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Take it from them...

Estée Lauder New Zealand
Sponsored

W | Find out
. if Bi Bim Bap -
| J‘*,__'" tastes as fun =
as it sounds.
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98 likes

It's finally here! Introducing new Double Wear Nude
Water Fresh Makeup SPF25. Our newest foundation
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https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/

What’s the problem?

Q What is white saviorism, or the white savior complex?

“White saviourism, or the white saviour
complex, in fundraising is the idea that donors
are only helping people in a self-serving way
that reinforces patriarchal, colonial and white
supremacist attitudes and systems.”
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https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/

Looking under the hood

@ White saviorism’s role in traditional fundraising:

 Donor as hero
* The origin of donor’s wealth
 The impact of donations on decision making (and the balance of power)
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https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/

Ramifications for Fundraising

How donors view white saviorism:

 Truthfulness

 The hero tripod: community, organization and
donor

* Donor as conduit for change

e Redefining the fundraising offer

© WFP/Hani Saleh
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https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/

Setting the Stage

Breaking the Paradigm

Telling the whole story
Contextual storytelling
Respectful imagery
Community-based
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https://www.linkedin.com/feed/update/urn:li:activity:7004463137143857153/
https://www.linkedin.com/feed/update/urn:li:activity:7004463137143857153/
https://www.linkedin.com/feed/update/urn:li:activity:7004463137143857153/
https://www.linkedin.com/feed/update/urn:li:activity:7004463137143857153/




Respectful Storytelling

o Enabling an authentically respectful narrative:

* The notion of agency
* Respect
* Aspirations
e Strength
* Resiliency
* Intelligence
* Powerful

© WEP/Michael DUff,,
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Ethical Creative

Image selection is key.

* The use of children
* Accurate representation of situation
* Respectful of diverse cultures

© WFP/Michael Tewelde
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Ethical Creative

Extreme hunger
Examples that
would meet these
guidelines:

These images show children with
moderate acute malnutrition and
are more representative of WFP’s
programmatic work. They are
also depicted with caring adults.

World Food

rogram USA Confidential and Proprietary | 12




Ethical Creative

(Top row)

The children in these images
appear completely alone and
uncared for which is not
representative of the situation
and promotes feelings of
helplessness — that might help
engage a western audience —
but promotes unhelpful
stereotypes.

Avoid €

Extreme hunger
Examples do not meet
these guidelines:

(Bottom row)

The children in these pictures
are clearly malnourished and
are pictured without context.
These children are also older
children pictured without
clothing which should be
avoided.

orld Food
rogram USA
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Ethical Creative

Do &

White staff / white
celebrities
Examples that

do meet these

guidelines:

In these images white staff are
working in partnership with locals,

who are shown in an active and
equal position.
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Examples that
do meet these
guidelines:

In these images people are ordered,
organized, active and showing agency

helping themselves and their communities.

World Food
rogram USA

Ethical Creative
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Ethical Creative

Avoid €

Handing out of food
aid

Examples that

do not meet these
guidelines:

In these images people are desperate, out of
control and aggressive, perpetuating negative
stereotypes about people in need.
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Evaluating DEI&B in your Fundraising

Diversity Among Stakeholders

Take a Long-Term View

Consider the Platinum Rule

Beware of Embarrassing Blunders

Evaluate Control Creative

Diverse representation of stakeholders across various levels (including within
campaign planning) will help ensure more authentic and relevant messaging.

Multicultural fundraising is not a singular project, but rather one strategy of a larger
organizational initiative of inclusivity.

Change the mindset from the “Golden Rule” to the “PLATINUM RULE” — treat others
as THEY would want to be treated, rather than as YOU would want to be treated.

Understand your audience, researching, translations, imagery and offers as part of
the campaign development process to avoid embarrassing and costly mistakes.

Carefully review campaign control creative to evaluate whether variable copy or
imagery may be appropriate for a broader appeal consistent with organizational
direction.

Census your channel mix to understand whether diversity is present across channels,
offers and communication streams in order to create a more authentic experience
for the donor.

Confidential and Proprietary | 18



B GLOBAL HUNGER EMERGENCY GIFT WP e i

JY\.‘E, Barron! T want to help address the global hunger o and support more families like lkran's. Because my
support will make twice the impact, I'm enclosing a year-end contribution of:

+
O S<Askl>becomes S<Asklx?> [ S<Ask?*> becomes S<AskIxd> € C" "":D‘W'L
n o +o make

[
[ S<Ask3>becomes S<Ask3x2> [ Mybestgift §  which will be multiplied 2x -J i im iz
O Make my gift a monthly contribution armount or mmorel
. Please make your check payable to
Mr. John Q). Sample Werld Food Program USA.

