGO have to settle a better communication strategy than their competitors in order to get 
public’s attention (Aldashev, Verdier, 2006). One clue that promotion is a stake nowadays is 
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the increase of spending in this field. For instance, the Doctors without borders’ expenditures 
dedicated to fundraising have increased from 6 percent in 2008 to 13 percent of its total costs 
in 2009 (Doctors Without borders, US annual report 2009). Another sign comes from an 
interview done in 2007 by Rue89; a French information website created by former journalists 
from the newspaper Libération. They interviewed Jean-Marie Pierlot, who is in charge of the 
fundraising at Amnesty International in Belgium showed how organisations’ strategy keeps 
evolving to fit the environment. He said that in the 90s, NGOs were more likely to use direct 
mails inspiring by mail-order selling companies. But as people started to be more and more 
solicited, they became annoyed and insensitive which result in a decreasing response rate. He 
explained that, consequently, NGOs main promotion strategy became the direct contact. The 
success of this technique attracted outsourcing private companies dedicated to NGOs. Pierlot 
concluded by saying that employees from such companies act like salesman and they do not 
embodied NGOs’ values. 
 
Nowadays it becomes easy to spread and share images from all around the world (Fritz, 
2010); NGOs are part of this phenomenon, and resort more and more to another 
communication tool: the advertising (Bunting, 2011). When it is related to Social Marketing, 
it is named Social Advertising, which is “the use of advertising to inform and the public about 
a social issue or to influence their behaviour” (French & Blair-Stevens, 2007, p. 24). In other 
words, the purpose of advertising campaigns is to impact public opinion and to reach public 
recognition for the NGO’s beneficial activities. In this way, NGOs can promote commitment 
and donations. One of the most common tools to conduct advertising campaigns is the Visual 
imagery (e.g. posters). Indeed, studies show that images are at least as efficient as visual 
syntaxes to reach a targeted audience (Mitchell & Olson, 1981). NGOs are used to 
emphasising on images that create a big impact such as pictures of malnourished or crippled 
children (Ross-Wooldridge, Brown & Minsky, 2004). Indeed, around 80 percent of the 
pictures used on NGOs’ websites are about women and children (Fritz, 2010).  
 
This leads to wonder if the advertising campaigns tend to be unethical by using victims to pull 
on the hearts of donors. It can raise two main ethical dilemmas: instrumentation of people’s 
misery and manipulation of viewers. Manipulation is also a main element of the NGOs 
strategy to improve their brand management. This highlights the ethical conflict regarding the 
intrinsic and fundamental characteristic of Social Marketing. It creates a paradox, because it is 
about applying marketing techniques to reach goals apparently contradictory: pushing people 
to give money to achieve social good. As such methods are manipulative; they can be seen as 
unethical. Consequently, one can see a gap between the NGOs core mission of social good 
and the techniques they use to achieve it. This problematic appears as legitimate for us. First, 
as viewers, we meet this ethical issue in our daily life and, going deeper in this topic is 
interesting. Second, as researchers, we consider this approach as new. Indeed there are lots of 
information about NGOs –that may loose us, few about NGOs’ visual imagery and brand 
management, and none that are directly linking and measuring the links between them. 
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1.3. PURPOSE 

The purpose of our thesis is to explore to what extent ethic impacts the communication 
process between NGOs and the domestic contributors based on the brand management and the 
use of images in advertising. 

1.4. STRUCTURE 

In order to answer this purpose, we decide to divide the thesis into six chapters. First, the 
introduction allows us to have an overall view of the topic, and exposes our focus and the 
main concepts we are using during the thesis.  
 
Secondly, there is the theoretical framework, which corresponds to an explanation of the key 
points we must study thanks to the theories already elaborated. From those theories, we build 
our own model of communication process between the NGOs and the domestic contributors. 
 
The chapter three is about the method and the methodology. To test our model, we need to 
find the methodology and the methods that are the most appropriate according to our purpose, 
capacities and the resources we have. We explain in this chapter which choices we made, and 
justify them.  
 
Fourth, there is the chapter named Empirical data, which corresponds to the information we 
collected according to our choices made in the Method and Methodology chapter.  
 
All this material is the base of the next chapter: Analysis. Actually, we combine, compare and 
interpret all the data collected from different methods and levels.  
 
The sixth and last chapter, Conclusion, answers clearly our purpose, based on all the previous 
chapters and gives directions for further research. 
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2. THEORETICAL FRAMEWORK 

If we have a look on the purpose of the thesis, we can find the main concepts we need to 
define deeply: we explore to what extent ethic impacts the communication process between 
NGOs and the domestic contributors based on the brand management and the use of images. 
Consequently, to answer this purpose, we first need to realize a framework of some essential 
elements, which are the fourth first sections: Ethic, NGOs, Brand management, and visual 
imagery. Once we clearly know the definitions and theories related with them, we are able to 
construct a model which integrate all these concepts, and link them together. This model is 
exposed at the last sections of this theoretical framework. 

2.1. ETHIC 

The concept of Ethic is one of the key word in our research problem and purpose. To analyse 
the ethical dilemma that can occur in the relationships between NGOs and the domestic 
contibutors, we have first to define clearly what we mean by “Ethic”. 
 
To start, we can quote different definitions of the ethical notion. Referring to the Collins 
English Dictionary (2009), ethic is “a social, religious, or civil code of behaviour considered 
correct, especially that of a particular group, profession, or individual”. Based on the Random 
House Dictionary (2001), it can be defined as “the body of moral principles or values 
governing or distinctive of a particular culture or group”. Finally, according to the Oxford 
Dictionaries.com, Ethic is “a set of moral principles, especially ones relating to or affirming a 
specified group, field, or form of conduct” (Oxford University Press, 2011). The key element 
that we can draw from those definitions is that ethic is a set of rules of conduct that one has to 
follow to act right. But none of them explain what ethic means concretely and so how to be 
ethic practically. 
 
Trying to going further in the definition of this concept, The Markkula Center for Applied 
Ethics at Santa Clara University (2003) resort to a study led in 1960 by the American 
sociologist Raymond Baumhart about the perception of ethic in the business world. He asked 
businessmen “What does ethic mean to you?”. The main answers were the followings 
(scu.edu, 2003, §3):  
- "Ethics has to do with what my feelings tell me is right or wrong." 
- "Ethics has to do with my religious beliefs." 
- "Being ethical is doing what the law requires." 
- "Ethics consists of the standards of behaviour our society accepts." 
- "I don't know what the word means." 

 
This underlines two facts: there is no concrete definition about ethic, and the interpretation of 
what ethic is changing according to individual. According to the first set of respondent of 
Baumhart, people often believe that ethic is related to their feeling. However feelings are 
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strongly subjective.  Accordingly, build our sense of ethic only on this can lead to deviate 
from what is ethical. As a result, ethic cannot be confined to one's frame of mind (scu.edu, 
2003). Ethic can neither be only associated to religion. Indeed if ethic was just a matter of 
religion, it would just apply to religious people. But in the reality, people from the same 
religion have different ethical definition, and the atheist ones have an ethic. Secondly, being 
ethical is not the same as respecting the law. As the history shows, laws can deviate from 
ethical standard. (scu.edu, 2003) We can mention the code of law during the apartheid in 
South Africa (World Council of Churches Consultation, 1987).  
 
If none of these criteria is sufficient to elaborate a code of conduct, each one can provide 
useful standard of ethic. According to the definitions we found from dictionaries (subsection 
2.1. §2), we can say that ethic refers to rules and values about what is right and wrong that 
defines a guideline to human being. More specifically, Rokeach (1973) defines a value as 
“enduring beliefs that a specific mode of conduct or end-state existence is personally or 
socially preferable to some other conducts or end-states”. As The Markkula Center for 
Applied Ethics at Santa Clara University (2003) shows, such principles have cultural, 
religious and legal roots. Consequently, we can state that ethic is a value-based concept. It 
means that there are as much interpretations as people. Standards of ethics are not the same 
from a culture to another, through the ages or between individual in the same society. 
Consequently, standards of ethic have to be always adapted and renewed. However, especially 
in a same society, basic ethical guidelines exist. For instance raping or stealing is condemned 
in almost all societies (scu.edu, 2003).  Such similarities in ethical principles are clear when 
looking at the codes of conducts elaborating by organisations such as NGOs (Argandoña, 
2009). This is sufficient to provide us a framework of exploration with common ethical 
principles. 
 

*** 
To be able answering the purpose of this research, another fundamental notion has to be 
defined. Therefore, the goal of the next part is to explain the concept of non-governmental 
organisations and specifically of the one focusing on public interest. 

2.2. PUBLIC INTEREST NGOS 

Defining the NGOs’ field, also called the “third sector” (Davies, 2008), is a dare. In fact, it is 
difficult to categorize them and describe what NGOs are exactly because of their complexity. 
In a broad meaning, it could be categorized as what they are not, namely official entities of a 
government. However with this definition, even a firm could be considered as a form of 
NGOs. It is why it is essential for us to give a proper definition of what that means when we 
refer to this kind of organisation in this thesis. 

2.2.1 A broad classification of NGOs 

Before getting directly into the area we study, it is needed to understand what the term of 
NGO means. We can use the definition by Ph.D. David G. Victor (n.d.). He categorizes 
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NGOs according to their goal (see table 2.1). In a simplistic perspective, we can see three 
main focuses: scientific, commercial and public interest. Victor (n.d) goes further describing 
five kinds of NGOs. Depending on their goal, organisations have specific sources of funding. 
Both influence the communication strategy they use. For our concern, that is: exploring to 
what extent ethic impacts the communication process between NGOs and the domestic 
contributors; we focus on Public interest NGOs. Indeed we study ethical issue in social 
marketing and it is specific to organisations that the goal is to achieve public interest.  
 
The classification provided by Victor (n.d) and represented in the table 2-1, constitutes the 
first step to get an understanding about the field with study. To go further in our research we 
have define clearly what a Public Interest NGO should be, in the following subsection. 
 

2.2.2 Public Interest NGOs 

In the report People-Centred development: Alternative for a world in crisis, Korten (1992) 
focuses on what Victor called Public Interest NGOs. Nevertheless, he states that inside this 
category, not all NGOs are true voluntary organisation dedicated to serve public interest 
(Korten, 1992). Indeed as Holloway (2001) notices, most of NGOs have moral high ground 
roots. They have been founded by people with high moral value and a will to help people. All 
along the 20th century, the amount of NGOs kept increasing (Troubé, 2009) without a 

                                                 
1
 Victor, D. (date unknown). “Non-governmental Organizations, Types of NGO, Functions of NGOs, NGOs and 

the State, Nongovernmental organizations, quasi-nongovernmental organizations”, Accessed on the 12
th

 

February 2011 from http://www.libraryindex.com/pages/3356/Nongovernmental-Organizations.html 

Table 2-1 Classification of NGOs based on goals
1 

Types of NGOs Goals Funding Sources Strategy 

Public Interest 

(e.g. Greenpeace) 
Public Interest 

Dues, donations, 

grants from 

government or 

foundations 

Disclosure of offending 

actions, lobbying 

Commercial Association 

(e.g. Global Climate 

Coalition) 

Common profit Interest Dues and donations Lobbying, research 

Scientific association 

(e.g. International council 

of Scientific Unions) 

Scientific research 

Grants from 

governments or 

foundations, dues 

Forum and conferences, 

consensus and coordination 

on research plans 

Spiritual Association 

(e.g. World council of 

churches) 

Spirituality 

Dues, assessments on 

members 

organisations 

Sharing the word of god, 

helping community 

Political Parties 

(e.g. Swedish Social 

Democratic Party) 

Get elected 

Donations, 

government 

contributions 

Campaigns to support 

candidates or/and foment 

public commitment 
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consensus is established on what being a NGO means. Consequently, the current NGOs’ field 
is full of organisations which do not know exactly what they are and so what are the 
responsibilities involved. (Holloway, 2001) 
 
Based on the Johns Hopkins Comparative Non-profit Sector Project (CNP) and the work done 
by the Commonwealth Foundation, Holloway (2001) develops a set of characteristics defining 
Public Interest NGOs: 
� They are driven by values that reflect a desire to improve people’s lives 
� They are voluntary (i.e. formed by choice, and involving voluntary contributions of time 

and money 
� They have private and independence governance 
� They are not for profit (i.e. not distributing profit to staff or shareholders) 
� They have a clearly stated and definable public purpose 
� They respond to, and are accountable to, a constituency 
� They are formally constituted in law 
 
These standards are appropriate and relevant to define a Public Interest NGOs, even though, it 
is a too complex. That is why we privilege our own definition adapted from the one given by 
Aenor, the Spanish Association for Standardization and Certification (2004). According to 
this a Public Interest NGOs2 are: voluntary not-for-profit organisations governed by private 
law and with independent legal status, funding by private donators or giving agencies, which 
pursue programs of public interest for the improvement of society in the fields of social 
welfare and sustainability. As key players in society, they must follow the rules of ethics, 
honesty and transparency (Argandoña, 2009). Moreover, respecting an ethical guideline 
appears to be even more important for NGOs than for other organisations. Public interest 
NGOs rely on the support of the public and other giving organisations, which is based on the 
level of confidence they put in the NGO (Argandoña, 2009). 

2.2.3 Ethic in the Fundraising Market  

Raising fund is one of the NGO’s main missions as they need it to conduct projects. How to 
do it is not such a big problem as a wide range of techniques exists. The stake is rather link to 
whether the organisation is reliable. Namely “that it exists for humanitarian purposes, that it 
seeks funds in order to advance humanitarian purposes, and that it will indeed use the funds 
gathered for the purposes stated” (Holloway, 2001:7). Most of the ethical problems in the 
third sector are linked with the ability of NGOs to fit these criteria.  
Indeed their relationship with donators is based on trust. If they are not trustworthy, 
contributors will not give money to them which is vital for NGOs. Their main stake is to 
prove their bona fides and their capacity of achieving their missions. 
 
For doing this, NGOs have to show publicly that they respect of ethical rules. It can be 
achieved through accreditations that are independent external assessments of the 
                                                 
2
 Note that in the rest of the thesis, the term “NGOs” directly refers at this category of NGOs. 
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organisation’s obedience to defined standards or the creation of codes of conduct that are 
voluntary (Shea, 2004). Some codes are specific to a country, an NGO or a group of NGOs. 
On the contrary, they can be global such as the “Red Cross and Red Crescent Code” 
(Argandoña, 2009). The area of fundraising is particularly prone to such codes. Among them, 
we can mention the standard provided by Area (2004): “Ethics NGO management system 
standard”. It is a set of principles that NGOs must follow to achieve an ethical management 
system.  
 
Concerning fundraising, the standard argues that an NGO must both “seek funds in 
accordance with its mission” and “manage them effectively and efficiently for the purpose for 
which they were given” (Aenor, 2004, 4.3.1). Aenor distinguishes three kinds of actors in the 
fundraising market: donors, sponsors and subsidizers (i.e. governments). In our thesis, we 
focus with the relationship with NGOs and a specific actor of the fundraising market: 
domestic contributors3 i.e. “individuals that make contributions in cash or in kind to the 
organisation for the pursuit of its activity for nil consideration” (Aenor, 2004). Regarding this, 
NGOs have a primary duty of disclosure and accountability. They have to prove their 
achievement and inform donors about the use of funds. Such disclosures of information are 
aimed to reduce the knowledge gap and helping donors in their decision making. They can 
decide by themselves whether the NGO is ethic and deserve funds.   

*** 
As social and political actors, NGOs must adhere to the rules of ethics, honesty and 
transparency. The value and the perception of the message they transmitted to the potential 
donors through advertising images will depend on the level of confidence the target develop. 
This is link to the audience perception of what is ethic, what an NGO should be and how the 
NGO requesting fit these criteria. The role of the brand management is helping to build a 
long-term relationship between NGOs and domestic contributors, based on trust and 
confidence.  

2.3. BRAND MANAGEMENT  

This part is based on the assumption that NGOs must manage their brand to be successful in 
the fundraising market. To make their decisions, domestic contributors need to trust and 
support the NGO. This point is more relevant in the fundraising market than in other fields; 
that is what we are exploring in this section. Therefore, the aim is to focus on one part of the 
purpose, the brand management, in order to define it and to link it with theories already done. 

2.3.1 Brand as the base of brand management 

Before exposing more deeply the concepts the brand management integrate, we need some 
basic explanations about what brand and branding are. 
 

                                                 
3
 Notice that in the rest of the thesis, the terms “donors” or “donators” directly refers to this definition. 
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A brand corresponds to “the set of physical attributes of a product or service together with the 
beliefs and expectations surrounding it – a unique combination which the name or logo of the 
product or service should evoke in the mind of the audience” (Chartered Institute of 
Marketing, 2003). This term is related to other elements, and creates in this way an 
association network in the mind of the customers (figure 2.1). Mooij details those elements 
(2010, pp. 38-39): 
� The product attributes are its characteristics. 
� The product(s) is related to the brand name 
� The benefits correspond to the advantages for the user and/or the buyer 
� The values which are attached with the brand 
� Who the users are 
� The places, occasions, moments and moods when someone is consuming the product 
� The visual images are the brand name and the brand’s visual images (e.g. package, 

logo…) 
 

 
FIGURE 2-1 ELEMENTS OF THE BRAND ASSOCIATION NETWORK 4 

 
Any organisation must manage its brand like an asset, because nowadays companies compete 
with their brand more than with their products. Creating a powerful brand is a challenge that 
companies must succeed to survive (Mooij, 2010, p. 24). This brand management is also 
called branding. 
 
The concept corporate branding takes roots in the 90s. A “corporate branding must be 
understood as a process by which an organisation continually asks itself the universal identity 
that can propel it forwards as a competitive and innovative organisations” (Schultz, Antorini 
& Csaba, 2005, p. 10). It represents the link between the company and its stakeholders. The 
Oxford Dictionaries (2011a) website gives us this definition of stakeholder: “a person with an 
interest or concern in something, especially a business”; so it corresponds to every person 
who is linked with the company, inside or outside it. 

                                                 
4
 Mooij (2010), Global marketing and advertising, understanding cultural paradoxes, third edition, p39 
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A corporate branding strategy focuses on how creating a long-term relationship with its 
stakeholders, and more generally its environment. An effective brand management is able to 
create a particular feeling in people’s mind: a perception of coherence and credibility (Schultz 
et al. 2005, pp. 11-12). Respectively, they mean “ the act or state of cohering; tendency to 
unite” and “the quality of being believed or trusted” (Oxford University Press, 2011b & c). 
Creating a sustainable differential advantage is the first step to reach success. All the 
companies need to position themselves in a specific market. Their strategy must clearly define 
who they are, what they stand for, what they want to become. Branding is the last step of a 
process which is nowadays indispensable and which involves the entire company. The last 
objective is creating a difference (Kapferer, 1997, p. 46). A differential advantage is a 
perceived difference, which leads the target segment to have a preference for one company’s 
offer. They estimate more the value that a company offered. (Doyle & Stern, 2006, p. 78) 
Four elements characterize this differential advantage. First, the customer benefit: we need to 
know which benefit is derived from the company’s offer. Secondly, the consumer must 
experience a feeling of uniqueness and sustainability. Finally, the offer also needs to be 
lucrative for the company. (Doyle & Stern, 2006, p. 78) 
 
The corporate brand management is a general concept that every part of a company must 
focus on. It is partly set up by marketing people, of course, although it becomes more general: 
it is not only marketing, positioning and communication, but also a long-term perspective 
view, so located at the strategic level (Schultz et al., 2005, pp. 12-13). This term –branding- 
must be connected with other concepts, more concrete. To have an efficient brand 
management, the organisations supervise their image, awareness and reputation to name some 
of them. They have different positions in the brand management process. We are explaining 
them in the following subsection.  