Company ABC To dunate by credit card,
1234 Street see the reverse.
Anytown, USA 12345

9
hsnnn It goagho gl Pog 0000 O L 0D g 0ag e SCANLINE

ils m
Deta I s atte r PO Box 37238 + Boone, |A 300370239 » T 202.627.3838 « F 202.530.1698 + wipusa.org J
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¥ UN ¥ world Food
{!WFP Y ) Program USA
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<Mail Date>

Diear <=Salutation>=,

Eight-year-old Ikran lives with her family in Barwako, about two
miles from Wajir town — capital of one of Kenya's most disadvantaged
counties.

Like other countries in the Horn of Africa, Kenya is grappling with
hunger caused by severe drought, the ongoing impacts of COVID-19 and
spiraling costs of food and fael.

But Ikran and her family have a speclal challenge. She has

quadriplegia, and her older brother Adan suffers from paraplegia and
cognitive disabilities.

When food is scarce, families like lkran's suffer the most. And
with a global food emergency threatening vulnerable and disadvantaged 5
communities around the world, the work of the United Nations World Food deran with her twin brother, Hassan,

Programme {WFF) is more important than ever. autsicle their home in Wajis
novtheastern Kenpa,

Unfortunately, the rising costs that ase partly responsible for this

emergency are also making our work harder. Qur costs for operations, food, foel and other resources were already

wip 3% at the start of 2022 compared to 2009, After the outbreak of conflict in Ukraine, our costs have risen a
staggering 44%. Without additional funding, significant cuis will need to be ma fewer people will receive the

food they need.

In response to this urgent challenge, a generous donor has stepped up to match every gift we recelve — up to
100,000 — between now and December 31.

" 7

Eviery dollar counts, <<First Name>>, A gift of §75 can provide a month of food for a family of Gve. And
remember — every dellar you give before December 31 will go twice as far.

© WFP/Arete/

The UMN. World Food Programme's mission iz simple: feeding the hungry, We have the scale and the expertise to
serve people in places other organizations <an't reach,

In earry of the world's hunger otspots — places like Afghanistan, Ethiopia, Mali, Nigeria and Syria — simply
reaching hungry people can be the most significant challenge. The UMN. World Food Programme”s long history of
lifesaving work and deep connections in countries around the world means they can sccess places few others can.

Your support will help reach those in need — children like Tkran.

To support ler children and ber retined husbhand too, Tkean's mother Halima makes and sells sondazd (a popular
fried dough snack) in the school cafeteria. She also nuns a small kiosk next to her hat.

Halima's days — a flurry of caregiving and income gencrating sctivities — start at 4 a.m. She checks up on Ikran

and Adan, makes breakfast and prepares the mandzzi for sale — all before opening her kiosk.
fover, please)

PO Box 37239 « Boone, |A 500370239 + T 202.627.3930 = F 202.530.1698 * wipusa.org
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WFP USA Global Impact Report

uNP“\l, World Food
P Program Usa
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From the Office of Barron Segar
President and CEO
1750 H Street, NW. Suts 500  Washington, C 20006

MATCHING GIFT OPPORTUNITY ENCLOSED:

Respond by July 31 to make twice the impact

M. Jolun ©. Sample
Com

Yovgd
234 Shreet.
Angtonm, US 2345

bl

From the Desk of Barron Segar
President and CEO

June 2023
Dear <Salutation>,

The global food crisis is the largest one in modern history. The world is hungrier than ever

nearly 350 million people around the world are experiencing the most extreme forms of hunger right
now

Conflict is the number one driver of hunger, tearing families apart, forcing entire communities
from their homes, destroying infrastructure and disrupting food production. Combined with the climate
crisis and rising costs, these factors have created a seismic global hunger crisis.

In response, a generous donor has extended an incredible opportunity by offering a matching gift
challenge where every donation made before July 31 will be matched dollar-for-dollar up to a total
of $125,000.

<Salutation>, I'm reaching out to you, one of our strongest supporters, to ask for your help by
taking full advantage of this opportunity — because the additional resources this campaign raises can
make a critical difference for families in need

Every dollar you give before July 31 will go twice as far, so I urge you to contribute as
generously as you can today.

Your gift of <Ask1> can instantly double to <Ask1x2>, your gift of <Ask2> can become
<Ask2x2> and your most generous donation of <Ask3> can multiply to <Ask3x2> to help put
twice as much food into the hands of the people who need it most.

As you know, our goal is simple: save and change lives. The work of the United Nations
World Food Programme (WEP) is more vital now than ever. Every year, we deliver over 4 million tons
of food to over 100 million people in more than 120 countries and territorics. We have the scale and
expertise to serve people in places other organizations can’t re:

Thanks to your generous past support, you have made an incredible impact on people experienc-
ing severe hunger around the world. I've enclosed our Impact Report to illustrate the difference your
support makes in our fight against the global hunger crisis.

Together, we can feed the tens of millions of people experiencing severe hunger due to the
climate crisis, conflict and economic shocks.

In Tirkiye and Syria, more than 18 million people had their lives collapse around them during
the recent carthquake emergency. With your help, the U.N. World Food Programme has reached over
2 million survivors in both countries with ready-to-cat rations, emergency food boxes and hot cooked
meals.

(over, please)

1750 H Street, NW. - Suite 500 + Washington, DC 20006 + T 202.627.3939 - F 202.530.1698 - wipusa.org
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REPORT

SSAGE FROM OUR PRESIDENT:

APERSONAL ME!

welcomes the recent appointment

% - Ire i impact in the
s irector of the United Nations your
indy McCain as Executive Direc! e b
OWfo:;l;‘gcodmgrmmc(wFP). . h:i;e”;drﬁg

i tinues America’s legacy of leadership in perlene
L\ Her appointment conti e peonil i

d global hunger. In her pri u
ﬁ‘&?ﬁl‘s’;ﬁlﬁm UN. food and agriculture agencies in

Rome, McCain has seen the UN. Wo;ld‘ {;oi?gi::ﬂu?j:
y traveli Cambodia, Sri Lanka, g
i lose by traveling to Laos,’
"Pef:“l_ms I‘g:ya, Zambia, Tajikistan and Madagascar. !
e ritical moment as conflict,

atac
Cindy joins the UN. World Food Programme: to push millions of people
A i d to

- Under her leadership,
the brink of severe hunger. r S
et e and change lves around

Sincerely,

e Ly

EFAE

e
\

Scan this QR code
to learn more about

e

GLOBAL IMPACT

THE CHANGE YOU CREATE
E [y

ING ACCESS TO FOOD FOR
ICT-AFFECTED FAMILIES

began in Ukraine in March 2022, the United Nations World Food

e (WFP) quickly established a presence and began working with local
deliver emergency food and cash assistance to hungry Ukrainians.

e one-year anni this conflict, the UN.

“I can’t wait for peace.
Until peace is observed
in the battlefields, Ifeel
it between the walls of my
home and in the warmth
of my neighbors.

= - Natalia, who lives close to the.
frontline and relies on the
UN. World Food Programme
for food assisti

poun
on to people impacted by the conflict.
ing Moldova, WFP delivered more than 1.8 million hot meals to

ansfers to help with food, utilities and other expenses.

ISTAN

RAINING OFFERS INCOME-GENERATING OPPORTUNITIES
~ 0 - q

*  lastyear, the U.N. World Food 0 il inis
mated

These life men and men i
carpet weaving, mechanics, and ir — skills that can help i
income and become self-reliant in the future.

In August of 20 ing skil
she taught women how to sew and launched her own business.

in Kabul. For years,

DAN

HE BRUNT OF THE CLIMATE CRISIS
. ) X Sudan

Food Programme is a lifeline for millions of people in South Sudan
g i In South Sudan, the UN. World

435,

[pere mothers 600,

WFP,
D

ON THE GROUND: LEBANON

‘Without food, kids can’t learn or reach their full potential. This is one of the reasons the U.N. World

Food Prog

mmitted to our school

program;

Igot to experience the impact of this work firsthand on a recent trip to Lebanon where I visited
students who receive meals funded by the U.N. World Food Programme.

For some of these kids, the meal they

day. For many of the girls, this meal was the only reason they were in school at all.

isvital to the health and

These children represent the more than 15 million girls and boys around the world who don’t have
access to any other food besides a school meal or snack.

It takes just $25 to provide a child with 100 school meals, which is why your generous support
oot .

Thad the honor of visitil Lebanes

‘who

into their home, explaining that

their children — both college graduates — couldn’t find jobs, and the family was having to make difficult
choices between food, medicine and other essentials.

Support from the U.N. World Food Programme was helping them get through this crisis, and they

S0 ful for
hope as you give their children the

f people like you. ¥c

parents

for years to come.