2.3.2 The brand management process 

Managing its brand is a challenge for any organisations. The figure 2.2 summarizes what are 
the most important elements to take into account, namely corporate and brand identity, 
awareness, corporate and brand image, reputation and super-brand. These concepts are 
explained later. The last subsection’s aim is to link the general concept of brand management 
with NGOs. 
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FIGURE 2-2 CORPORATE I DENTITY , I MAGE AND REPUTATION 5 

2.3.2.1 The Corporate identity 

Foremost, any organisation must establish its mission, which is “an explicit formulation of 
what the company stands for”, and vision that is “where the company wants to be sometime in 
the future” (Mooij, 2010, p. 270). In this way, the company is able to define itself, which is 
necessary for all the internal stakeholders, from the top management who implement the 
strategy, to the employees who feel more integrated and motivated. The external stakeholders 
also need to be aware of the mission and vision, for example the shareholders. From these two 
notions, a company can elaborate its corporate identity. (Mooij, 2010, pp.  270-271) 
 
The first stage of the figure 2.2 is the corporate identity, which corresponds to “the symbols 
and nomenclature an organisation uses to identify itself to people (such as the corporate name, 
logo, advertising, slogan, livery, etc…)” (Dowling, 2001, p. 19). Thus, it is mainly about 
finding a name for the organisation, a slogan, that is to say a short and remarkable phrase.      

                                                 
5
 Dowling G. (2001), p19, in Creating corporate reputations, Identity, Image, and performance. The italic part 

has been added by us. 
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A logo is also needed; it corresponds to an extension of the brand, and adds value to the brand 
through a non-verbal communication. It is a unifying device that allows the company to 
improve its identity communication (Chematony & McDonald, 1998, pp. 96 and 192). The 
identity is the idea that one has about oneself. In the case of an organisation, it means 
developing its properties, body and values that the managers believe are the most important 
and relevant (Mooij, 2010, pp. 97-100). In other words, it is about managing the brand 
meaning, aim and self-image (Kapferer, 1997, p. 94). The concept is characterized by 
uniqueness, because each company has its own identity, and by consistency with the mission 
and vision (Mooij, 2010, p.  271). It is established that knowing and developing an identity is 
necessary for an organisation. Chematony and McDonald (1998) even explain that it is “a 
valuable asset which, if efficiently managed, can contribute to brand success” (p. 190). 
Indeed, managing a corporate identity can lead the organisation to be known and credible, 
improve its relationships with stakeholders, make clearer the benefits it brings, and embody 
the value system. An efficient corporate identity leads to familiarity and differentiation from 
the others. (Chernatony & McDonald, 1998, p. 189) 
 
To be successful, the primary challenge is merely to be known by the consumers. The 
response of the customer is determined by its knowledge about the brand. The brand 
awareness “reflects the salience of a brand and facilitates consumers’ abilities to identify the 
brand with a specific product category” (Chernatony & McDonald, 1998, p. 405). The figure 
2.3 represents the adopting process that Doyle and Stern shaped in 2006. 
 

 
FIGURE 2-3 THE ADOPTION PROCESS6 

 
Ones the customers know the product or service, thanks to advertising and public relations, 
the company must stimulate their interest. Then, the customers evaluate it with her/him needs; 
s/he can try it, and finally adopt it or not (Doyle & Stern, 2006, pp. 219-220). 
 
The components of the brand awareness are, primary, the brand recognition, which is the 
ability for a consumer to recall the brand, to remember s/he met it before. Then, there is the 
brand recall which is the extent to which a brand name is retrieved when linked with a brand, 
product or service class. The brand dominance corresponds to the consumers’ ability to create 
a ranking with the brands, to determine which one is the most important in a specific field. 
Finally, the brand knowledge measures the capacity to evaluate the brand from its knowledge 
(Chernatony & McDonald, 1998, pp. 405-406). 
 

                                                 
6
 Doyle P. & Stern P. (2006). Marketing Management and Strategy, 4

th
 edition, p219 
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The corporate identity is also linked with the brand identity. When a customer meets an offer 
from a company, s/he first faces the brand identity (Chernatony & McDonald, 1998, pp. 189-
190). Mooij (2010) explains that it is “the expression of the brand, including its name and 
visual appearance” (p.  25). It corresponds to the brand’s uniqueness, meaning and value, and 
allows the company to position itself in the market (Mooij, 2010, p. 25). The level of the 
brand identity is the global company, from the brand company to the brand product. It 
corresponds to the company’s heritage, values and beliefs that the components of the 
company hold in common. A successful brand identity depends on how good an organisation 
can depict its brand, in a visually and verbally way (Jo Hatch & Schultz, 2008, pp. 8-9, 151). 
During an interview for the Harvard Business School, Quelch and Laidler-Kylander (2005) 
show the link between brand identity and mission, and as well explain how to build a 
successful brand identity. To quote them, it is done “by aligning the current mission with their 
target donors: nonprofits can create a brand identity that both more accurately reflects the 
organisation's activities and mission, and resonates with their target donors and or 
volunteers”. Aligning the brand with the mission is imperative to be successful (Quelch & 
Laidler-Kylander, 2005). 
 
The brand identity make the company able to position itself, that is positioning, which 
corresponds to the decisions set to design a corporate and brand communication strategy 
(Dowling, 2001, pp. 131- 132). An organisation must “develop a distinctive position in the 
customers’ mental map of the market” (Chernatony & McDonald, 1998, p. 12).    
Accordingly, it corresponds to the activity of building up a brand to create a distinctive place 
and value in the target’s mind. It is how a customer will perceive the value of the offer 
comparing with the others (p. 325). An organisation may position its brand around four 
questions (Kapferer, 1997, p. 96):  
� What the brand promise, what is the benefit for the customer.  
� For whom is the brand destined, that is the target of the company.  
� When the produce/service is consumed. 
� Against whom the brand is? It leads the company to know its direct and indirect 

competitors.  
Positioning is one the first step in the communications planning process (Dowling, 2001, p. 
135). As we are focusing on the relationship between the NGOs and the fundraising market, 
taking care about this element appears as essential. 

2.2.3.2 The corporate image 

It is “how others see and judge” an organisations or a person (Mooij, 2010, pp. 98). In other 
words, it is the global evaluation (with a set of beliefs and feelings) a person has about an 
organisation (Dowling, 2001, p. 19). So the corporate image represents the customer 
perception. It is the direct consequence of how the organisation manages its brand and 
identity, the perception of the association of the brand’s characteristics, because it refers to 
how the customer perceives its product, brand, or company (Kapferer, 1997, p. 94). 
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If we link this concept to the brand management, the main tool is the brand image. As we saw 
previously, from the level the consumer knows the company (brand awareness), the following 
step for the company is to be appreciated. The brand image is the picture of the brand in the 
mind of customers (Mooij, 2010, p. 25). The following figure 2.4 allows us to understand the 
relationship between brand identity and image, and between the sender (the company) and the 
receiver (the customer). 
 

 
FIGURE 2-4 BRAND IDENTITY AND BRAND IMAGE 7 

 
The figure 2.4 links the brand identity with other elements, such as mimicry, opportunism and 
idealism. These are the other elements that influence the communication process, in the 
company side. They are called extraneous factors. The first is mimicry, which is “the action or 
skill of imitating someone or something, especially in order to entertain or ridicule” (Oxford 
University Press, 2011d). Some companies are copying the competitors to do their own brand 
identity and communication process. The second one corresponds to “the taking of 
opportunities as and when they arise, regardless of planning or principle” (Oxford University 
Press, 2011e). This is for the companies which try to meet all the customers’ expectations, 
surfing on the opportunities. This kind of organisation is looking for popularity, which 
becomes a meaningless appearance. Then, some companies are characterized by idealism, 
which means, in this case, creating a fantasised identity. All those three factors have meanings 
for the receiver, who gets them as well as the brand identity.  
 
The company must try to avoid them to get its own meaning for the receiver. The part beside 
media is about how the signals are sent. Concretely, it means through which media, according 
to the target. The image is how the message is decoded by the receiver in the market. It is the 
result and the interpretation of the signals. (Kapferer, 1997, pp. 94-95) 

                                                 
7
 Kapferer, 1997, p. 95, Strategic Brand Management: creating and sustaining Brand equity long term, second 

edition 
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2.2.3.4 The corporate reputation 

A corporate reputation is about “trust, confidence, and support that flow from the person’s 
corporate reputation” (Dowling, 2001, p. 19). That is the result of a long term process, which 
begins from the top level of the company. The final goal is to enhance three elements: trust, 
confidence and support. The dictionary of contemporary English defines them as (Longman, 
2009): 
� “Trust: a strong belief in the honesty, goodness etc. of someone or something. 

[organisation way:] an organisation or group that has control over money that will be used 
to help someone else: a charitable trust.” 

� “Confidence: the feeling that you can trust someone or something to be good, work well, 
or produce good results.” 

� “Support: to say that you agree with an idea, group, or person, and usually to help them 
because you want them to succeed”  

 
Like for the brand management, reputation represents a link between an organisation and its 
stakeholders. One of the most important groups is the customers, because an organisation 
cannot survive without them. In this group, people are classified thanks to the benefits or 
solutions they want to gain dealing with the organisation (Dowling G., 2001, p. 33). All the 
companies need to create what we can call a stakeholders’ strategy, which means identify the 
target group they want to reach, and the customers’ behaviours (for example, if there are a 
king a people who are opinion leaders). The figure 2.2 shows that the stakeholders are 
evaluating the organisation depending to who they are, and what are their own values. As the 
concept of ethic, the reputation appears to be a value-based concept. Consequently an 
organisation does not have one single reputation, but as much as people it is in contact with. 
We do not have the same needs, wants and experiences. (Dowling, 2001, p. 29). Trust, 
confidence and support deliver additional value for the organisation. Indeed, it is creating an 
operational value (for instance, the risk perceived by the buyer is reduced if he or she trusts 
the company), and a financial value (a good reputation can boost profits). (Dowling, 2001, pp. 
12-17) 

2.2.3.5 Super-brand 

If all the previous elements have been successfully implemented, the organisation becomes 
what we can call a super-brand that is to say “the trust, confidence, and support that flow 
from the person’s corporate reputation” (Dowling, 2001, p. 19). If the stakeholders see that 
the company is leading by values that fit with their own (like honesty or responsibility) in a 
long-term way, they will trust and support it. From the mission statement to the image and 
reputation, the company has to be consistent (Dowling, 2001, pp. 18-20). It is about managing 
all those elements, from the most expensive and tangible (the product itself for instance), to 
the most intangible and cheap (like the reputation, corporate image or brand name) 
(Chernatony, 1998, p. 6). The successful implementation of the previous concepts will lead to 
create a positive relationship between the customer and the organisation, so a will to commit 
in this organisation from the customer. In the field of NGOs fundraising market, a super-
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brand entails the customers to give money, to support it in a financial way. (Dowling, 2001, 
pp. 18-20) The link between brand management and NGOs is done in the next part. 

2.2.4 NGOs’ branding in order to increase donations 

By NGOs branding or brand management, we mean applying the principles of corporate 
branding to the non-for-profit sectors, and more particularly to the public interest non-
governmental organisations. Indeed, we previously talk about organisations in a global sense. 
Beardi (1999) explains in few sentences why NGOs are involved in the brand management 
process: “They’re competing for the attention of the public; they need to have their missions 
understood, to attract volunteers, to motivate staff, to get contributions. Sometimes, it is hard 
to focus and remember who they are. Branding will portray their reason of being.” (p. 17). 
This section has the aim to link brand management with NGOs, and so to make all the 
theories explained so far reliable for the third sector. 
 
At first, about twenty years ago, the term “branding” corresponded to the business field. But a 
transfer happened, and professionals saw that this concept is also relevant for non-commercial 
organisations, such as NGOs (Schultz et al., 2005, p. 15). Nowadays, each deals with identity, 
beginning and direction. Public interest non-governmental organisations are copying private 
businesses in terms of branding “because they must gain attention and communicate 
efficiently to attract and maintain support under competitive conditions”. (pp. 147-148). 
 
What is specific in branding for NGOs is that they need to emphasise on “differentiating the 
organisation from other non-profits and establishing a unique position in the mind of the 
donors and other stakeholders” (Schultz et al., 2005, p. 133). Brand management plays a role 
to attract donors and make people more loyal. It helps NGOs’ donators in terms of 
identification.  
 
To reach these goals, a NGO has to define its mission and values for its audience: media and 
stakeholders. NGOs want to create a relationship with them, based on a moral force and 
credibility. The final goal is to have a positive image and reputation in the fundraising market, 
and more precisely by the domestic donors. This is the only way for NGOs to establish a 
relationship that allows a money transfer. (Schultz et al., 2005, p. 133) Becoming a super-
brand is a stake for NGOs: as Quelch and Laidler-Kylander (2005) remind us in an interview 
for the Harvard Business School, “trust is essential for nonprofits”. Effectively, the domestic 
contributors are not able to evaluate directly the quality of what the NGO does, and so they 
rely “on the reputation of the non-profit and the belief they have that the organisation is doing, 
and will continue to do, good work” (Quelch & Laidler-Kylander, 2005). Once they become 
super-brands, NGOs attract respect and admiration that push people to donate. They create an 
emotional connection through their brand management, and so people want to contribute to 
help them (Quelch & Laidler-Kylander, 2005). 
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*** 
Once a NGO has implemented its brand management efficiently, it will reach its specific 
target and has a higher probability to gain a positive response. Attaining a target can be 
achieved through communication practices. It is called the communication process. 

2.4. IMAGES IN ADVERTISING 

The implementation of the brand management is linked to the NGOs capacity to communicate 
to a specific audience. Indeed, Doyle and Stern (2006, p. 248) mention four reasons why an 
organisation has to communicate: 
- To inform i.e. create awareness about the organisation’s existing product or service 
- To persuade i.e. give rise to favourable attitudes toward the organisation, and its products  
- Image creation  
- Reinforcement about the image of the organisation, the value and the reliability of its 

products. 
 
They state the communication process covers two areas. On one hand, personal experiences 
and word of mouth are powerful communication tools. They result from a long term 
relationship between the organisation and its audience. They are hard to build and the 
communication response is lagged. This is what a company seek for when implementing its 
brand management policy. On the other hand, organisations also communicate through 
promotional activities also called marketing communication.                                       
 
Doyle and Stern (2006) define it as “the process of transmitting messages with the objective 
of making the organisation’s products or services attractive to target audience” (p. 248). 
Marketing communication includes personal selling, direct response marketing, sales 
promotion, public relations and media advertising. In this thesis we want to explore the ethical 
dilemma that can be linked to the resort of advertising images in NGOs’ communication 
strategy. Consequently we refer to the area of media advertising.  
 
When it is about media advertising, the process of communication involves two parties: a 
sender, who wants to transmit a message, and an audience. To communicate, the sender 
“encoded” the message and transmits it by mean of a medium. Once the audience receives the 
message, it interprets or “decoded” it. Then the response of the audience to the message 
comes and finally the feedback that the sender gets of it. The figure 2.5 illustrates this process. 
 



20 
 

 
FIGURE 2-5 THE COMMUNICATION PROCESS 8 

 
Senders experience two major problems when they launch a message: to get the audience’s 
attention and correct interpretation of the message. Doyle and Stern (2006) establish the 
elements influencing those two criteria. The attention depends of the audience’s 
characteristics (if it is concerned by the message) and the impact of the message (newness, 
interest). The interpretation is more subjective since it is linked to audience’s needs, values 
and the pressure of its group membership.  
 
As Henrik Dahl (1993) states, it is hard to reach attention of an audience through 
advertisement given that is mainly unwanted communication. Indeed nobody seeks for 
advertising in purpose but rather try to avoid it (e.g. zapping on cable channels during 
commercial breaks). Advertisers have to be more and more creative to achieve great level of 
attention from the audience and transmit the intended message. So that the audience reacts 
properly to the intended message, the advertiser should also find a way to prompt favourable 
attitude. It can be achieved by acting on the emotions of the target. In this area, visual images 
are peculiarly powerful since they exploit the relationships we experienced in the real world 
between visual stimuli and the emotion associated. (Messaris, 1997) 
 
According to “the American Heritage Dictionary of the English Language” (2006), a visual 
image is “a picture, chart, or other presentation that appeals to the sense of sight, used in 
promotion or for illustration or narration”. It can be either moving (e.g. video) or a fixed (e.g. 
poster). In this thesis we focus on the fixed ones. It avoids scattering and permitting to 
investigate in depth this kind of image. So as analysing the persuasive power of images in 
advertisings, Messaris (1997) refers to Peirce and defines the characteristics of visual image. 
Pierce (1991) find three categories to describe the relationships between signs that is to say 
“mark, bodily movement, symbol, etc., used to indicate and convey thoughts, information, 
etc” (Danesi, 1994, p. XI) and their meanings. A visual image has three core properties.    
First Messaris (1997) says it is an iconic signs namely there is similarity or analogy between 

                                                 
8
 Doyle & stern (2006) in Marketing management and strategy, 4th edition, p. 250 
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the object and its representation. Indeed pictures can reproduce visual images from the real 
world. Secondly, a visual image is an indexical signs since it “has some physical connection 
to the object or event to which it refers” (Pierce, 1991, pp. 239-240). For instance a bullet hole 
indicates that a shot was fired. Finally, Messaris (1997) mentions another characteristic of 
visual imagery is its lack of syntaxes. An image cannot be explicit as a word does. Its 
meaning relies on the viewer’s own interpretation. These properties of visual images have 
implications. They lead to opportunities as well as threats in the communication process 
(Messaris, 1997). It is what we study in the next subsection.  

2.4.1 Images as iconic signs  

In the daily life, what one sees is never free of associations in his/her brain. On the contrary, 
Messaris (1997) affirms that each visual image is associated to a set of data in the mind. 
These relationships are based on experiences, the cultural and social influences or even some 
biological aspects of each individual (Messaris, 1997). This observation is at the roots of the 
consequences of the iconicity of images.  
 
The fact they can reproduce the reality implies they can access to a wide range of built-in 
emotional responses. According to this, iconicity can be considered as an efficient tool to get 
the audience commitment. The use of visual clues of the real world in advertising has two 
functions: catching the audience attention and eliciting its emotion. We develop in this part 
some of the techniques that are used in advertising for those objectives. Visual tools can be 
used alone or combined with each other’s to achieve a higher impact. (Messaris, 1997) 

2.4.2 Violating reality 

Messaris (1997) shows that as people mind are used to the reality, one of the best ways to 
prompt attention is to “violate” this reality. It is done by introducing something disrupting and 
unfamiliar in the representation of the reality. Indeed Shepard (1990) shows that our brain is 
programmed to pay a special attention to images that don not fit with our global 
representation of the world. Unfamiliar or strange features, closed from the reality but with 
some major differences, are more likely supposed to raise our attention. Distortion of reality is 
thus commonly uses as a tool in advertising campaign, such as in the “Freedom of Press 
Campaign” from Reporters without borders (Figure 2.6). Here all the features of the image are 
a replica of the reality except the reporter’s mouth which goes through the hand trying to 
impediment the reporter to talk. 
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FIGURE 2-6 HAND FREEDOM OF PRESS CAMPAIGN - REPORTERS WITHOUT BORDERS 9  

2.4.3 Visual metaphor 

Still to involve more the audience, advertisers use the technique of subjective perspective. A 
subjective perspective gives the viewer the feeling of watching the word through someone 
else’s point of view (Messaris, 1992). In the advertising from the Word Food Program (figure 
2.7), the subjective view puts the audience in the shoes of a hungry child. The aim is to get the 
viewer experiences the same as Asian children. 
By involving the viewer directly, subjective perspective is a powerful tool to attract his/her 
attention. Several studies, including the one of Galan (1986), support this statement. He 
observes the response of an audience to one subjective and another no subjective version of 
advertising about two young discussing a new brand of chips. The results are incontrovertible: 
the subjective version got higher results regarding the audience’s involvement (Galan, 1986). 
 

 
FIGURE 2-7 "W HEN YOU ARE STARVING , ANYTHING LOOKS APPETIZING "  - WORLD FOOD PROGRAM 10  

                                                 
9
 Saatchi & Saatchi, Paris, for Reporters without borders (October 2005) – accessed on the 17

th
 March 2011 

from 

http://www.coloribus.com/adsarchive/prints/freedom-of-press-campaign-hand-7696105/  
10

 Publicis, Hong-Kong, for World Food Program (February 2011) accessed on the 21
st

 February 2011 from 

webpage http://www.ads-ngo.com/tag/wfp/  
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2.4.4 Subjective perspective 

Still to involve more the audience, advertisers use the technique of subjective perspective. A 
subjective perspective gives the viewer the feeling of watching the word through someone 
else’s point of view (Messaris, 1992). In the advertising from the Word Food Program (figure 
2.7), the subjective view puts the audience in the shoes of a hungry child. The aim is to get the 
viewer experiences the same as Asian children. By involving the viewer directly, subjective 
perspective is a powerful tool to attract his attention. Several studies, including the one of 
Galan (1986), supported this statement. He observes the response of an audience to subjective 
and no subjective version of a commercial break about two young discussing a new brand of 
chips. The results are incontrovertible: the subjective version got higher results regarding the 
audience’s involvement (Galan, 1986). 

2.4.5 Camera angle & Juvenile characteristics 

In numerous advertisings, the camera angle plays an important role. Most of the time, the 
advertisers put the viewer in a situation of looking up at someone. It gives the viewers the 
feeling to be inferior to the model in the image (Mandell & Shaw, 1973). At the opposite, 
high angles put the model in a situation of weakness. The viewer’s reaction is a strong feeling 
of affection and a will to respond to it (Messaris, 1997). In addition, Lorenz (1970) shows that 
such responses are more likely to be created when the advertising is about either one or two 
major “clichéd subjects”: the child or the cute animals. Indeed, he led in 1970 a study about 
human behaviour and found that the human being is genetically intended to have protective 
feelings face to specific facial features distinguishing the young from the adult e.g. larger eyes 
and smaller noses (Lorenz, 1970). It’s why we can often observe this technique in advertising 
of NGOs defending children and animals rights. The campaign from UNICEF Australia 
(figure 2.7) showing a little girl working is a related example. The photograph by coupling the 
technique of low camera angle (the girl is looking at the viewer from the bottom) and juvenile 
characteristic; is supposed to prompt empathy. 
 

 
FIGURE 2-8 CAMPAIGN AGAINST CHILD LABOUR - UNICEF  AUSTRALIA 11 

                                                 
11

 Unicef Australia (august 2010) accessed on the 15
th

 April 2011 from 

http://www.campaignbrief.com/2010/08/confronting-new-unicef-campaig.html  
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2.4.6 Visual parody 

Savan (1994) mentions visual parodies as another way to disturb the audience’s mind by 
changing some aspects of well-known images. For instance, The Green Peace’s advertising 
(figure 2.9) disrupts the logo of a well-known brand to emphasis on the consequences of 
global warming. This technique is more and more used in advertising. Indeed, it seems that 
parodies exert a sort of fascination on their viewers, still according to Savan (1994). He 
explains this phenomenon by the assumption that parodies are often both self-referential and 
ironic. These can give to the audience “a flattering sense of being hip and media conscious” 
(Savan, 1994, pp. 302-303). 

 
FIGURE 2-9 ADAPT YOUR IMAGE TO GLOBAL WARMING , NESTLÉ - GREEN PEACE 12 

2.4.5 Direct eye gaze  

By getting the attention through a direct visual contact with the viewer, the interaction 
between the real world and the image is more apparent (Messaris, 1997). This technique can 
be seen in the campaign of Women’s Aid (figure 3.5). This photograph seems to be a silent 
call toward the viewer for help. The model from the image appears as a kind of spokesperson 
of the cause it defends. The women’s glazes are sharp-eyed and involving. It is catching the 
eyes of the viewer. This creates a relationship between the viewer and the spokesperson. 
 

                                                 
12

 Club de creativos, Spain for Green Peace (date unknown) accessed on the 17
th

 March 2011 from 

http://www.flickr.com/photos/church-of-chemistry/2673356057/  
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FIGURE 2-10 TALK ABOUT DOMESTIC ABUSE - WOMEN ' S AID13 

2.4.6 Images as indexical signs 

Pierce (1991) notices that images have a physical connection with the real world: they are 
indexical signs. They can be considered as a testimony of the reality of the scene represented. 
A visual image is a proof of what is depicted really happened in the reality. For these reasons, 
they are commonly used in advertising. The implicit authenticity’s guarantee of photography 
is supposed to reassure the customer about the real value of the thing represented. This is 
especially true when the product appeal is link with its visual characteristics such as houses, 
cars, clothing or jewellery (Messaris, 1997). 
 
This property of image is broadly used in social issue campaigns. In 1997, Messaris took the 
example of a campaign aiming at the establishment of the Yellowstone as the first national 
park in 1872. Photographers were used to showing the value of this natural environment and 
uniqueness. On the other side, environmentalist photography can also be dedicated to show 
the damages done by the human being (Bouse, 1991). Images are used as a proof of the threat 
to the wildlife and the nature Such representations of wrong-doing are not only dedicated to 
environmental causes but also to any kind of social issue campaigns. They are aimed to 
prompt people’s indignation and make them acting.                                                                  
In this area, Lewis Hine can be considered as a pioneer. Through his poster published in 1915 
(see figure 2.11), he played a major role in the defence of children’s rights. The poster is 
composed by two pictures showing children. In the photograph at the top children look happy, 
in the one at the bottom they look miserable. Between the two pictures, a photograph of a 
factory gives a feeling of before-and-after comparison: to work at the factory “Make human 
junk”, as state the title of the poster. 

                                                 
13 Grey, Great Britain, for Women’s Aid (date unknown) accessed on the 15th March 2011 
from http://www.ads-ngo.com/2010/11/17/talk-about-domestic-abuse-womans-aid/  
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FIGURE 2-11 M AKING HUMAN JUNK 14 

 

2.4.7 The syntactic indeterminacy of visual images 

Due to their lack of verbal language, a message convey by image is hardly explicit and subject 
to the audience interpretation (Rothenberg, 1994). Is it strength or weakness? An ad 
surrounded by words is easier to understand by the viewer since the basic proposition and the 
arguments of the ad’s message are clear and explicit. However, as Messaris (1997) explains, 
an indirect message is often seen as positive. To understand the ad, the audience feel 
committed because the ad calls to the viewer own interpretation. In this way a non-verbal 
message is catching the attention more than a verbal one. Moreover, the viewer will spend 
more time face to an implicit advertising so s/he is more likely to remember it. Finally, to get 
the meaning of implicit ad can be seen as a challenge. Consequently, Messaris states it is 
more involving.  
 
An experiment leads by Mitchell and Olson (1981) supports this statement. Four versions of a 
print ad for a virtual brand of tissues were shown to separate groups of viewers. The first 
version contained only a picture of the product and a text stating that the product is soft. The 
three other versions did not contained verbal syntaxes but another image added to the one of 
the product. The images were a kitten, a sunset and an abstract painting. The viewers had to 
rate several aspects of the message they perceived in the ad. What is interesting in our case is 
that the ratings of the tissues ‘softness were higher for both the ad with verbal text and with 
the kitten than the other ones. Moreover, the rating for the kitten image was the highest. Such 
findings shown that visual images, even if they are not totally explicit, they are at least as 

                                                 
14

 Lewis Hine, Montage Poster: Making Human Junk 

reproduced from Child Labor Bulletin 1914-1915 accessed on the 17
th

 February 2011 from 

http://thispublicaddress.com/depression/hine.html  
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efficient as visual syntaxes in the communication process.  
 
Visual images seem to be more powerful despite their lack of explicitness. Nevertheless, 
Meyers (1994) point out that sometimes images are really hard to understand without verbal 
explanations. They often need to be combined with text.  This claim is supported by the study 
of Kaplan (1990) showing that, without a verbal explanation, 24 percent of a sample of visual 
images in ads from general interest magazines is not understood. 
 

*** 
Once all the key words of our purpose have been defined and studied, it is necessary to link 
them in a consistent way. This is the aim of the next section that depicts our theoretical model. 

2.5. NGOS AND DOMESTIC CONTRIBUTORS: A COMMUNICATION PROCESS 

INFLUENCED BY ETHIC 

This part presents our model of communication process. It gathers all the concepts we have 
seen so far. Our purpose is to explore to what extent the brand management and the use of 
visual imagery can lead to ethical problems in the communication process between NGOs and 
the domestic contributors. To answer it, we decide to link the notion of ethic with each part of 
the relationship, namely NGOs and domestic contributors, and with the concepts defined in 
the theoretical framework, which are visual imagery and brand management.                                    
The structure of this section is consequently the following: first, the relationship between 
brand management and ethic, then the link between advertising imagery and ethic, and to 
finish our model. 

2.5.1 Ethical considerations on Brand management 

The intrusion of a business science as marketing can lead to moral and ethical issues. The 
following explanations are mainly from Schultz, Antorini and Csaba’s book (2005, pp. 127-
150), around four ideas. 
 
First of all, brand management introduces ideas such as profit motives and commercial 
exchanges. It means it is part of NGOs’ activities, which appears as ambiguous. It can create 
tensions with their social values. To manage this point, NGOs talk about mission or values, 
not branding. NGOs absolutely do not want a “too commercial” brand image. (Schultz et al., 
2005, pp. 127-130) However, an organisation cannot control fully the effects of its brand 
management (Mooij, 2010, p. 25), so this point can be an ethical problem for the domestic 
contributors. Moreover, the mission statement and the brand identity are defined by the first 
will to fulfil a social good. As ethic is foremost about people’s perception, if a gap appears 
between what NGOs say and what they really do, some of them can see ethical issues. (The 
Akha Heritage Foundation, 1991) 
 
Secondly, the relations with stakeholders could be problematic also. Indeed, if NGOs let their 
brand strategy in the hands of an external company, people could believe they are not 
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consistent with their core values. NGOs must be careful with this point: spending money and 
empowering a private company could not match with their ethic. In fact, it means spending –
maybe too much- money not for a charity goal. And even if the NGO manages its brand by 
itself, i.e. without calling a private company, it means using money for its marketing strategy. 
This situation can be accepted in an ethical way if the NGOs earn more with the donations 
generated than the money invested. (Schultz et al., 2005, pp. 137-138) 
 
Thirdly, too much branding could lead to opposite consequences. Developing the public 
awareness means developing the possibility that people talk about the NGO. It can create 
critics against the NGO or against the whole non-profit field, because their branding is maybe 
not effective. (Schultz et al., 2005, p. 137) A survey led by Hankinson (2001) shows that 
brand management for charities organisations has a limited effect. For instance, fundraising 
managers seem to believe that this kind of practise can be useful for fundraising or raising 
awareness, but not really to change public opinion. Spending money in that, if it is not really 
effective, could lead to ethical issue (Schultz et al., 2005, p. 138). 
 
NGOs’ relationships with other actors are, somehow, problematic. Building and maintaining a 
brand image in people’s mind are expensive. As a result, NGOs must find different ways to 
reach private donators. One solution for them is creating a partnership with the for-profit 
sector. Concretely, it means being paid by companies, and in return the NGO’s name is 
associated with this company. Both have advantages from this relation: for non-governmental 
organisations, it means more founds, and for the company, it is a tool in its own brand 
management. (Schultz et al., 2005, p. 138) Nowadays, companies need to develop a positive 
image in people’s mind, especially from the economic crisis: consumers can see private 
organisations as big machines only attracted with money and power (Chin, 2010). This type 
of partnership is a way to deal with this situation. They want to develop a certain legitimacy 
and integrity in consumers’ mind. (Schultz et al., 2005, p. 138) But it appears that some 
partnerships are not enough profitable for the NGOs, because they under-evaluate the value of 
their brand, and so private companies are taking advantage of the situation (Quelch & Laidler-
Kylander, 2005). NGOs also need to build a relationship with governments, which are a part 
of their incomes. One reason is that States make the decision to give more or less money to 
this or this company is their brand image. (Schultz et al., 2005, p. 138) 
 
From private donors’ point of view, those partnerships with companies and States could not 
respect NGOs’ values. Indeed, NGOs accept to support a for-profit organisation, whose main 
goal is profit (Sharma & Smith, 2001). The choice of companies with which they are 
associated must be done carefully. If WWF deals with Total, which appears as a not-
environmental friendly business, private donors would believe it is not a charitable behaviour 
for the NGO. Those partnerships also mean that NGOs accept to be a tool for companies’ 
communication. This situation could be considered as non-ethical. (Schultz et al., 2005, p.  
139). 
 
The last issue is the conflicts with different stakeholders. All NGOs need to take into account 
also them to build an effective overall image management. The different groups do not have 
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the same wants, needs and values. As a result, the NGOs satisfy them in different, and maybe 
opposite, ways. If a state invests in a NGO, it maybe will want the NGO to have a clear 
accounting management, but donors will probably prefer NGO to focus on people in need. A 
NGO is supposed to act foremost in a social good, so the domestic contributors could interpret 
in a bad any shift of the actions led. A NGO is supposed to be independent; the calling into 
question of criteria can lead domestic contributors to see ethical problems. The NGO image 
and reputation would be weakened. (Schultz et al., 2005, pp. 139-140) 
 
Quelch and Laidler-Kylander (2005) call to mind it is really easy to lose a good reputation for 
a NGO and so to break the virtuous circle of a super-brand (figure 2.2). Effectively, they state 
“it only takes one or two mistakes to cast doubt on a non-profit organisation. It takes many 
years and a lot of hard work to re-establish the credibility of non-profit organisations and 
rebuild consumer trust”. Managing ethical considerations is one way to avoid this risk of 
losing trust and support from the domestic contributors, or even to improve brand image and 
reputation (Quelch & Laidler-Kylander, 2005).  

2.5.2 Ethical considerations on imagery advertising 

As every organisation, NGOs need to communicate to a specific audience. They communicate 
for the same reasons: information, persuasion, image creation or reinforcement. They resort to 
the same communication tools as for-profit organisation, in particular visual imagery. If 
NGOs use the same marketing techniques as regular private companies, they face the same 
ethical problems. All advertisings are the result of human intervention and especially 
marketers. The purpose of a marketer is to make people act in a way that serves his/her 
organisation. For doing it, s/he does not hesitate to use techniques that are manipulating 
people’s mind. S/he can go to mislead people’s mind and it is maybe the most problematic in 
an ethical perspective. Here we are exploring the ethical dilemma attached to each property of 
visual images. 
 
To begin with, as an iconic sign, images are supposed to show the real world. People expect 
that what the picture contains is the reality. As consequences, viewer often uses such images 
as references for their own identity (Ewen & Ewen, 1982). Such identification can have 
dramatic psychological consequences. People can feel frustrated if they do not fit with the 
model conveyed in advertisings. Advertising can create a vision of ideal that does not really 
exist and which becomes a source of dissatisfaction in people’s real life (Moog, 1990).  
 
Secondly, if pictures can be seen as a proof, viewers have to keep in mind that they are the 
result of human interventions (Messaris, 1997, p. 142). Such interventions can question the 
image value of truth. Thus, images can be staged and it will result in a lie if the audience 
considered the image resulting of the staging as a record of the untouched reality (p. 142). 
One common example of staging in advertising is related to the food industry that uses other 
products on ad instead of the real one because they look more photogenic.             
Nevertheless, marketers argue that as people are more and more aware about such image 
manipulation, it is not really a lie and so it is not unethical (Slattery & Tiedge, 1992). Then, 
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images can also be edited. Editing something refers to “choosing material and arrange it to 
form a coherent whole” (Oxford University Press, 2011). As an example of the misleading 
power of the edition, Jamieson (1984) refers to the Nixon’s presidential campaign in 1968. 
One of his ads was a juxtaposition of photographs of his main competitors, Hubert Humphrey 
with one of the Vietnam War. In this case, the will of making a link between the candidate 
and this awful event is obvious however it is still working in the viewer’s mind (Jamieson, 
1984, p. 246). Carroll (1993) explains that from one side our rational mind is aware the 
manipulation but on the other side there is an automatic connection between both pictures 
through our subconscious (pp. 127-131). Finally, the technique of selection consists in using 
“unrepresentative image of a certain situation […] to create a misleading impression of 
reality” (Zikmund, 2003, p. 147). In advertising, it is the case whenever images that can 
balance the message conveyed are set aside in favour of pictures which support it. Those 
techniques are just example of the wide range of deceptive methods that can affect the value 
of evidence of a picture. By exploiting the viewer faith in the indexicality of image, such 
practices can question the ethical value of advertisings. 
 
Finally, referring to the lack of propositional syntax, we can also face ethical dilemma. First, 
visual image are supposed to be opened to the audience’s interpretation. In fact, advertisers 
know more or less how to elicit a specific feeling from the viewer. They are using 
conventions that they are used to prompting on average a similar response from the audience 
Such techniques can be seen as manipulative since advertisers are getting into people mind to 
persuade them. Second, some advertising images would be socially unacceptable in verbal 
form, especially the one link to social status and sex.                                                                   
Avoiding verbal syntaxes is a way to deal with morality and social conventions. In that 
perspective, it can be seen as unethical. (Messaris, 1997, pp. 273- 274) 
 
According to this, NGOs face the same ethical issue than for-profit organisation in the use of 
image in advertising. What differs is the context in which NGOs evolve. As we saw in 
subsection 2.2, the core mission of an NGO is to pursue public interest. They have moral high 
ground roots and so are expected to respect a certain ethical guideline. This is essential if they 
want to remain trustworthy and achieve a high level of confidence with domestic contributors 
(subsection 2.2.3.). By using the previous techniques, NGOs may be considerate at variance 
with their core statement.  

2.6.3 The model of communication process between NGOs and the domestic 

contributors influenced by ethic 

 
The two previous subsections show the influence of ethic in the brand management and 
advertising images. From that idea, we elaborate a model, represented in the 2.12, which 
regroups all the concepts we have seen in the theoretical framework, including the influence 
of ethic. 
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FIGURE 2-12 COMMUNICATION PROCESS BETWEEN NGOS AND THE DOMESTIC CONTRIBUTORS  

 
The base of the figure 2.12 is the relationship between NGOs and the domestic contributors. 
NGOs build an identity from a mission and vision. That is a part of brand management.  
Then, they communicate this identity through visual imageries to the donors that are 
interpreting it. This process of interpreting follows three steps: first, domestic contributors are 
aware about the NGOs, then an image is created in their mind, and to finish a reputation is 
established. The desired answer from the fundraising market to the NGOs is a donation.                                     
If there is a failure in the process, the market will give a negative response. It occurs when 
donors do not perceive an NGO as enough trustworthy to be financially supported by them.  
 
What really differs from the relationships of for-profit organisation with their customers and 
the one of NGOs with domestic contributors is the influence of ethic. Indeed, we refer to a 
specific market and a specific context where ethic plays an important part. Each actor of the 
communication process as well as the tools used themselves (i.e. brand management and 
social advertising) are affected by ethical values. To reach their target effectively, NGOs have 
to be consistent with their ethical imperatives and the perception of ethic of the fundraising 
market when they communicate with them. The aim of this model is to explore how far the 
brand management and the use of visual imagery can lead to ethical problems affecting the 
communication process between NGOs and the domestic contributors. 
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3.  METHODOLOGY AND METHOD 

The aim of this chapter is to present in the methodology and the methods we choose to collect 
data in the thesis. The purpose is to explore to what extent the brand management and the use 
of visual imagery can lead to ethical problems in the communication process between NGOs 
and the fundraising market. Therefore, an exploratory research has been conducted. In this 
context we decide to resort to the technique of triangulation that is to combine both 
qualitative and quantitative methods. These choices are explained in the first section, 
methodology. In the section 2, method, we present the process of data collection. We start by 
explaining how we collect and use secondary data. After that, we focus on the primary data 
collection, firstly through qualitative techniques (i.e. document based analysis and interview) 
and secondly by mean of a quantitative method (i.e. questionnaire). Then we explain how we 
analyse the primary data we collect. The last sub-sections of the methods are dedicated to the 
reliability and the validity of our paper, to end up with ethical consideration in research. 