UN Y World Food
Program USA

YOUR

Your generosity today can also double in its impact, thanks to a generous donor who has exte

tonot only but nowand
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SUPPORT AT WORK

EARTHQUAKE EMERGENCY

humanita;
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Of thousands of
helter. be
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UN. World Food py, YRIMe SafF on the groyyq
F
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.mcu‘thoﬂﬁ 'he €0sts of basic foods
ach for Syrian survivors

| ncies to reach Auake survivor,
°mergency food boxes tonoy

FrOsity of partners like yo,

- Within 24 hours, e

urish and strengthen

MLUON people i g,
sand Syrian refyges,

Tiirkive and Syri,

Through mobije Kitchens, we've
ssistance throy
S those in th
the UN, Wo,

ugh hot megls
 ready-to.- .
e quake-af ady-to-eat rations ang

ected northy, :
P Food Prograp Pt o

ended a matching
Wl “Tnere are no health facilities in Walgak, so I had to come giftchallenge to us through July 31st. You'll also be makinga long-term difference by helpi d
| touba. The hunger situation is bad in Walgak. We used equip the most ulnerably security.
to plant, but now there it floods everywhere.” jRoseiion e e aie striol
- Nyayow, i oount.rle-hke Syria, Ukraing Zambia, herever
U.N. World Food face severe hunger.

¥ Tanzania (g
3

Donate online at wfpusa.org/fighthunger before July 31 to double your impact.

i . edinvestment to g,
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[O$Ask] matched multiplics to $Ask1x2
[J$Ask3 matched multiplies to $Ask3x2

[ Make my gifta monthly contribution * please consider

Mr. John Q. Sample
Company ABC
1234 Street

GIFT TO MAKE DOUBLE THE IMPACT

¥ YES, Barron! I want to provide double the lifesaving food and support to children, familics and
communitics around the world who are in urgent need. Enclosed is my tax-deductible gift of:

C1$Ask2 matched multiplics to SAsk2x2
My best gift $

To donate by credit card, see the reverse.

Please make your check payable to

lease charge my (] One-Time Gift OR my [l Monthly Direct Debit in the amount of §

to

) Visa O Mastercard ) American Express ) Discover
ard No. Exp. Date
ignature Phone #

(ame As It Appears on Card

Fmail Address

I3 1 am leaving a legacy gift through my will

I3 1 would like more information about how to leave a legacy gift through my will

I 1 would like more information on giving through donor-advised funds. stock and refirement accounts.

7 1 am enclosing my company’s matching gift form. (Please check with your Human Resources or Administrative
Office to determine if your gift to World Food Program USA qualifies for a match.)

)

‘World Food Program USA earmed
This indicates that WFP USA "

s excey

World Food Program USA y standards an

World Food Program USA has a 501(c)(3) classification and. as such, your contribution is tax-dedctible.

. 4-star rating from Charity Navigator,its highest designation.
rds and outperfo h its cause”

FOUR EASY WAYS TO GIVE

s SCANLINE
Anytown, US 12345 ONLINE MONTHLY MAIL 8
wipusa.og/ Tomake your git POBox %6316
enchunger monthy, please M Wastingon, 0¢ <G
visi:wlpusa.org/ 200777566, 3
PO Box 96316 - Washington, DC 20077-7566 + T 202.627.3939 - F 202.530.1698 - wipusa.org

‘monthly

DONOR ADVISED FUND
“To give using your Donor Advised
Fund contact yeur fund administrator
‘and recommenc grants to World Food
Program USA.

i’ives
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CARE International Women’s Day
Campaign

3 President’s
care: Circle

151 Ellis Street NE, Atlanta, GA 303032440

International Women'’s Day
Empower women,
change our world

<Envelope_Addressee>

<Anytown, US 12345-6789>
T A G e

orld Food
rogram USA
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MAKE YOUR INTERNATIONAL WOMEN'S DAY GIFT

VES! | went o supgart women |eaders arcund She workd as they wark o 1 up ther ities. Enclosed & my
inbem shinnal Women's Doy conbribution of
<SASED <SASCT> <SASKI> Others_____
Mo mater when you melks your %, yosr suppart will help empawrer
jets 1 o part of ngernati

<Trwwlape Addrousse-

“ampuny AR

34 et .

<Arymram, 1S 133452180 acare

COCOOOOOOOOONG OOXXKXXEXT E.’Eﬂd!nl'! 9

ircle
President’s 9
g- Circle

DROD CUT

el 2wty iy ot o
o sy

[