3.1. METHODOLOGY 

To be able to answer their purpose, researchers have to realize a marketing research and 
collect data. In this part, we present the types of research that exist and the one that 
corresponds to our thesis. We also explain which research methods we have selected and the 
reason of our choice.  

3.1.1 The research process 

As William G. Zikmund shown in Business Research Method (2003), the origin of all 
research process is the discovery of an issue. But the nature of the issue is not always the 
same. Sometimes it is clearly defined, sometimes is rather complex and ambiguous. This will 
determine which kind of research is to be used to solve the problem. 

3.1.1.1 Type of research 

In the business field, three types of research design coexist: exploratory, descriptive and 
causal. The research methods and techniques depend on the research design selected. To get a 
quick understanding of what each is about, we can refer to the brief definitions of Zikmund 
(2003, pp. 54-56): 
� “Exploratory research : initial research conducted to clarify and define the nature of a 

problem” 
� “Descriptive research : research designed to describe characteristics of a population or a 

phenomenon” 
� “Causal research: research conducted to identify cause-and-effects relationships among 

variables when the research problem has already been narrowly defined.” 
 

A regular use of the descriptive research is the market segmentation through a description of 
consumer behaviours. A typical causal research is when you observe the effect that occurs on 
a variable (e.g. productivity) when you change another variable (e.g. work conditions). 
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Descriptive and causal research are both conclusive research. Indeed their final purpose is to 
provide a guideline for an action plan to solve a problem (Ghauri & Gronhaug, 2005). On the 
contrary, the exploratory research is conducted when you face a complex issue. It helps to get 
a better understanding of a situation and identify dimensions of a problem that need further 
investigation. An exploratory research has three interrelated goals: to diagnose a situation, to 
screen the options and to discover new ideas (Zikmund, 2003).  

3.1.1.1 An exploratory research 

In this thesis, our purpose is to explore to what extent the brand management and the use of 
visual imagery can lead to ethical problems in the communication process between NGOs and 
the fundraising market. We want to get a better understanding of how NGOs deal with the 
fundraising market through visual imagery as a part of social advertising and brand 
management. Finally we want to explore the impacts of ethic on the communication process 
between NGOs and domestic contributors. We deal with an ambiguous problem. We are not 
going to give recommendations to face this specific situation but to provide information 
helping to analyse it. In such perspective we lead an exploratory study. Each kind of research 
is associated to specific research methods. In the case of an exploratory research there are four 
basic research techniques: secondary data analysis, pilot study, case study and experience 
survey.  The figure 2.13 inspired from a chart elaborated by Zikmund (2003) summarizes the 
first steps of the research process in our case. 
 

 
FIGURE 3-3-1 RESEARCH METHODS FOR EXPLORATORY RESEARCH 15 

 

                                                 
15 Adapted from Zikmund W. G., (2003). Business Research Methods, 7th edition, p. 61 
 



34 
 

3.1.1.3 Qualitative vs. Quantitative data sources 

Once the type of research is selected, the researcher has to make a choice about the research 
method s/he wants to use and the techniques related to the method chosen. Methods can be 
either quantitative, qualitative or even a combination of both. Common quantitative 
techniques are questionnaire or structured interview. Qualitative techniques may be for 
instance in-depth interview or observation. (Ghauri & Gronhaug, 2005) The choices rely on 
the researcher’s skills, preferences and the consistency between the research problem and the 
method chosen (Jancowzick, 1991). In the case of exploratory research secondary data 
analysis and experience survey are qualitative techniques. Pilot study can be either a 
quantitative (e.g. questionnaire on small-scale) or qualitative (e.g. informal focus group). The 
case study may be led through both qualitative and quantitative methods.  
 
Refering to Greetham (2009), quantitative methods are based on measurable empirical data 
that can be expressed in numbers. The goal is to be the most objective possible basing your 
research on statistical findings that you can easily analyse mathematically. The most common 
example of a quantitative research is demographic statistics on a given population. Attitudes 
and habits about a specific topic or situation can also be measured by quantitative methods 
through a well-tailored questionnaire for example. However such findings about beliefs can 
just be superficial and provide global and on average results. 
 
To get an understanding in depth on a data that cannot be converted into numbers the 
researcher should use qualitative methods. It is expressed in words and is more relevant to 
describe feelings, opinions and customs (Greetham, 2009). A typical example of qualitative 
research is when the researcher wants to understand a phenomenon that is complex and few 
known (Marshan-Piekkari & Welch, 2004). Indeed, the main advantage a qualitative source of 
data is that it provides “deeper responses that are rich in implications” (Greetham, 2009, p. 
212). 
 
When the researchers face a complex case, using just one research method can be incomplete. 
In such situation, the resort to the technique of triangulation is relevant. It can be defined as 
“using difference sources related to the same event or situation to check the completeness and 
reliability of the account” (Greetham, 2009, p. 181). Triangulating can help to test a model, 
confirm or infirm a statement or even find new area where further research is needed. It may 
bring added value to the findings by balancing depth insights from qualitative methods with 
numerical results from quantitative ones. (Greetham, 2009) 

3.1.2 Methodology in this thesis 

As state previously, we choose to drive an exploratory research since we explore the impact 
of ethic on the complex relationships between NGOs and domestic contributors. Once the 
issue is identified and the research designed selected, researchers have to gather data. The 
selection of the research methods and techniques for a specific project depends on your 
purpose and the context of research (Jankowicz, 1991). 
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Our goal is to get a global understanding about a complex topic. A key problem we face in 
our thesis is “how to find sufficient depth and richness of ideas and responses 
counterbalanced with a good spread of responses over large enough representative samples” 
(Greetham, 2009, p. 198). Therefore we choose to combine both qualitative and quantitative 
methods so as adding credibility to our findings.  
 
First, in order to get a quick overview of a situation from a sufficient large and representative 
sample, we conduct a pilot study. According to Zikmund’s definition (2003), a pilot study is 
“any small-scale exploratory technique that uses sampling but does not apply rigorous 
standards” (p. 63). Such techniques provide quick insight about the research problem but as 
the data collection is rather informal, the findings may remain superficial (Zikmund, 2003). 
As pilot study, we use the quantitative research technique of questionnaire about European 
students attitudes related to our topic. We follow the same principles as for a traditional 
questionnaire except that we conduct it on a small-scale.  
 
Secondly, we decide to use the richness of ideas and opinion that come from qualitative 
sources so as to support and illustrate the findings from the questionnaire (Greetham, 2009). 
We want to investigate in depth the area of advertising and ethical dilemma by combining an 
experience survey and a document based analysis of advertising campaigns. The experience 
survey consists to question people which are knowledgeable. It is a qualitative method of 
investigation but less formal than traditional qualitative surveys. Indeed the sample is limited 
to some people carefully selected for their acknowledgement and skills upon the research 
topic. The researcher can asked specific questions but the respondent usually have few 
constraints to respond. In that perspective it’s more a discussion than an interview. However, 
to simplify, we use the term interview to refer to our experience survey in the rest of the 
thesis. A document base analysis is a kind of secondary data analysis. Secondary data is a 
literature review namely data that has been collected for a different purpose as yours. 

3.2. METHODS 

The aim of the method part is to give an grasp about how we conduct our data collection. Two 
types of information can be used in a marketing research: secondary and primary data 
(Ghauri, 2005). First we explain how we gather and use secondary data to answer our 
purpose. Second we focus on the collection of primary data both qualitative (interview and 
document based analysis) and quantitative (questionnaire). We finish by a review about the 
validity and reliability of this paper as well as ethical consideration in our work. 

3.2.1 Primary & secondary data collection 

3.2.1.1 Secondary data as a tool to develop our purpose 

A secondary research differs from the primary one because the “data have been previously 
collected for some purpose other than the one at hand” (Zikmund, 2003, p741). We use the 
results of this research, named the secondary data, in our thesis for the introduction, the 
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theoretical and the method part. We construct our introduction around four parts.                                    
The first is a background of the NGOs field; which is the base of our reflection. To redact this 
part, we gather historical data mainly from books dedicated to this topic. We also need update 
data and statistic (for instance to know how many NGOs exist right now) via books and 
websites. We also have to use secondary data for our literature review, because we build a 
theoretical part, based on theories already developed by other people. We mix “traditional” 
theories mainly from course books and other thesis, and more current such as articles from 
newspaper. To do our research and find secondary data for the introduction and the theoretical 
part, we resort to keywords to find our documents. The most used are the followings: 
� Non-governmental organisations / public interest NGOs / non-profit sector 
� Ethic / Value / Altruism 
� Social marketing / communication / social advertising / advertising imagery  
� Branding / brand management / brand image / reputation / brand awareness 
Finally, we use secondary data for the methodology and method part. We must find 
information about the way of writing this part, often in books. 
 
Moreover, ones can notice that all along the thesis we refer to non-academic sources such as 
the Oxford dictionary to define some concepts. This choice is justified by two reasons. Firstly, 
it is a way for the researcher and the reader to have a quick understanding about some basic 
notions. Secondly, our thesis is built on the influence of ethic on NGOs and the domestic 
contributors. Ethic is foremost found on people perception: each has its own ethic 
interpretation (section 2.1). As a result, we need to adapt our research and find the definitions 
that fit the most with our target, to be able to communicate with them in an efficient way. The 
communication process model exposed in the subpart 2.5 (figure 2.5) shows that some noise 
can occur and influence this interaction. One noise could be a vocabulary misunderstanding; 
as a result, we decide to define the simplest word by referring to vocabulary used in the daily 
life thanks to traditional dictionaries. However, for the marketing and more complex concepts, 
even if some are associated with common definitions, we link and based them on more 
academic sources. 

3.2.1.2 Secondary and primary data as tools to collect empirical data 

We combine secondary and primary research for our empirical and analysis parts because it 
seems to be the best combination to answer our research problem. As seen in the subsection 
3.1.2, Method in this thesis, we are mixing three types of methods. 
 
On one hand, we use secondary research for a qualitative study named document-based 
research. We base our analysis on advertising created by NGOs for their communication 
campaigns, so not for our purpose. Nevertheless, it is only a secondary research for the 
empirical data, not for the analysis, which is based on our reflexion and knowledge. 
In this case, our keywords were: 

� NGO’s campaigns (in English, French and Swedish) 
� NGO’s donations collection 
� NGO’s campains linked with a disaster. 
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On the other hand, we build up our empirical data and analysis on primary research, which are 
the raw material that you collect for your particular project (Greetham, 2009, p185). In our 
case, this type of research is relevant either in a qualitative or a quantitative way. Primary data 
could be interviews, focus groups, questionnaires, case studies and observations. We decide to 
implement a quantitative questionnaire and a qualitative interview. Our choices will be 
explained more in the sections 2.6.7 and 2.6.8. 

3.2.2 Quantitative Data  

A questionnaire is any “data collection techniques in which each person is asked to respond to 
the same set of question in a predetermined order” (Saunders, Lewis & Thornhill, 2007, p. 
603). The aim of this sub-section is to explain which kind of questionnaire we choose and the 
reasons of our choice. It is also a review of the process we follow to carry out our 
questionnaire.  

3.2.2.1 Data Collection: An internet-mediated questionnaire 

Why conducting a questionnaire? 

By conducting a self-administrated questionnaire, we want to get domestic contributors’ 
vision about NGOs communication strategy and the related ethical dilemma.                         
As a pilot study, it allows to draw a quick overview about this situation. Then, the outcomes 
of the questionnaire can be supported and illustrated with the qualitative methods we 
implement that are the document-based analysis and the interview as an experience survey. At 
a result, we can go further and identify the areas where more research are needed. 

Selection of a population  

Given that we are in the case of exploratory study, we drive a pilot study. In this context, the 
questionnaire is on a small scale considered as enough important to be representative. Under 
time and money pressures, we decide to resort to a convenience sample. First, as we are 
European, we decide to survey actual or potential donators belonging to the European 
fundraising market. This choice is supported by the fact we believed that as the legislation and 
culture is close in the western world, the perception of ethic within our population should be 
more or less similar. Then we select people that we can easily reach namely people between 
18 and 28 years old using the Internet. We choose this age group in order to avoid bias that 
can result for generation gap. Indeed the population selected corresponds to people from the 
same generation and used to evolve in a similar environment. Moreover we are part of this 
population so it is easier for us to reach and understand them. Our objective is to gather at 
least 100 answered questionnaires as we want to explore on a small-scale as well as this goal 
appears as an amount reasonable to observe some tendencies. 

Selection of an administered questionnaire 

There are several ways to administer a questionnaire (Figure 3.2). First it can be self-
administered or interviewer-administered. A self-administrated questionnaire means that it is 
completed directly by the respondent. In the other case, it is fulfil by an interviewer according 
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to what the respondent answers (Saunders et al., 2007). An interviewer-administered 
questionnaire needs the direct involvement of the interviewer during all the collection data 
process. It takes time and often costs money. As we do not have none of them we choose a 
self-administrated questionnaire.  
 

 
FIGURE 3-2 TYPOLOGIE OF QUESTIONNAIRES 16 

An internet survey 

As shown in figure 3.2, a self-administered questionnaire can be broadcasted through internet 
or intranet, posted to respondent who send it back after the completion or distributed by hand 
and collected later (Saunders et al., 2007). The choice of the type depends on the time and the 
financial resources available.  
 
An Internet survey is a “questionnaire administered electronically using the internet” 
(Saunders et al., 2007, p. 600). Zikmund (2003) points out two main advantages of the 
internet mediated questionnaire. On one hand, because you avoid using papers, postage and 
other administrative procedures, it is fast and cheap. On the other hand, internet is a good 
medium to show visual materials such as photographs or video clips. According to our 
purpose, the ability to show visual advertisings from NGOs is important. That is why we 
privileged an internet-mediated questionnaire. It can be diffused by e-mail or via a website 
(Hewson, Yule, Laurent & Vogel, 2003). Both have advantages and drawbacks: a prerequisite 
of the use of e-mail is to have a list of address representative of your sample whereas when 
you use an online questionnaire the responses rate is used to be low (Coomber, 1997). 
Furthermore, whatever the internet-administered methods, the sample cannot be fully 
representative of the society given as everybody does not use internet (Dillman, 2000). 
 
Through our choices concerning the questionnaire, we try to overcome these drawbacks. 
Indeed our target is students between 18 and 28 years. We assume the vast majority of 
individual within this target are regular user of the internet. Moreover, to administrate the 
questionnaire and reach our sample target, we want to benefit from Facebook, a widespread 
social network among our survey target. 

                                                 
16 Saunders M., Lewis P. & Thornhill A. (2007). Research Methods for business students, p. 
357 
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The Sample 

We put our questionnaire online on the 12th of April 2011 as a Facebook’s event and we 
invited 138 Facebook contacts between 18 and 28 years old, both student and European, to 
participate. We also ask them to spread this event among their own European friends so as 
benefit from a snowball effect. As a result, we collect 98 questionnaires and our sample is 
composed by people between 19 and 30 years old that is not exactly what we have plan at the 
beginning. Anyway, we decided to expand the age limit from 28 to 30 as we realise that we 
can include people of 29 and 30 years old to the same generation of our population. A 
majority of our respondent are female (60 percent) although the gap is not so big (figure 3.3). 
Our target’s nationality objective is also reached, because all the respondents are from 
Europe, except 4 percent from the Eurasian continent (i.e. Turkey). We include them in our 
statistics, because they belong to similar cultures, and are geographically closed. Half of the 
respondents are French, which appear as logical because it is our nationality and so our 
European contacts are mainly from France. A fifth of the respondents are from Western 
Europe i.e. Italy, Spain, UK, Portugal, Belgium and Netherland. Then, 17 percent of our 
sample is from central Europe namely Germany, Poland, Czech Republic, Austria, Slovakia 
and Hungary. Finally, we have some Swedish and Finnish people (3 percent). The 7 percent 
from East Europe are more precisely Russians, Ukrainians and Romanians. The 3.4 shows the 
geographic repartition of our sample. 
 

FIGURE 3-3 GENDER OF RESPONDENTS FIGURE 3-3 GEOGRAPHIC REPARTITION OF RESPONDENTS  

3.2.2.2 Questionnaire Design 

To design our questionnaire we use an online software, KwikSurveys.com, dedicated to the 
realisation of internet-mediated questionnaire. This facilitates our work given that the 
interface is easy to use. For instance, the design related to each type of question is already pre-
defined. However, good software is not sufficient to create a successful questionnaire. The 
success of a good questionnaire relies on a paradox. It should be simple even if its conception 
was a hard task. Indeed an efficient questionnaire should be easy to read, understand and 
answer as well as provide relevant information for the researcher. (Saunders et al., 2007) 
Erdos (1970) says it in other world: “a good questionnaire appears as easy to compose as does 
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a good poem. The end product should look as it effortlessly written by an inspired child, but it 
is usually the result of long, painstaking work” (Erdos, 1970, p. 37). Some rules exist trying to 
provide a guideline so as the questionnaire fulfils the researcher’s expectations. For instance, 
Warwick and Lininger (1975, p. 127) state that the questionnaire designer should start by 
making five main decisions. It is the process we follow to design our questionnaire and 
structure this part. 

What should be asked? 

The answer of this question is linked to the research problem and the purpose of the 
researcher. In our case, we want to explore donators’ attitude face to advertising campaign of 
NGOs. We want to know if they feel an ethical dilemma in the use of advertising image to 
encourage donations. Concretely we ask them about their awareness on NGOs and their 
opinion about them. Then we investigate their point of view about the use of images in 
NGOs’ advertising by direct questions and through an analysis of real advertising campaigns 
(we select three ads). Finally we ask questions to define our target and their donator 
behaviour.  

How should each question be phrased? 

Phrasing questions is the central task in redacting a questionnaire. First the researcher has to 
choose the question formats. Zikmund (2003) gives a classification of the most common ones. 
First a question can be open-ended response or fixed-alternative according to the degree of 
freedom in the answer. An open-ended question is free-answer i.e. the respondent answers 
with her/his own words. On the contrary with a fixed-alternative question, also called “closed 
question”, the respondent has to choose between given answers to respond the question. Both 
have advantages and drawbacks that are summarized in the table 3.1. 

 

Table 3-1 Open and Closed questions - Strength and Limitations
17

 

Type of 

questions 
Strength Limitation 

Open 

- Freedom and spontaneity of answer 

- Opportunity to probe 

- Useful for testing hypothesis about ideas 

or awareness 

- Time consuming 

- Coding more problematic 

- More effort from respondents 

Close 

- Requires little time 

- No extended writing 

- Low Costs 

- Easy to process 

- Useful for testing specific hypothesis 

- Loss of spontaneous responses 

- Bias in answer categories 

- Sometimes to crude 

 
If the resercher chooses to introduce closed questions in your questionnaire, s/he has to define 
which kind s/he will use. Zikmund (2003) classifies the most common ones. The simple-
dichotomy question gives the choice between two alternatives. In the determinant-choice 
question, there are more than two alternatives. Then attitude rating scale consists to evaluate 

                                                 
17

 “Questionnaire Design, Interviewing and Attitude Measurement” by Oppenheim (1992) 
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the respondent position on a scale of attitude. The most famous one are the Likert scale and 
the Stapel scale. The ranking question asks to rank given item in order of preference. Finally, 
the checklist question is used to get multiple answers from one question.  

 
The choice of the question formats relies on what the researcher wants to know. As the 
questionnaire is focusing on selected respondent, we can ask for more efforts from them. 
Moreover it is on a small scale so even in the case of open questions, the coding and the 
analysis do not require too much time. Using open questions is relevant. At the same time, we 
also want to test a specific hypothesis and we need to guide the respondent for that. Using 
closed question is also relevant. At the end, our questionnaire is a combination of both open 
                                                 
18

 adapted  from “Questionnaire Design: asking question with a purpose” by Ellen Taylor-Powel (may 1998) 

Table 3-2 Types of questions for a questionnaire
18

 

Questions Examples 

Question 

related in the 

questionnaire 

Open-Ended Questions 
What do you think should be done to improve the 4-H 

program in your country? 

Question 9 

Simple-dichotomy 

questions 

Do you remove the clippings from your lawn after 

mowing?       1. Yes        2. No  

Question 2, 3, 

11 

Determinant-choice 

questions 

What does the word nutrition mean to you? (circle 

one number) 

1. Getting enough vitamins 

2. Having to eat foods I don’t like 

3. Having good health 

Question 8, 10, 

13 

Attitude Rating Scales 

To what extent do you agree or disagree with the new 

zoning code? (circle one) 

1.Strongly disagree 

2. Midly disagree 

3.Neither agree or disagree 

4. Middly agree 

5. Strongly agree 

Question 5, 6 

Ranking question 

What would you like to know more about? (select 

three responses from the list and rank them in order 

of 1,2,3 ) 

1. ______________ 2. ______________  

 

a/ What to eat to look better b/How foods affects you 

c/Weight control d/ Health foods  

 

Question 4 

F
ix

e
d
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lt

e
rn
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ti

v
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 q
u

e
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s 

Checklist question 

What steps have you taken to set up a business? 

(Check all that apply) 

1. Improved product or skills 

2. Defined product or service 

3. Identified customers 

4. Researched market potential 

none 
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and closed questions to collect different kind of information and avoid the respondent to get 
bored. To make the different kinds of questions more clear, the table 3.2 gives an example for 
each category and shows which question from our questionnaire it refers (see appendix 1). 
Another type of questions is the one related to demographic and personal characteristics such 
as the gender or the age. There are essential in every questionnaire to check if you reach your 
sample and to provide cross-sectional results. In our questionnaire we ask about the age, the 
gender, the nationality and the donator’ characteristics of the person surveyed (questions 11-
16). 

In what sequence (i.e. order) should the questions arranged? 

The order of questions will influence the respondent’s answers. That is why the researcher 
should pay attention to it. In an advice sheet dedicated to students designing questionnaires, 
The Louborough University (October 2010) gives some basic tips. The table 3.3 summarises 
the tips (on the left side) and how we try to implement in our questionnaire (on the right side). 

 

Table 3-3 How to order the questions in a questionnaire
19

 

What is advised What we have done 

Do not start with awkward or embarrassing questions We put personal questions about the respondent as a 

donator is at the end. 

Start with easy and non-threatening questions Quoting NGOs is easy and a first introduction to the 

topic of the questionnaire so we start with it. 

Go from the general to the particular We start with a global vision of NGOs before focusing 

on specific advertising campaign 

Go from factual to abstract questions We use factual situation to ask people about their 

own perception. 

Go from closed to open questions We let open questions at the end of the 

questionnaire. 

Leave demographic and personal questions until last In our questionnaire, questions about age, gender 

and nationality are the last three. 

 

What layout will be serving the research objectives? 

A good questionnaire has a layout attractive and motivating for the respondent. It should 
provide clear instructions to the respondent (boldface and capital letters) and be easy to 
answer (Ghauri & Gronhaug, 2005). A special attention should be paid to the title because it 
provide the respondent a first understanding about the purpose of the questionnaire and may 
prompt the respondent’s interest (Zikmund, 2003). We administrate our questionnaire through 
the Internet which implies some specificity. For example, with an on-line questionnaire, the 
researchers can emphasis on the interactivity and set an easy-to-use interface (Dillman, 2000). 
We try to follow this advice maximazing the possibilities of design of KwikSurveys.com. We 
choose a friendly colour for the layout and included pictures of advertising directly in the 
questionnaire. 

                                                 
19

 Adapted from The Louborough University (2010). Questionnaire Design, advise sheet [electronic version] 

University Library, from webpage: http://www.lboro.ac.uk/library/skills/Advice/Questionnaire%20design.pdf 
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How should the questionnaire be pretested? 

Usually, questionnaires are pretested on a small-scale sample representative of the full-scale 
one. It helps to be sure of the clarity of the structure, the logic of the flow, the respondent 
ability to answer easily and to know which kinds of question format work the best               
(Pope, 1981). For a pilot study, as we are already operating on a small scale, this is a non-
sense. Anyway, to be sure of the quality of our questionnaire we can test it with two of our 
relatives. This can be considerated as second-level of small-scale sample. 

3.2.3 Qualitative Data: data collection 

This subsection is dedicated to the explanation of the steps we follow to conduct the 
document based analysis and the interview. The material gathering is based on choices we are 
explaining and justifying here. 
 

3.2.3.1 Data collection for the Document based analysis research  

A rather different style of qualitative research involves the scrutiny of documents. This is a 
type of secondary data collection. Documentary data is composed by written material such as 
organisation’s databases, communication (e.g. email, letters…) and websites as well as 
reports, newspapers or interviews. It can also include non-written materials like media 
outputs. The term “document” refers to any preservable text, image, sound, or a combination 
of these. (Saunders, Lewis & Thornhill, 2006) 
 
In our thesis we choose to analyze three pictures from advertising campaigns of NGOs. We 
use the same in our questionnaire in order to have another perspective than our own. We 
select those because we think that express the ethical dilemma that one can find when is 
facing NGOs’ advertisings. In that ways they fit our research problem. 
 
The pictures chosen come from famous organisations: WWF, Amnesty International, Doctors 
without Borders (see appendix 2). Indeed we think it is more relevant to study practices from 
well-known organisation, that people are more likely to be aware of. Finally the choice is also 
personal. We choose these pictures because we like them and they touch us. 

3.2.3.2 Data collection for the interview 

Interviews are part of the primary data research. According to Zikmund (2003, p. 199), data 
survey are “obtained when individuals respond[ed] to questions asked by human interviewers 
or listed on questionnaires”. We need to obtain data about the implications of ethics in the 
advertising used by NGOs. It is about the NGO perception. Interviews can provide us those 
elements. According to Ghauri and Gronhaud (2005, p. 133), “the interviewer attempts to 
obtain information or opinions or beliefs from another person, the interviewee”. Concretely, 
in our case, it means collecting knowledge about how an NGO implements its advertising 
depending to its own ethic. For this, we need to have contact with someone representing a 
NGO, able to give us responses to reply to our research questions. We must pay attention to 
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the benefits of this method, but as well to its limits. Those elements are precised in the table 
3.4. 
 
Table 3-4 Advantages and disadvantages of the use of interview

20
 

Advantages Disadvantages 

Flexibility to probe deeper 

Explore unanticipated issues 

See when someone does not understand 

Non-verbal communication 

Interviewees have more control of their responses 

Richer and deeper material 

Difficult to make comparisons 

Difficult to generalize 

Time needed to transcribe and draw out implications 

 
An interview enables to explore our issues, in a flexible and deep way. It can permit us to 
understand better our topic, and maybe to discover new areas we did not think about before. It 
could be a complex subject matter, so we need a direct relationship with the respondent. In 
this way, non-verbal communication plays an important role. Moreover, if the participant is 
going to the wrong direction, we have the power to reorient him/her. 
 
The disadvantages we need to be aware of are mainly the difficulty to generalize and to write 
out the information collected. But as we are using other methods in an exploratory way, the 
goal of the interview is not to broad our conclusions. And we know these difficulties, so be 
careful about the transcription of the data (Greetham, 2009, pp. 212-213).                             
We are, in the following parts, explaining our choices between all the types of interviews 
possible, to reply to our purpose and questions research, and how it will be done. 

Choice of the place and the interviewee to conduct the interview 

First of all, interviews can mainly take place in different situation: via telephone or in person 
(Ghauri & Gronhaug, 2005, p. 132). The table 3.5 is showing what are the strengths and 
weakness of each kind of method. 
 
Table 3-5 Overview of advantages and disadvantages of each type of interview

21
 

Type of Interview 
Criteria 

Telephone Interview Personal Interview 

Flexibility Good Excellent 

Quantity of data that can be 

collected 
Fair Excellent 

Control of interviewer effects Fair Poor 

Control of sample Excellent Good 

Speed of data collection Excellent Good 

Response rate Good Good 

Cost Fair Poor 

 
                                                 
20

 Greetham B., (2009), Palgrave study skills: How to write your undergraduate dissertation, p. 213 
21

 Extract of Donald D. Tull & Del I. Hawkins, Marketing research: measurement and method. 7
th

 edition (New 

York: Macmillan Publishing Company, 1993) 
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Before conducting an interview, the interviewer needs to be aware that the different ways of 
operating have consequences. A telephone interview can be a good solution mainly because it 
demands less time and money. On the other side, the interview could not be longer than 
twenty or thirty minutes, and any use of visual supports is excluded. These disadvantages 
make it not adaptable in our case. As we are working upon the advertising imagery field we 
want to show posters to the interviewee, so the telephone’s way is not suitable for us 
(Greethham 2009, p. 215). A face-to-face interview allows us more flexibility and a 
significant amount of data collection (Tull, Hawkins, 1993). It “is a form of direct 
communication in which an interviewer asks respondents questions in a face-to-face 
situation” (Zikmund, 2003, p. 199). It is a two-way conversation in the sense that the two 
parts of the communication process are actually engaged.                                       
Implementing it in our situation is possible, but we must think about the right place to do it, 
and inform our contact he/she will not be paid for the interview. In this case, we are focusing 
only on a personal interview. Another criterion we need to pay attention to is the human 
resources needed, and we have actually a contact in the Red Cross. 
 
For our interview, we choose to contact someone from the Red Cross. This choice is done for 
the following reasons: 
� As shown in the introduction (subsection 1.1.1.), this NGO is representative of the non-

governmental industry: it was the first in its field, plays a significant role in the world 
place, and has experience. Nowadays, because 97 millions of men and women would take 
part in it, the International Red Cross is named as the “biggest NGO is the world” (The 
Red Cross official website, 2011). 

� As we are student in Halmstad, we need to find someone we could be reached easily. 
There is a local Red Cross there, and a member of our group knows somebody from the 
Red Cross thanks to extra-curricular activities.  

 
Our contact there is named Malin Joleby. She is one of the senior executive in the Halmstad 
Red Cross. Previously, she has been working previously in the marketing field for years,  
especially in Stockholm for Utbildning AB, a private education company, as head of the 
marketing department. She seems to have the capabilities to help us with her background. 
When some words or sentences are between quotation marks, it means we are quoting Malin 
Joleby. As she is from Sweden, she sometimes used Swedish word or expressions that we 
then traduced in English. She has been working in the “Mötestplats Kupan” (i.e. “meeting 
point beehive”) of the Halmstad Red Cross for three years. She is in charge of the second-
hand shop, the rehabilitation programs (for social/physical/psychological problems) as well as 
meetings and events for people in need (e.g. the unemployed community). 
 
After deciding we are implementing a face-to-face interview with someone from the Red 
Cross, we need to know where it is set. As we believe the best way is to actually meet the 
interviewee, the best place for this meeting seems to be at the Red Cross office i.e. the 
“Mötesplats kupan Röda Korset” in Halmstad. Indeed, it is important for us to see how looks 
like a NGO place, to understand the culture of the Red Cross, and how this local office works.  
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Secondly, the interviewee will fell more confident in a familiar place, so will be more able to 
give us the information we need. We met our contact the 6th of April 2011, for a face-to-face 
interview at the Red Cross in Halmstad. The appointment lasted 35 minutes. 

Choice between in-depth and focused interviews 

We need to distinguish two types of interviews: 
� In-depth interviews: the interviewee is seen as an informant; the information he/she 

provides are about his/her opinions about events. This kind of interview need several 
meetings, to be able to “go in-depth” in the interviewee mind (Yin, 2009, p107), to know 
well its position and behaviour (Ghauri & Gronhaug, 2005, p. 133). People are free to 
answer with their own thinking, because they are not constrained by few-alternative 
questions (Ghauri & Gronhaug, 2005, p. 133). 

� Focused interviews: the interview takes less time, and it is more structured. “In such cases, 
the interviews may still remain open-ended and assume a conversional manner, but you 
are more likely to be following a certain set of questions derived from the case study 
protocol” (Yin, 2009, p. 107). 

 
We want to have an overall view of the link between ethic and the Red Cross’ advertising 
imagery. Moreover, we do not have the necessary resource to ask someone with capacity and 
knowledge needed for an in-depth interview to spend several hours to reply to our questions 
(Ghauri & Gronhaug, 2005, p. 133). As a result, we are doing a focused interview. 

Choice between structures, semi-strucured and unstructured interview 

We also need to know how well the interview will be structured (Ghauri & Gronhaug, 2005, 
p. 132). A structured interview is characterized by fixed response categories. We are asking 
questions to a specific target, chosen by a systematic sampling. The results are analysed with 
statistic methods (Greethham, 2009, p. 214). At the contrary, an unstructured interview means 
a certain liberty of response from the interviewed person. The interviewer is only leading the 
responder to the issue he wants to analyze; the key questions you want to solve are about 
“how” and “why” (Greethham, 2009, p. 214). There is one other type of interview: those 
which are semi-structured. This way of interviewing allows flexibility. Greethham (2009) 
explains that “the interviewer has a schedule of questions, some tightly phrased to elicit clear, 
simple responses and others open so that some issues can be explored more freely” (p. 214).  
 
We need to consider, to make the choice, the two previous criteria. We are doing a face-to-
face and focused interview. The last one induces a structured or semi-structured 
questionnaire. But as we do the interview in person, with a will to understand “how and why” 
a NGO is dealing with ethic issues in its advertising process, we must not have a too much 
structured interview (Ghauri & Gronhaug, 2005, p. 133).                                                           
Moreover, we are aware that this interview can lead to a discovery of new areas (Greethham 
2009, p. 214). As a consequence, we choose to construct our interview in a semi-structured 
way. 
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Designing the interview 

When all the previous choices have been made, we need to construct the interview (see 
appendix 3). We select five themes. We first want to have professional information about our 
contact. Then, we want some information concerning the culture in the Red Cross, in Sweden 
and abroad. We need data such as the Red Cross’s principles and vision of ethic. The third 
theme is about advertising image, with the techniques used by the NGO.                                         
Then, we introduce the concept of fundraising market, with a will to know better the donators 
target of the NGO and their financial contributions. To link all these topics, the firth part is 
about showing different advertisings created by the Red Cross. In this way, we want to have 
the point of view of a NGO’s representative on the images used in real campaigns, focusing 
on ethical issues it could create. We plan a thirty-minute appointment, and realized this 
interview the 6th of April 2011. 

3.2.4 Analysis of the methods 

Here we have a review of the ways we use to analyse the primary data collected through the 
NGOs’ documents research, the interview and the questionnaire. Concretely, the section 
exposes what we are doing once we have gathered all the materials from the different methods 
chosen to answer our purpose. The goal of the analysis is “to understand and gain insights 
from the collect data” (Ghauri & Gronhaug, 2005, p. 206); which means structuring, 
comparing and giving meaning to the material gathered. For that, we are structuring this 
section in three subsections: first, we focus on the quantitative research’ analysis, then on the 
qualitative one, and to finish we are showing the implication of the triangulation method in 
the analysis.  

3.2.4.1 Quantitative research’ analysis 

Once the questionnaire is distributed and we have reached our objective of response rate, we 
need to interpret the results. The first step is to make a descriptive analysis. It refers to the 
“transformation of raw data into a form that will make easy to understand and interpret” 
(Zikmund, 2003, p. 473). In other words, it corresponds to a data summarising and to make 
them useful (Ghauri & Gronhaug, 2005, p. 210). It is doing by making percentages and 
calculating average for each response and cross responses. This description of our 
questionnaire’s results is a part of our empirical data chapter. For doing this, we use 
KwikSurveys.com that provides a percentage for each category of answers. To have cross-
questions results and to analyze open-ended question, we use Excel and common mathematics 
tools such as average and median. The quantitative analysis is conducted through the use of 
diagrams and statistics (Ghauri & Gronhaug, 2005, p. 204). Secondly, in the analysis chapter 
and according to the findings of the research methods, the empirical data needs to be related 
with the theories to test the model. It is about comparing and linking all the material collected 
together with the theory. 
 
 
In our case, the questionnaire is used to explore the attitude of our sample toward NGOs’ 
strategy of advertising. In the analysis, we link the findings of this primary data collection 
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with the related theories about brand management and visual imagery. The aim is to find if 
theories can explain people’ attitudes and how they do it. Moreover, one important point is 
that this quantitative analysis is done to support the qualitative analysis, and so the final goal 
is not to obtain statistic results, but rather to use quantitative findings in a qualitative way. The 
next part explains how we analyze the qualitative material. 

3.2.4.2 Qualitative research’ analysis 

The analysis of the interview allows us to have the perception of a NGO. The document-based 
analysis gives us a better understanding about how the advertisings are done. We are in an 
exploratory study, so we want to discover and understand their way of dealing with ethical 
issues in the brand management and the advertising imagery. The purpose of a qualitative 
research is “to understand and gain insights” (Ghauri & Gronhaug, 2005, p. 202). To reach 
this goal, we must analyze the qualitative data thanks to the theoretical framework, to link 
theoretical concepts with the concrete practices. This analysis is done in an exploratory way, 
and so is more unstructured than the quantitative analysis. (Ghauri & Gronhaug, 2005, p. 202) 
 
Concerning the interview, we register the entire conversation, and take notes for the most 
important elements during the interview. Consequently, we can transcribe in a reliable way 
the information gathered for the empirical data. From that, we need to select the most relevant 
information, meaning the information directly necessary to answer the purpose of the thesis, 
to link them with the theory and the other methods’ results.  
 
About the document based research, the analysis should help us to see concretely how the 
advertising images are, and to observe the possible ethical issues it creates. The analysis is 
principally done with the theories of advertising imagery, to classify each ad, and link it with 
ethical’s considerations. As we are using the same posters than for the questionnaire, we can 
use the results of it also. The analysis established is not only done thanks to the theory, but 
also from our own vision and point of view as researchers and viewers. 
 
In the qualitative research, the researcher elaborating the analysis is building it through his/her 
interpretation. Indeed, the qualitative research differs from the quantitative one because it is 
ambiguous: they are multiple and no agreed-upon. The analysis consists in describing, 
decoding and translating the data. Those steps are reached from beginning to end with 
interpretation. (Ghauri & Gronhaug, 2005, p. 202) Fisher (2007) describes the notion of 
interpretation in his book Researching and writing a dissertation; it is “deciding how robust 
and helpful your research findings are and the extent you might rely on them when exercising 
your judgement” (p. 268). In this thesis, we are dealing with not tangible objects, but rather 
with ideas such as ethic perceptions or influence. Therefore, it is not about universal things 
that everybody would see –or interpret- in the same way (p. 274). In other words, that means 
even if the researcher wants to be objective, there is always one part of interpretation in the 
analysis. One proper name for a thing represents different meanings for each one. The risk in 
the analysis is that knowledge from the theory is never a perfect depiction of the reality, and 
the material collected is based on different interpretations from the respondents. (Fisher, 2007, 
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pp. 275-277) To overcome that, we build our theory on different sources and quote often the 
authors. Definitions. In this way, we have a will to reduce the risk to base too much the theory 
on our interpretation. What is more, when we implemented the interview, we explained all the 
concepts that could be misinterpreted. This is also why we often use not scientific definitions 
to complete our explanations of some ideas (such as what is support or confidence in the 
section 2.3) in the theory. Indeed, we need to know what the common sense of a word is. In 
this way, we are more able to understand what could be the interpretation of our respondents 
during the interview, and to explain those words. Concerning the document-based analysis, 
we try to be the realistic, because it is easy to add our own interpretation. Indeed, we base our 
judgements on our experience (we are facing advertising images in our daily life), on events 
that happen in our environment (the view of the external world influences the interpretation), 
and on mechanisms (this is a “third world” that clarifies why we interpret the reality in this 
way) (Fisher, 2007, pp. 284-285). To avoid mistakes, the first support of the document-based 
analysis is the theories of advertising imagery. 

3.2.4.3 Analysis and triangulation 

The subsection 3.1.2, Methodology in the thesis, explains one key choice in our thesis: we are 
doing a multi-research strategy and for that, we triangulate the findings of all the data 
collected. A triangulation means “using different sources related to the same event or 
situation” (Ghauri & Gronhaug, 2005, p. 181). We are aware this kind of methodological 
research means each kind of method used is atypical and/or incomplete (Ghauri & Gronhaug, 
2005, p. 181). Consequently, to reach in the best way our purpose, we need to do the analysis 
through the means that are the most appropriate and consistent. The analysis is done via a 
combination of all the types of data we collected, so from each kind of method. The logic of 
the analysis section is based on this combination of methods, paying attention of the theory 
that is the most suitable for each finding.  

3.3. RELIABILITY AND VALIDITY 

Assessing the reliability and the validity of a research method equals to check how far your 
findings are trustful, consistent and reflect the reality of the situation explored (Klenke, 2008). 
More specifically, reliability refers to “the measuring instrument’s ability to provide 
consistent results in repeated uses” (Zikmund, 2003, p. 305). In other words, a method which 
is reliable should provide similar results whatever the time and the situation (Zikmund, 2003). 
Validity is about knowing “whether or not a measure is measuring what is supposed to 
measure” (Bryman & Bell, 2007, p. 291). A method is valid when it obtains what the 
researcher wanted to measure through it. If a valid research is always reliable, the contrary is 
not true (Ghauri & Gronhaug, 2005, p. 81). Validity and reliability of a research can be 
challenges when errors in the measurement appear, that is to say when the observed 
measurement is biased and does not reflect exactly the true score (Ghauri & Gronhaug, 2005).  
In the following subsection we show for each method we used which errors can appear and 
the techniques we implement to limit their effect on the score. As the questionnaire and the 
interview are both survey research that is “a method of data collection based on 
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communication with a representative sample of individuals” (Zikmund, 2003, p. 175), they 
face the same kind of issues in validity and reliability. The first subsection is dedicated to 
these survey techniques, and then we focus on the document based study.  
 

3.3.1 Validity and reliability of survey research 

In the case of survey methods, Zikmund (2003) mentions two main categories of errors that 
can occur and affect the validity and the reliability of a research. Firstly, respondent errors are 
non-response errors and response bias, “occurs when respondent tend to answer questions in a 
certain direction” (p. 178). In our case, we can face extremity bias, interviewer bias, 
acquiesquence bias and social desirability bias (pp. 182-183). Secondly, administrative errors 
are “caused by the improper administration of execution of a task” (p. 184). Here there are 
data-processing errors, sample selection errors, interviewer errors and cheating (p. 185). The 
table 3.6 (page 51) summarizes the errors a researcher can face and the techniques 
implemented in our thesis to limit them. Even if we try as much as possible to reduce the bias 
that can occur because of those elements, we have to keep in mind that reaching a perfect 
validity is not possible (Ghauri & Gronhaug, 2005, p. 81). 

3.3.2 Validity and reliability in the Document-based study 

This research method is built on our own analysis (as seen subsection 1.3.2). So both 
reliability and validity are based on our capacity to find and use the best information as 
support to this study (in terms of theories and method to analyse). 
 
When we observe the three advertisings, we try to be objective and just depict what one can 
see without any interpretation. To respect these principles is a way to provide reliability to our 
research. Indeed the same observation can be made by someone else in another period and 
under another context, the findings would be similar (Zikmund, 2003). 
 
The fact that we selected advertisings from well-known NGOs is a testimony of validity for 
our research. These pictures were used to communicate with the fundraising market. The 
photographs are representative of what such organisation usually used. For those factors, there 
are relevant to explore the attitude of viewer face to NGOs’ campaigns of advertising, which 
is one thing we want to study. Thus, our document-based study is valid.
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Table 3-6 How we manage errors in survey research 

Techniques implemented to limit errors effects 
Types of errors 

Questionnaire Interview 

The first requirement to limit respondent error is to have a well design questionnaire. As we are not professional we follow some basic rules from 

written guides. 

Respondent error 

To be sure that each question measures what we expected that they 

measure (i.e. the validity of the questionnaire), we pre-tested the 

questionnaire on two friends. Then we checked that the insights we got 

from them were consistent with the ones that the questionnaire was 

supposed to provide. 

 

To avoid vagueness in the response there is just one open question in 

the questionnaire and we try to be as accurate as possible in the 

phrasing of questions.  

 

To facilitate the response process we create a relatively short and 

friendly designed questionnaire that is easy to access and answer thanks 

to its on-line interface  

To prevent responses from being bias, we keep in mind our purpose: to 

get depth insight about NGO and ethic from their perspective; both when 

we redacted and conducted the interview. We remained objective when 

we discuss with Malin Joleby, the interviewee, to not influence her 

 

To limit the bias that can occur from transient personal factors (e.g. 

mood) and situational factors (e.g. time pressure) we tried to make Malin 

Joleby feels comfortable: the interview was scheduled, it took place in her 

office and we try to be friendly and grateful with her (Ghauri & Gronhaug, 

2005, p. 80). 

 

Data-

Processing 

error 

The basic data were collected on-line by the website 

www.KwikSurveys.com. Before using it, we checked via the Internet that 

is trustworthy. To go further in the research, we used reliable software 

(e.g. Excel) and we did calculations by ourselves. 

We recorded the interview with a record engine to be as close as possible 

from the reality for the transcription by ourselves. 

Sample 

selection 

error 

Our sample is only composed by European students using Facebook. 

According to our findings, more than three-quarters are actual donators. 

So the questionnaire is only a partial overview of the phenomenon we 

study in our research problem. As we evolve in an exploratory study, we 

consider that a small-scale sample can be considered as enough 

representatives and large to get relevant insights that we can cross with 

the findings from qualitative sources.  

We interviewed only one person, which means only one point of view and 

one NGO. As a consequence, we cannot affirm that the interview is 

reliable. Indeed, we cannot be sure that the interview can provide reliable 

insights in another context (Greetham, 2009, p132). However, the fact 

that we lead an exploratory research and that we are also using other 

methods, make it not really a problem.  A
d

m
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a
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o
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Interviewer 

error 

We made the interview, transcript it and analyse data from the questionnaire by ourselves so we are sure of the reliability of our work. 

 



 

52 
 

3.4. ETHICAL CONSIDERATIONS IN THIS RESEARCH 

Ghauri and Gronhaug (2005, pp. 19-20) defines ethic in research as “moral principles that 
influence the way a researcher or a group of researchers conduct their research activities”. A 
thesis must be writing avoiding anything that could hurt people’s ethic. We try to construct 
the thesis honestly and accurately (Ghauri & Gronhaug, 2005, pp. 19-20) to avoid any ethical 
mistakes. We keep in mind this moral guideline from the moment we found data, we analyze 
data and we conclude. This subsection follows the same logic as the validity and reliability 
section. First we discuss ethic in survey techniques, and then we focus on the document based 
study. 

3.4.1 Ethical consideration in survey research 

Both methods of the questionnaire and the interview are made by our-self and are survey 
research. The ethical problems are similar, and we try to find a solution in each case. 
Greetham (2009) mentions four main elements a researcher have to care about: 
confidentiality, privacy, consent and safety (p. 115). Those elements are summarized in the 
table 3.7 and associated with the techniques we implement in our research to respect them. 
 

Table 3-7 ethical consideration for the interview and questionnaire 

Issues For the interview For the questionnaire 

Confidentiality 

 

It is about the interviewee’s data 

confidentiality 

(OCR Information Sheet, 2005). Our 

contact, Malin Joleby, is aware we 

use the information she gave us for 

our thesis. 

 

The data collected will appear in the 

thesis, and when people reply our 

questionnaire, they know it.  

Privacy 

 

It relates to the person directly 

(OCR Information Sheet, 2005). 

When we lead the interview with 

Malin, we ask her to introduce 

herself during the interview. As a 

consequence, she is both aware her 

name will be quoted in our thesis, 

and she could give us only the 

information she wants. 

The questionnaire is totally 

anonymous. As we do not care about 

who said what, and as we believe 

some information asked can be 

sensitive for some people (for example 

how much they donate to NGOs), we 

think preserving participant’s 

anonymity is the best solution. We just 

need to check if the respondent is part 

of our target, so we ask some 

demographics information, but people 

do not have to reply. 

 

Consent 

The first step is to send an email to 

ask if it is possible to conduct this 

interview. Moreover, the interview 

starts with an exact explanation 

about what we are going to do, and 

The participants give their consent 

when they choose to do the 

questionnaire, knowing for what and 

for who it is. 
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for what.  

Safety 

 To conduct our questionnaire, we use 

free software named Kwiksurvey. On 

their official website, they mention 

that it is a “Secure and Reliable 

service” (kwikservey.com). 

3.4.2 Ethical consideration in the document based-analysis 

The document-based analysis falls into a category of research called “the work done by the 
others” by Greetham (2009, p. 115). The two main ideas we need to keep in mind are to: 
� Be careful with the plagiarism. We can define it as the practice of taking someone else‘s 

work, and make people believe it is one’s own (Greetham, 2009, p.  251). This means we 
must be cautious with quotations and references. 

� Mind to clearly notify what is our work from what is not. In our case, for the document-
based analysis, we are using public documents, analyzing it thanks to theories, and our 
own point of view. 
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4. EMPIRICAL DATA 

When all our choices in terms of methodology and method are done, we implement concretely 
them to collect data. The purpose of this chapter is to present the data gathered through each 
research method. We start by presenting the findings from the questionnaire, then we focus on 
the document based analysis and we end up with the outcomes of the interview. 

4.1. QUESTIONNAIRE’S FINDINGS 

The following subsection is about the results we obtain for our survey. Our purpose by 
conducting this survey is to get domestic contributors’ vision about NGOs, their 
communication strategy and the related ethical dilemma. We choose to structure our findings 
by topics to make it clearer (Ghauri & Gronhaud, 2005, p232). There are three items: NGOs’ 
ranking, general point of view about NGOs and Advertising imagery of NGOs.  

4.1.1 Respondent characteristics 

The first step in our survey is to check the proportion of donators within our sample. Indeed, 
as our thesis focus on domestic contributors, the most relevant answers are the one from 
people that are domestic contributors. The purpose of the questions 11, 12 and 13 is to 
measure the amount of donators and their level of commitment.  
 

Question 11: Are the respondents domestic contributors? 

A majority of our sample can be considerate as belonging to the fundraising market. Indeed, 
among the people surveyed, 68 people have already given money to a charity, against 24 that 
have not (figure 4.5). This shows that the findings of our questionnaire are reliable as we 
survey above all donators.  
 

 
FIGURE 4-1 DONATION HABITS  
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Question 12: What is the level of donation from our sample? 

This question is about the amount of donation made by each respondent. Among the donors, it 
appears that a huge majority (almost 80 percent) gave less than 30€ during the past year 
including 40 percent of those who gave less than 10€. The results are represented in the figure 
4.6. 
 

 
FIGURE 4-4-2 L EVEL OF DONATIONS  

 

Question 13: Why our sample is making donations? 

We want to explore the donors ‘habits of our sample i.e. the reason that made donators giving 
money to a charity. The results are summarized in the figure 4.7. It appears that most of the 
time people make a donation in reaction after a disaster happens in the world (such as a 
Tsunami or earthquake). This data shows the confidence people have towards NGOs, which 
seem to be an adapted solution for our respondents. Then, some are giving money without 
particular reason. Other young people actually give money when they are solicited by 
communication campaigns. A 11 percent declare being regular donors, which mean that they 
have a financial link with a NGO, and make contributions regularly (generally every month). 
The other reasons are the following: a human association in senegal, a project every year at 
christmas, for a friend, animal charities, family friend's charity, kids in africa and charity for 
cancer. 
 

 
FIGURE 4-4-3 REASONS OF DONATION 
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4.1.2 Respondent awareness about NGOs 

The aim of this first subsection is to check the level of awareness of our respondents 
concerning NGOs. It also provides us insight about the most known organisations. 
 

Question 1: Could you name three non-governmental organizations (NGOs)? 

To answer this question, the respondents have to name at maximum three NGOs showing 
their awareness about a specific organisation. At the end we capitalize 263 answers 
distributed among 55 different NGOs. From the answer we get, we can establish the top five 
of best known NGOs: 
1. GreenPeace with 16.3 percent of response rate 
2. Amnesty International (14.8 percent) 
3. The Red Cross (11.7 percent) 
4. World Wide Fund for Nature (11.4 percent)  
5. Doctors Without Borders (10.6 percent) 
 
The figure 4.1 shows the repartition of NGOs according to their core mission. Most of the 
NGOs mentioned (75 percent) are related to social good i.e. human rights (e.g. Oxfam), 
environment & animals (e.g. GAIA, Green Cross International), children rights (e.g. Save the 
Children), poverty (e.g. Care International), and medicine (e.g. Act Up). The others are very 
heterogeneous and linked for instance with economy and politics (e.g. Außerparlamentarische 
Opposition, ATTAC), sports (e.g. FIFA) or even computer (e.g. The Open Group).  
position, ATTAC), sports (e.g. FIFA) or even computer (e.g. The Open Group).  
 

 
FIGURE 4-4 THE NGOS'  FIELD OF ACTIONS  

4.1.3 The respondents’ perception about NGOs 

After having evaluate the respondents’ degree of awareness on NGOs, we want to know what 
people think about NGOs. Here we introduce the notion of ethic: should NGOs be above all 
ethic? (Question 2), This is the questions 2, 3, 11, 12 and 13. 
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Question 2: Should respecting an ethical guideline be the most important for a NGO? 

In the second question we ask people about what they expect to be the most important NGOs’ 
attribute between respecting an ethical guideline or conducting action and having result. As 
the figure 4.2 shows, a majority (57 percent) of the respondents estimate that the NGOs final 
goal is more important than their way of acting to reach their objective. In other word for 
most of our respondents, the ultimate results are more imperative than the ethical 
considerations. 
 

 
FIGURE 4-4-5 M OST IMPORTANT NGOS'  CHARACTERISTICS  

 

Question 3: Are NGOs consistent between their message and their actions? 

The aim of this question is to check the level of confidence people have concerning NGOs. A 
high level of positive answer concerning NGOs consistency between their message and their 
actions shows a high level of trust from the respondents. Moreover, as NGOs communication 
is based on ethic, the fact that they are consistent with what they say and what they do imply 
they act ethically. 
 
The results we get are represented in the figure 4.3. They show that people generally trust 
NGOs: 70 percent of the respondent gives a positive opinion about them. That proves that the 
acts of NGOs correspond to the image of their mission statement. 
 

 
FIGURE 4-4-6NGOS'  CONSISTENCY 
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4.1.4 NGOs and images in advertising 

The third item we want to explore is how people feel toward the way of NGOs are using 
images in advertising. First we ask people about advertisings of NGOs in general. Second we 
survey the point of view concerning images used by NGOs through concrete examples. 
 

Question 4: Which kind of image is the most powerful in advertising campaign? 

We want to know which kind of advertising our respondents are used to find the most 
efficient. We ask them to rank from 1 to 6 several types of advertising messages according 
they level of efficiency. They have the choice between offensive pictures (e.g. war’s victims, 
disabled etc.), pictures of children and of cute animals, pictures related to disasters, pictures of 
volunteers and pictures of actions implemented by the NGO. According to the answers, the 
most powerful communication way is to use offensive pictures (31 percent of response rates). 
The figure 4.8 shows for each kind of images the percentage of respondent who think it is 
either the most or the second most efficient. 
 

 
FIGURE 4-7 POWER OF PICTURES IN NGOS ADVERTISINGS 

 

Question 5: What is the most common result of a NGO’s advertising campaign? 

The purpose of the 5th question is to know how the respondent will the most likely react after 
an NGO’s advertising campaign. Four actions are possible: make a donation, become a 
volunteer, revise your opinion about an issue or a cause and change your daily behaviour. The 
most impressive figures are the following : 
- 56 percent of people surveyed are likely to revise their opinion about an issue or a cause 

and 19 percent very likely 
- 46 percent are more willing to make a donation after having seen an advertising campaign 
- 45 percent are more likely to change their daily behaviour after having seen an advertising 

campaign 
- For 66 percent of the people surveyed, an advertising campaign has no effect on their will 

to become volunteer in a NGO. 
 

Question 6: What is the impact of the use of images with an emotional content? 

The question 6 ask people about how they feel face to the use of images with an emotional 
content (children, babies’ animals, war victims…) in NGO’s advertisings.                                 
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A majority think that it is rather to very manipulative (51 percent), persuasive (64 percent) 
and commonly used (51 percent). Only 8 percent think that is very unethical and 17 percent 
that is rather unethical. Finally 1/3 finds it rather chocking and 17 percent very chocking. Less 
than 10 percent of people answered that is not at all chocking, manipulative, persuasive and 
common. 
 

Question 8 and 9: Concrete cases 

To determine if the general thinking about NGOs’ advertisings fit with the reality, we select 
three advertising campaigns from Doctors without Borders, Amnesty International and World 
Wide Fund for Nature.  
 
In the question 8, people are asked to choose the advertising they find the most powerful. The 
results of are summarized in the 4.9. The image that people choose as the most powerful is the 
one from Doctors without Borders campaign with a little girl that totalize 40 percent of 
response rate. Then come the Amnesty International’s campaign with 32 percent of response 
rate and finally the one from WWF (28 percent). 
 

 
FIGURE 4-8 CONCRETE ADVERTISINGS   

 
The aim of the question 9 is to give an overview of the reason of each respondent’s choice. It 
appears that all the people that answer this question and choose the Doctors without borders’ 
ad, explain it was because of the advertising’s high emotional content with the use of the little 
girl that calls their emotions. For the advertising of Amnesty International, the two reasons 
evocated are the identification process to another student (63% of the respondents) and the 
fact that the message is more rational: based on concrete facts that are explained (47%). In the 
WWF advertising, the simplicity, the creativity as well as the subtlety of both message and 
design are choice criteria (75%). Personal feelings are also evocated (25%).  
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Question 10: Is the use of donations to fund advertising campaigns appropriate? 

The purpose of the question 10 is to link the uses of advertisings with emotional content that 
can be perceive as unethical and manipulative, with the notion of ethic on what NGOs should 
be based. We ask about the consistency of using donations to fund advertising campaigns. A 
majority of the surveyed (66 percent) think that it is appropriate. The figure 4.4 summarizes 
the results. 
 

 
FIGURE 4-9 ADVERTISING ' S FUNDING &  DONATIONS  

4.2. DOCUMENT-BASED FINDINGS 

This subsection is about the findings related to the observation of three advertising campaigns 
from different NGOs: Doctors without borders, World Wild Fund for Nature and Amnesty 
International. We organises the description we made of what is represented in the pictures in 
the table 4.2.  
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Table 4-1 Advertisings for the document based study 

Advertising 1 : Doctors Without Borders 

 
FIGURE 4-4-10 WHITE FLAG -  DOCTORS W ITHOUT 

BORDERS
22 

 

This ad was established by the NGO Doctor 

without bounders in October 2008. 

 

This black and white picture represents a little girl 

staring at us. Her left leg is on a pillow and draped 

in a white flag like if she was wounded. She is 

wearing a pajama with a teddy bear under her 

right leg and kids stencils next to her. She looks 

sad and seems to need help. 

 

On the top left corner there is the logo of Doctor 

without bounders following by the sentence “We 

cannot wave the white flag, we need that too” and 

“we never surrender”. 

Advertising 3 : WWF 

 
FIGURE 4-4-11 SAVE , DON' T SAVE - WWF  

HUNGRIA
23 

This is an advertising published by the NGO WWF 

in 2006. 

 

It is a photograph of an orang utan’s head which is 

looking at us. In the middle, there is a computer’s 

window with two butons that you can choose:  

either “don’t save” or “save”. The choice is implied 

as the option “save” is already selected. 

 

On the bottom right corner you can see the logo of 

the NGO and the slogan “For a living planet”. At 

the right, the link for the website is written. 

Advertising 2 : Amnesty International 

                                                 
22

 By Loxe Pirella Fronzon, Italia, for Doctors Without Borders, published in October 2008, accessed on the 6
th

 

March 2011 from http://www.ads-ngo.com/tag/lowe-pirella-fronzoni/  
23

 By Ogilvy, Budapest, for WWF Hungary published in 2006, accessed on the 14th  March 2011 from 

http://www.unlikelywords.com/wp-content/uploads/2010/02/monkey.jpg  
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FIGURE 4-4-12 AVERAGE MEAL FOR PRISONERS – 

AMNESTY I NTERNATIONAL CROATIA
24 

 

This ad from Amnesty International Croatia was 

published in April 2009. 

 

At the centre of the ad there is an iron plate with a 

piece of bread inside. Next to the plate, placed on 

a stone floor, there is a sentence engraved: “This is 

breakfast, lunch and dinner for an average lunch 

student in Myanmar”. The global atmosphere is 

gloomy. 

 

At the bottom on the right of the picture, a yellow 

rectangle explicit the sense of this picture: “This is 

an average meal for prisoners of conscience in 

Myanmar, unlawfully imprisoned, some of them 

are students like you”. Below, is written smaller: 

“Join us or donate our cause to fight for human 

right around the world”. Then there are the name 

and the logo of the organisation, Amnesty 

International. 

4.3. INTERVIEW FINDINGS 

In this subsection, the findings concerning the interview are exposed. They are structured 
around five parts, according to the different themes we talked about with Malin Jobely, our 
contact in the Red Cross in Halmstad. Notice that we use quotation marks when we quote her.  

4.3.1 The culture of the Red Cross  

The Red Cross is the name of the NGO, and also its 
logo (figure X). This cross is an emblem, and has two 
values. First, that means protection in time of war 
because people acting in the name of the Red Cross 
are impartial and neutral. Second, it is an indication: it 
informs that the person who is wearing it is a member 
of the NGO, so respects its values. 

                                                                                                                                       

FIGURE 4-4-13 THE RED CROSS LOGO25 
 

 

                                                 
24

By Hype, Zagreb, Croatia , for Amnesty International Croatia, published in April 2009, accessed on the 6
th

 

March 2011 from http://www.ads-ngo.com/wp-content/gallery/meal/amnesty2.jpg  
25

 The French Red Cross website, accessed the 5
th

 of May 2011, from http://www.croix-rouge.fr/La-Croix-Rouge/Un-mouvement-

international/Un-embleme-protecteur 
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Everyone who is participating in the Red Cross must follow the seven basic principles of the 
international Red Cross: humanity, impartiality, neutrality, independence, voluntariness, unit 
and universality (traduced from Swedish to English by our-self from a Red Cross official 
document: Världens största mänskliga skyddsnät, RödaKorset, p. 4). There are like a morale 
guideline. From these elements, Malin explains us her vision of the principles in The Red 
Cross. She believes that this NGO must accept everybody, without caring about the 
nationality, gender, sexual orientations, and so on. “You need to treat everyone equal” she 
said, and as you want to be treated.  

4.3.2 An ethical dilemma of the Red Cross 

As we mention the scandal that appeared the last year in the Red Cross, she tries to enlighten 
us. Johan Af Donner, communication top-manager of the organisation when this scandal 
happened, was accused to be at the head of the biggest swindling of the charity. In 2009 an 
internal investigation revealed some shortcomings in procurement procedures. (Landes, 2009) 
Then, the Red Cross transmitted its suspicions and the investigations’ results to the police. It 
appears that between 2004 and 2009, this senior executive elaborated a system to divert 
money from the Red Cross to his own bank account to pay some personal expenditure, such 
as his son’s education. Finally, Doner was convicted of a fraud estimated around 5.2 million 
Swedish kronor. He lost his job, and has to submit to five years in prison (thelocal.se, 2011). 
Malin explains this scandal generated cut in staff, an organisational reframing and a better 
surveillance. From 450 workers in the head office, they are only 300 right now. According to 
Quelch and Laidler-Kylander (2005), a previous scandal in The Red Cross generated a 
“decline in donations even though they had been in no way implicated” because the trust 
toward the NGO decreased. This situation appears today also: the donations toward the NGO 
decreased the last months for the same reasons (thelocal.se, 2011). 
 
Malin estimates that these kind of ethical problems arise mainly because of people who have 
responsibilities and are paid. They may forget the original purpose of the organisation. She 
states this kind of case could happen everywhere. It came to pass in the Swedish Red Cross, 
so the NGO must accept it and go forward now. But as she says, this scandal does not 
represent the daily work of the staff and the volunteers in the Red Cross. Malin explains us 
her vision of the “Red Cross” duality. On one side there is the head-quarter of the organisation 
in Stockholm where the staff is paid, so may drive away the core mission of the organisation. 
This main office is necessary to coordinate the actions in the country but is not representative 
of the entire NGO, “it is not the real Red Cross”. On the other side, there are the volunteers. 
According to our contact, the Red Cross “is built with volunteers”. In Sweden, it is called the 
“Kretsar” (i.e. circuits in English).  

4.3.3 The advertising strategy of the Red Cross 

She did not feel fully able to respond our questions in this part. She only knows that there is a 
new advertising campaign every year in Sweden to collect founds. This is called the “spring 
collection”, which represents a big event, and is following by an autumn campaign and 
another one in Christmas. As it is a long-term work, the money is quite constant.                
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Each local Red Cross has also is own promotional campaigns. They have a budget allocated 
by the head-quarter that they can use to organise events and call for funding.  
 
Apart this basic promotional strategy, The Red Cross is able to react quickly when something 
unplanned is happening (e.g. natural disasters, wars). For instance they already set up a 
campaign for helping people in Japan following the big heartquake of April 7, 2011 (notice 
that we made the interview on the 6th of April). Malin explains that the Red Cross is reactive 
because “they have the pictures and just change the name on”. 

4.3.4 The fundraising market 

She planned to give us some emails address of people from the Red Cross to provide us more 
information. 
People do not very often give money directly to a local Red Cross. Sometimes, they destine 
their legacy to its, but generally the local organisations are not directly dealing with the 
fundraising market. It is more about giving cloths or being volunteers.  
Each local Red Cross is part of the annual collections, but this money is for national Red 
Cross. 

4.3.5 Concrete images advertising 

During the interview we also showed her three advertising (table 4.3). We just informed her 
that the two first advertising (figure 4.14) was published in Sweden in 2006; the second one 
(figure 4.15) is from an American campaign in 2009, and that the one showing a family 
(figure 4.16) was set in England in 2008. From that exact information, she had to choose the 
most powerful ad according to her.  
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Table 4-2 Advertisings for the interview 

Advertising 1 Advertising 2 Advertising 3 

 

FIGURE 4-4-14 SWEDISH RED CROSS’  AD
26 

 

Malin Joleby affirms the figure 4-4-14 is the most typical 

ad from the Red Cross in Sweden. Indeed, according to 

her, Swedish campaigns are not too drastic and 

shocking. There are adapted to a population quite 

“lagom” (i.e. nuanced people). NGOs need to adapt in 

each country. 

 

FIGURE 4-4-15 AMERICAN RED CROSS’  AD
27 

 

The ad from the figure 4-4-15 makes Malin feel 

empathy for the child, who appears as an 

innocent victim. We clearly see the role of the 

Red Cross in this context: helping people in need. 

This is also a very typical advertising according to 

Malin: a volunteer is providing assistance. 

 

FIGURE 4-4-16 ENGLISH RED CROSS’  AD
28 

 

Our interviewee founds the figure 4-4-16 cash the 

most her attention, because “it touches straight to 

your heart”. The link between a donation, 

represented by check, and the results of it is 

obvious. Moreover, the image used is “really 

powerful”. 

                                                 
26

 Swedish Red Cross’ ad, published in 2006, accessed the 20th March 2011, from the webpage http://www.coloribus.com/adsarchive/prints/red-crosshumanitarian-charity-start-caring-8546605/ 
27 American Red Cross’ ad, published in 2009, accessed 20th of March 2011, from the webpage http://darryldesigns.blogspot.com/2009/03/red-cross-ads.html 

28 ENGLISH RED CROSS’  AD, PUBLISHED IN 2008, ACCESSED THE 20TH M ARCH 2011, FROM THE WEBPAGE http://www.commarts.com/exhibit/red-cross-donating-easy.html 
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About the overall advertising strategy of NGOs, Malin Joleby comments that “we cannot 
deny there is a competition between NGOs and the other actors, like States”; each NGO tends 
to use the most powerful tool, to be the most known, the most liked, so most attractive. They 
all want the money from donors: “It is all about being seen […] to have enough money to do 
the work we think is the best”. For doing that, Malin says NGOs can resort to shocking 
images as a way to provoke or touch people and it is a kind of manipulation. She understands 
why people can be shocked in a bad way when they see such images. She estimates that this 
tendency of using shocking pictures in the advertising images could be estimated as being 20 
years old. Indeed after the Second World War, people were tired of seeing awful pictures as 
well as use to it. Consequently such campaigns would not have been efficient at all. It was 
more about showing a “strong woman nurse” for example. Nowadays, “our minds changed, 
we learnt to see pictures, more horrible than the last one”. We can link those elements with 
what Fam and Waller’ (2003) research. Indeed they state “use of controversial images to ‘cut 
through the clutter’ in the marketplace appears to be increasing around the world” (Fam and 
Waller, 2003 p. 237). In this way, they gain public attention and brand awareness (Waller, 
2004, p. 2). 
 
Even if the Red Cross is part of this game, as the figures 7.15 and 7.16, illustrates it, Malin 
thinks it keeps an ethic guideline and it is not using the most “horrible” pictures. The 
campaigns are more to “wake up” people. However she recognises that this tactic is maybe 
less efficient: she does not really remember the first picture, because it is not “provocative” at 
all.  
 
The ethical limit is hard to find in this context. As for her, it is a “feeling” you have that is too 
much or not, ethical or not, when you do something. Anyway she thinks a good way to remain 
ethic is that marketers keep in mind the seven principles of the NGO when they set up a 
campaign.  
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5. ANALYSIS 

The purpose of our analysis is to cross our findings from both qualitative and quantitative 
data collection with the theories to test our model. We want to explore to what extent the 
brand management and the use of visual imagery can lead to ethical problems in the 
communication process between NGOs and domestic contributors. For that, we can follow 
the structure of the theoretical part, analysing the brand management first, the advertising 
image secondly, and to finish interpreting the relationship between NGOs and domestic 
contributors. All those parts are directly based on one key concept: ethic. 

5.1. HOW DOES ETHIC IMPACT NGOS’ BRAND MANAGEMENT? 

 
According to our communication process model, this is a key question for any NGO, so we 
need to interpret the results from the different methods used to see if our model is valid or not. 
For that, we can first see how NGOs deal with ethic through the interview, and then analyse 
the answer of the domestic donors: this is the structure of the section. Indeed, looking at the 
brand management process, the first step is on the NGOs’ side. It is about creating a brand 
identity, thanks to a mission and a vision. The next steps correspond to the connexion between 
both sides: this is what the second subsection is about.  
 

5.1.1 To what extent ethic impacts on the  NGOs’ side? 

 
This subsection uses the interview’s findings (subsection 4.3) to consider an example of one 
NGO, the Red Cross, which has its own way to manage ethical considerations. Outcomes of 
the questionnaire are added to support the analysis (4.1). Based on the brand management 
process (figure 2.2), we are here focusing on the first step: the corporate identity. 
 
First of all, as NGOs belong to the not for profit sector, Non-governmental organisations are 
defined by some principles, which are their mission statement. The section 2.2, Public interest 
NGOs, describes them. Their main attributes are the following: driven by values and a public 
purpose, voluntary, independent, not for profit, constituent, and formal. Their final goal is to 
improve the society in social welfare and sustainability’s fields. Still looking back at the 
theory, it has been established that NGOs are mainly conducted by moral and ethical 
guidelines. More pricesely, Holloway (2001) explains that NGOs have moral high roots. They 
are built on high moral value and a will to help people. That is what our theoretical 
framework shows, let is see if public interest NGOs follow this, and integrate really ethic in 
their own mission statement and identity. 
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Each NGO can define itself based on the brand management. This is this logic we adopt as a 
structure in this part. The figure 2.2 represents the process that any organisation can follow to 
become a “super-brand”.  
 

 
FIGURE 2-2 CORPORATE I DENTITY , I MAGE AND REPUTATION 29 

 
Any organisation has to define its main mission and vision. The theoretical part gives a 
definition for each of them. A mission corresponds to “an explicit formulation of what the 
company stands for”, a vision is “where the company wants to be sometime in the future”. We 
can adapt this theory to the Red Cross by means of the interview’s findings (section 4.1). Its 
mission, which has been evolving for decades, is to act in the war field, and also for any 
community services that help the needy. This is the purpose of the organisation, what it stands 
for. The seven principles the Red Cross elaborated, explained by Malin Joleby in the 
subsection 4.1.1, are the following: humanity, impartiality, neutrality, independence, 
voluntariness, unit and universality, represents also its identity. Everything is done 
considering those principles; ethic is at the basis of the NGO identity. Those principles can be 
linked with the definition of ethic from the Oxford University Press (2011a) that is a “set of 
moral principles, especially ones relating to or affirming a specified group, field, or form of 
                                                 
29

 Dowling G. (2001), p19, in Creating corporate reputations, Identity, Image, and performance. The italic part 

has been added by us. 
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conduct”. The Red Cross is defining itself through those words that corresponds in this way as 
its own ethic. They are the elements that define them and that everyone in the NGO must 
understand, accept and follow. This can be called the vision of the Red Cross, because those 
are what the NGO wants to implement and wants to be. 
 
From those elements, an identity can be defined. In the case of the Red Cross, the logo and the 
name of the NGO are the same: a red cross (subsection 4.3). The logo plays an important role, 
because it is supposed to represent the NGO. The NGO’s identity is managed through the 
brand identity, which corresponds to the brand’s uniqueness, meaning and value. It also 
allows the company to position itself in the market. (2.3.3)                                                     
One important point raises in the brand management section (2.3) is the importance of being 
coherent in the brand identity. For the case of The Red Cross, there is actually a consistent 
link between the corporate name and the logo (2.3.2). 
 

Ethic is, concerning the NGO’s brand identity, at the base of the process: the example of the 
Red Cross shows the identity is over all defined thanks to its own ethic interpretation. Our 
theoretical framework about ethic and brand management is confirmed here. 

 

5.1.2 To what extent ethic impacts on the domestic donors’ side? 

 
Still following the brand management process and the figure 2.2, the steps that are following 
the corporate identity are having a corporate image, reputation and super-brand. They 
corresponds to the answer of the market. The findings from the theory are the following: to be 
a super brand, an organisation must adopt a positive relationship with it target. Moreover, this 
answer is linked with the influence of ethic. Holloway (2001:7) explains ethic principle are 
reached when the NGO “exists for humanitarian purposes, that it seeks funds in order to 
advance humanitarian purposes, and that it will indeed use the funds gathered for the purposes 
stated”. The question here is how NGOs implement their branding, about the influence of 
ethic in this process, and this is what we want to test in this subsection. 
 
Defining and managing an organisation’s identity is one of the key to improve the market 
awareness toward it. The questionnaire’s findings (subsection 4.1.1) show that the Red Cross 
is a well-known organisation since it is the third most named by our respondents. This can be 
considered as a positive point in terms of brand awareness. Developing its awareness is a 
challenge that any organisation must achieve, because it is the first step of the adopting 
process (figure 2.3). We can notice that the images used for the document-based analysis are 
all from NGOs that are at the top of the ranking, so from famous NGOs. consequently we can 
state that the audience’s mind is not free of though when looking at the advertising. S/he 
already has an idea about the NGOs which may influence her/his reaction face to the ad.  
 
Once the domestic contributors are aware about the NGO, they develop an image toward it 
(subsection 2.3.4). This is another step to be a super-brand: having a positive image, which is 
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how people see and judge the NGO. It is at this point that there is really a communication, 
because an interaction between the two parts happens. According to the questionnaire 
findings, section 4.1, most of the contributors seem to have a positive opinion concerning 
NGOs. Indeed, the European young people express a good image: 70 percent of our sample 
estimates that non-governmental organisations are consistent. This element is necessary: 
consistency between mission, brand and identity is imperative to reach contributors’ trust 
(subsection 2.3.2). 
 
From this positive image, a reputation derives. It is about trust, confidence and support 
(subsection 2.3.2). Findings from the questionnaire show that almost three quarter of the 
respondents has already given money to a charity (4.1). Such figures prove concretely that 
they have enough confidence on NGOs to support them financially and that NGOs reputation 
is generally good. Among the respondent, 79 percent donated maximum 30€ the last year. 
Even if the level of money given in not really high, this is a commitment sign. Besides, it has 
to be noticed that we surveyed youngsters and mainly students that usually do not have an 
important income or no income at all. It can have an influence on the level of the donation. 
Basing our reflexion on the brand management theories (section 2.3), and more precisely on 
Quelch and Laidler-Kylander (2005), we can affirm this financial engagement shows there is 
an emotional connection between contributors and NGO(s). This is central to gain respect and 
support from the fundraising market. Other figures from our questionnaire findings support 
the fact that NGOs benefit from a good reputation. A 89% of the questionnaire’s respondent 
that are donators has enough confidence on at least one NGO to decide by themselves to make 
a donation (only a 21% do it as a result of a calling through advertising campaigns). To go 
further, 27 percent of our sample donates for no particular reason: that also prove they trust 
NGOs, because they support them for their regular mission. 11 percent declare being regular 
donors. If we come back to the adoption process (figure 2.3), this is the final step to achieve: 
the adoption. Thos people develop such an important positive image and reputation that they 
want to be part of the NGO, helping it through steady donations. To finish, a total of 34 
percent made a contribution after a disaster occurred. Such figures show that our respondents 
believe NGOs are an appropriate answer to solve social issues. However, as Quelch and 
Laidler-Kylander (2005) show, losing a positive reputation can be fast (subsection 2.6.1). It is 
illustrated by the example of The Red Cross (subsection 4.3.2). The ethical scandal that 
appeared within the Swedish Red Cross in 2009 shows the NGO felt affected by the ethical 
dimension. Furthermore, as the organisation was considered as unethical, it lost the 
confidence of its contributors. Consequently, donators did not support the Red Cross as before 
the scandal and it has been a negative impact on the amount of donations. To encounter this 
and try to inspire trust again, the head of the scandal was fired, and reorganisation occurred, 
through sort-out and restructuration (4.3.2). 
 
If we base our thinking on the brand management theories (section 2.3) and the findings on 
the interview (4.3), there is a competition in the fundraising sector. As a consequence, the 
domestic donors must make a choice between all the actors of this market. In this situation, 
people are supporting the aid’s option that appears the best for them, so the actors who 
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developed the best brand management. It appears that NGOs are able to develop a great 
branding because some of them reached efficiently their donators, so become super-brands.  
  
To conclude with this subsection, ethic is a key element for the domestic donors, as it 
determines a positive image and reputation, from where derives the concept of super-brand. 
Ethic is an elementary concept also in this side of the brand management process, but it is less 
obvious. The main point that helps us to know how important it can be is the lack of ethic (as 
seen with the scandal in the Red Cross). 
 

Ethic is a necessary condition to establish a positive brand management in the domestic 
donors’ side: if this dimension is considered as respected according to the donors, a positive 
image and reputation can be. However if they estimate ethic is not respected, NGOs cannot 
pretend to be a super-brand. Here also, there is a consistency between the theory and the 
results of the methods implemented. 

 
As a result, we can say that, generally, NGOs have reached a brand management objective: 
they are super brands, which inspire trust, confidence and support (figure 2.2). All the brand 
management process is influenced by ethic.  
 
The next step to collect fund is to communicate directly with the domestic contributors. 
Visual advertising is a way of doing it. 

5.2. HOW DOES ETHIC IMPACT NGOS’ USE OF IMAGES ADVERTISING? 

 
The purpose of this subsection is to analyse how NGOs resort to advertising image to 
communicate with domestic contributors and prompt their commitment. For doing this, we 
choose to link the document-based study’s outcomes with our theory and the audience 
perception that we get through the questionnaire. 
 

5.2.1 To what extent ethic impacts on the  NGOs’ side? 

 
A main dare for all NGOs is to communicate efficiently to the fundraising market if they want 
to remain competitive (subsection 2.2). As we saw in the subsection 2.4 of our theoretical 
chapter, a way to communicate is to use marketing communication and especially media 
advertising. Using visual images is a part of this discipline. The aim of the message they 
communicate through visual images may be to inform, create or reinforce an image and to 
persuade. When they address to personal contributor, their goal is to make them giving funds. 
To convey this message and make it successful, advertising should fulfil two tasks: to get the 
audience’s attention and correct interpretation of the message. For doing this, marketers used 
to resort to several techniques (subsection 2.4). In our thesis, and to see concretly if the 
current theories are in line with the reality, we want to know what the impact of ethic is when 
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a NGO drives an advertising campaign. To analyse it we resort to three ads published by 
WWF, Amnesty International and Doctors without borders aiming at the target of personal 
contributors (subsection 4.2).  
 
To begin with, the three NGOs are using the iconicity of images i.e. the use of visual clues 
from the real world (subsection 2.5.1) to communicate. The one from WWF shows a monkey 
and we can see a visual metaphor through the window with the two box “save” and “don’t 
save”. This is a reference to our digital world and shows as easy it is to erase a species from 
the earth's surface. The second ad from Amnesty International resorts clearly to the methods 
of subjective perspective (subsection 2.5.1.). It puts the viewer at the place of the student in 
Myanmar and makes her/him wonders how he/she would handle the same situation. In the last 
picture from Doctors without Borders, a combination of three techniques can be observed: a 
low camera angle, the resort to a “clichéd topic” with the use of juvenile characteristics and 
the direct eye gaze (subsections 2.5.1). Thus a little girl (juvenile characteristic) seems injured 
and so is in a position of weakness (low camera angle). She looks at the photographer and so 
at the audience as she wants to ask for some help (direct eye gaze). The combination of those 
techniques is aimed to pump into the heart of the viewer by prompting pity, empathy and a 
will to help the girl. The three pictures are representations of our world and by acting on it 
through specific marketing methods NGOs are willing to influence the viewers. They want to 
both catch the audience’s attention and to elicit its emotion. It results in a manipulation of the 
viewer mind. 
 
Secondly, marketer from NGOs resort to the fact that images are indexical signs i.e. they are a 
proof of the reality of the scene represented (subsection 2.4.2). The fact that photographs are 
used makes automatically the viewer be confident face to the advertising: they are an implicit 
authenticity’s guarantee. Using this image property can be seen as unethical from the point 
that what NGOs are showing in the advertising is not fully true. In fact, using the document 
based findings (subsection 4.2), NGOs are used to refer to real situation in their advertisings: 
they are little girls are injured because of wars (Doctors without borders’ ad) or youngster that 
cannot eat enough. However, the situation pictured in an advertising can be staged. For 
instance, it seems difficult to believe the photograph of the girl in the Doctors without borders 
‘ad was taken spontaneously. The frontier between true and lie is blurred.  
 
As a result of this subsection, we can say NGOs resort to the same practices as for-profit 
organisation. Manipulation and lies can be used to transmit a message and involve the 
domestic contributors. Such methods contradict an ethical guideline. Nevertheless, as the 
findings of the interview show, NGO and, in this case, the Red Cross, are aware that they are 
not blameless. They have a will to follow an ethical guideline but in fact, according to them,  
they need to resort to the same techniques as for-profit organisations to remain competitive. 
As competition is fiercer (subsection 4.3), NGO may consider that using such controversy 
methods is a part of the game. The point is to know how domestic contributors react to this or, 
in other words, if the lack of ethic in advertising images impacts the communication process 
from the donator side.   
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The communication strategy of NGOs through advertising images is not impacted by ethic. 
The techniques used to convey a message are not based on ethical standards. 

 

5.2.2 To what extent ethic impact from the donators side? 

 
Once we study if ethic impacts NGOs when they create an advertising image, we need to 
explore the impact on the other side of the communication process. The purpose of this 
subsection is to know if ethic is influencing the perception of domestic contributors from 
NGOs’ advertising. The communication strategy of NGOs through images advertising is not 
influenced that much by ethic. We now need to analyse how it is seen by the donors’ side. 
The best way to do so  is to interpret its impacts on donators to know if these communication 
campaign as perceived as efficient, ethical or not, and how far it is important for them  
 
Refering to the questionnaire findings, we can argue advertsing campaings from NGOs are 
effective. Indeed, 56 percent of people surveyed are likely to revise their opinion about an 
issue or a cause and a 19 percent very likely after seeing a NGOs’ advertising. On top of that, 
almost half of the respondents recognize that they are more likely to make a donation or to 
change their daily behaviour (subsection 4.1.3). This is also obvious when referring to the 
question 9 (subsection 4.1.3) of our questionnaire. For instance, one of the respondents 
explains that he finds the Amnesty International’s ad the most powerful “Because it's hard to 
imagine you just eating only that much of food and to keep studying. It shows the inequalities 
in the world between two kinds of students: them and us”. It is the same regarding what the 
respondents say about why they choose the ad from WWF. We can quote some of the answers 
: “Too just click with your mouse - it is so easily done for us in the rich world - computer use 
is so close to our everyday work at the office (or school) / It is equally easy to just turn your 
back on a nearly extinct species in a far-away country” (subsection 4.1.3).This is clearly 
showing that both the use of the indexical property and the iconicity of images by NGOs have 
positive results.  
 
In addition to that, the questionnaire’s results (subsection 4.1 allow us to state usually people 
are aware about NGOs’ practises to convince them to make a contribution in the visual 
imagery: a majority of our target think that using images with a high emotional content is 
manipulative (51 percent) and persuasive (64 percent) nay chocking. This element added to 
the fact that advertising are efficient lead to believe that at the end, people do not care so 
much about ethical considerations regarding image advertsing. This statement is supported by  
the question 2 (subsection 4.1.2): 57 percent of respondents states they would rather like 
NGOs to conduct actions and have results than to respect an ethical guideline. This figure 
expresses that our respondents believe in the “the ends justify the means” proverb (Speake, 
1998). This finding should however be nuanced: there is still 43 percent who pay more 
attention to the means than the outcomes (subsection 4.1.2). In addition, the score of the 10th 
question (subsection 4.1.2) gives us clue about people’s ethical perception. Answering the 
question “How do you feel about the use of donations to fund NGOs’ advertising 
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campaigns?”, 75 percent estimates it is appropriate or very appropriate. It means that they 
consider this use of money as right, correct, and so ethically acceptable.  
 
According to those elements domestic contributors perceive that there are ethical issues when 
NGOs communicate with them through advertising image. They are aware that advertisings 
can be staged, manipulative or even misleading. Nevertheless, such advertisings are efficient 
because they make people acting positively. In fact, domestic contributors do not question 
their commitment because of marketing practices that can be perceive as unhetical. It is not 
really important. 
 

Ethic does not impact the perception donators have of images advertisings. Viewers are aware 
that images advertisings can be unhetical but this is accepted by them, it is not influencing 
their level of commitment toward the NGO. 

 

5.3 HOW DOES ETHIC IMPACT THE COMMUNICATION PROCESS BETWEEN NGOS AND 

DOMESTIC CONTRIBUTORS? 

 
To answer the last question of our analysis which conclude our research is to go back to the 
theoretical framework, the conceptual model (figure 2.12). 
 

 
FIGURE 5-1 COMMUNICATION PROCESS BETWEEN NGOS AND THE DOMESTIC CONTRIBUTORS  
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The model shows the beginning of the process is at the NGOs’ side: creating a brand identity. 
As seen before, NGOs are strongly influenced by ethic when they manage their brand and 
build an identity. From the domestic contributors’ side, ethic is impacting strongly awareness, 
image and reputation that is how they perceive the brand. Thus ethic is at the base of the 
relationships and so the communication process between public interest NGOs and domestic 
contributors.  
 
Then the NGO is communicating directly with domestic contributors through advertising 
images. The answer of the market is to decide, or not, to donate money to the NGO. The 
result of our research is that this part of the process, advertising images, is not impacted by 
ethic. Indeed it is not a main concern for NGOs when they elaborate advertising campaigns, 
and is not influencing the response of the domestic contributors to an advertising image. 
 
Anyway, the success of the process relies on the fact that the NGO is a super brand. Indeed if 
the NGOs fail in the building of the relationships, all the communication process is weaken. 
The response of the domestic contributors is likely to be negative.  
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6. CONCLUSION 

This is the last chapter of the thesis. The goal of it is to compile the text given during the 
entire thesis to draw a conclusion (Greetham, 2009, p. 255). Consequently, the structure of 
the chapter includes three parts: first, the conclusion on the purpose, where we remind the 
purpose of the thesis, what we do to answer it, and the results. The second subsection is a 
discussion about our research and its limitations while the last parts of this chapter give some 
directions for further research. 

6.1. ANSWER TO THE PURPOSE 

This thesis is exploring to what extent ethic impacts the communication process between 
NGOs and the domestic contributors based on the brand management and the use of visual 
images. To answer this purpose, the authors are leading an exploratory research. It begins by 
an overview of the field explored namely non-governmental organisations, domestic 
contributors, communication techniques and ethic. From this, the authors conduct initial 
research about these main concepts. They start by conceptual definition of what are ethic and 
public interest NGOs. Then, the focus is on more concrete topics that are brand management 
and advertising images. Firstly the authors explain how to build a powerful brand, called 
“super-brand”. For the NGOs like for any other organisation, this building can be done 
through communication’s tools. Owing to this, the author study in a second time the 
advertising images device, which shows there are many ways to use images in 
communication. Both brand management and advertising image can lead to ethical dilemma. 
Such theoretical insights help to draw a theoretical framework i.e. a model representative of 
the specific communication process between NGOs and domestic contributors. This model is 
at the basis of the rest of the thesis that the purpose is to test it in order to either confirm or 
rejects it. Thus, exploratory methods of research are chosen. A triangulation of both 
qualitative and quantitative methods provide consistent inputs about the topic explored. From 
this and by gathering the findings of the empirical study and the literature review, an analysis 
is elaborated. 
 
The aim of the analysis is to use all the information collected to answer the purpose. From the 
beginning, one knows that NGOs and domestic contributors evolve in a specific environment. 
The communication process between those actors is combining tools from the regular 
business world and ethical considerations. The contribution of this thesis is about the impact 
of ethic on this communication process. On one hand, it appears that the relationships 
between public interest NGOs and domestic contributors is fully based on ethic. NGOs have 
to respect an ethical guideline to be trusted and so supported by donators. The relationship is 
at the base of the relationships between those actors. Consequently, ethic is also at the roots of 
the communication process. On the second hand, when NGO communicate directly with 
domestic contributors through advertising images, they are not following a faultless ethical 
guideline. Indeed, they resort to manipulative and misleading techniques similar to those used 
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by not for profit organisations. What the analysis is showing is that this lack of ethic in 
advertising images does not impact the communication process: is not influencing the 
behaviour of both NGOs and domestic contributors. But it happens that this is true until the 
both actors evolve in a climate of confidence and trust build on ethical principles: when ethic 
is not a part of the relationship anymore, the communication process breakdown.  
 
At the end, the thesis allows to say that the impact of ethic on the brand management of 
NGOs, and so the relationships they have with domestic contributors, is strong. Then, the 
impact of ethic on the advertising images emitted by NGOs and receipted by domestic 
contributors is low. As a consequence, the impact of ethic is moderated on the overall 
communication process: once a strong relationships based on ethical standards is established, 
NGOs and domestic contributors do not care so much about ethic when they communicate. 
 

6.2. REFLECTION  

Through this thesis, the authors wanted to fulfill a lack of representation in the global 
theoretical framework about NGOs, and to link concepts in a way that has not been done 
earlier. The theories founded during our research were necessary to build our reflection, and 
generally valid according to the results. The contribution of the thesis is to group different 
theories from different authors, with a specific way of combaning methods, to test and valid a 
communication model. 
 
The aim in this paper is to get an understanding about a complex phenomenon: how the ethic 
impacts the relationship between NGOs and domestic contributors. Accordingly, the authors 
choose to lead an exploratory study. This choice have a major implication: the model is not 
directly applicable to help a marketing decision.  
 
The research methods used are specific to this kind of research. There are not formal and so it 
is not possible to generalise our findings. The authors interview only one person from a 
specific NGO, the Red Cross, which imply a single opinion that could not be representative of 
the entire not-for profit sector. Similarly, the survey is on a restricted sample: European 
students from 19 to 30 years old and Facebook users. As a result, the findings cannot illustrate 
the perception of all the domestic contributors. Concerning the three NGOs’ advertisings, the 
authors are aware that our analysis can be seen as superficial by professional advertisers.  
 
On top of that, ethic, key element of our thesis, is a complex concept that can be interpreted 
differently depending on each individual. To answer our purpose, the authors base their 
reflexion on their perception of what is ethical. The same study conducted by someone else, 
so most likely with another ethic's perception, would lead to different conclusions. In addition 
the authors are aware that promotion is a broad area and that the making decision process of 
individuals is much more complicated that what it is assuming in this research, because 
influenced by many other elements.  
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As an answer to these eventual criticisms, the reader should notice that this paper was written 
under time and budgetary constraints so that restrain the amount of research options. In 
addition, given that the authors are bachelor students, the researcher’s skills have their 
limitations too. Besides, one can argue that it is almost impossible to figure and study all the 
factors that influence such peculiar communication process that the one studied. 
 
In spite of its weaknesses, this research provides basic insight about the communication 
process used by NGOs and the response of domestic contributor to it. The authors are 
conscious about the limits of this thesis, and led it according to them, to provide a study 
reliable and valid. This thesis gives also directions for more formal research.  

6.3. IMPLICATIONS FOR FURTHER RESEARCH 

To explore the same area as we did, changes can be done regarding the choices made about 
the elements we study. The thesis focuses on visual imagery and especially poster which is 
quiet restrictive. It can be interesting to explore other ways of communicating such as public 
relations or direct marketing, which can lead to different implications. Researchers who 
would like to investigate the same area as us can also use other research methods. For 
instance, a case study could be relevant to investigate in depth how the communication 
process is built from the NGO perspective. A focus group can be rich of insights about 
donors’ opinion on advertisings from NGOs. The researcher could even innovate following 
the same methods of research. It is possible to act on the sample for the questionnaire either 
geographically, by expanding the age criteria, or even focusing on a specific socio-
professional or generational category. Researcher can also explore the relationship between 
NGOs and other actors of the fundraising market such as sponsors or governments. The same 
can be done with the interview by surveying other targets. 
 
But the aim of an exploratory research is that it should be a basis for further investigation. It 
allows pointing out some dimensions that can lead to conclusive research, directly applicable 
in the making-decision process. To begin with, the exploration the authors undertook raises 
questions regarding ethic management. An investigation can be done about how managing the 
impact of ethic on the relationship between an organisation and its stakeholder. Then, as 
regards NGOs, a possible research could be to elaborate the best communication strategy 
model for them. Finally, focusing on domestic contributors, one can study which technique is 
working the best to prompt donations.
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Appendix 1:  Questionnaire, content and advertising used  

 
 
 



 

 
 

 
 



 

 
 

 



 

 
 

 



 

 
 

 



 

 
 

 



 

 
 

Appendix 2: Advertisings used in the document based analysis 

 

FIGURE 4-1 WHITE FLAG - DOCTORS W ITHOUT BORDERS
30 

 

 

FIGURE 4-2 AVERAGE MEAL FOR PRISONERS – AMNESTY I NTERNATIONAL CROATIA
31 
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 By Loxe Pirella Fronzon, Italia, for Doctors Without Borders, published in October 2008, accessed on the 6
th

 

March 2011 from http://www.ads-ngo.com/tag/lowe-pirella-fronzoni/  
31

By Hype, Zagreb, Croatia , for Amnesty International Croatia, published in April 2009, accessed on the 6
th

 

March 2011 from http://www.ads-ngo.com/wp-content/gallery/meal/amnesty2.jpg  



 

 
 

 

Figure 4-3 Save, Don't save - WWF Hungria
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 By Ogilvy, Budapest, for WWF Hungary published in 2006, accessed on the 14th  March 2011 from 

http://www.unlikelywords.com/wp-content/uploads/2010/02/monkey.jpg  



 

 
 

Appendix 3: Interview, content and ads used 
 

Information about the contact 

Can you present yourself with your name, professional background (previous jobs 
experiences33), your profession and your general role in the Red Cross.  
For how long you have been working in the Red Cross 

Culture in the Red Cross 

Could you define with few sentences what are the global (=international) values and goals of 
the Red Cross?  
Could you define with few sentences what are the values and goals of the Swedish Red 
Cross? (Differences / similarities?)  
Do you know if there is a global Ethic definition in the Red Cross?  

Advertising imagery 

What is the background of the global advertising imagery in this NGO? (when it started to 
implement this kind of advertising, why, where…)  
What is the general advertising policy and principles of the Red Cross? 
What is the global marketing expenditure amount?  
And more especially the advertising imagery policy and principles for the fundraising market?  

Fundraising market 

Do you know the proportion of the private donations on the global Red Cross income? 
How many percents? How much money does it represent? Do you have some detailed 
data about it? (categories of people who are donating the most, an average 
amount/donor, part of regular/non regular donors …) Is it a special amount 
comparing to the other NGOs? 

What is the Red Cross fundraising market target? (Which kind of people the Red Cross tries to 
reach with its advertising imagery) 
 
 

Images from the Red Cross campaigns 

What is you fist impression when you look those 3 commercials? Which one do you think is 
the best one? 
According to you, which one of those advertisings do you think is the most representative of 
the Red Cross advertising’s policy? Why? 
Did you know this poster? Do you know if it has been a successful one? Why? 
Is this picture could lead to ethical problems? Explain. 
What were the goals of the Red Cross when they decided to do this advertising? 

                                                 
33

 The parts in italic represent either a help if the interviewee or precisions given in case of misunderstanding 



 

 
 

Could this picture lead to ethical problems? Explain. 
What do you think about this advertising? 
Could this picture lead to ethical problems? Explain. 
How did the Red Cross determine that those advertisings match with its ethic? 
 
 

 

FIGURE 4-4 SWEDISH RED CROSS’  AD
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FIGURE 4-5 ENGLISH RED CROSS’  AD
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 Swedish Red Cross’ ad, published in 2006, accessed the 20th March 2011, from the webpage 

http://www.coloribus.com/adsarchive/prints/red-crosshumanitarian-charity-start-caring-8546605/ 
35 ENGLISH RED CROSS’  AD, PUBLISHED IN 2008, ACCESSED THE 20TH M ARCH 2011, FROM THE WEBPAGE 

http://www.commarts.com/exhibit/red-cross-donating-easy.html 



 

 
 

 

FIGURE 4-6 AMERICAN RED CROSS’  AD
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36 American Red Cross’ ad, published in 2009, accessed 20th of March 2011, from the webpage 
http://darryldesigns.blogspot.com/2009/03/red-cross-ads.html 


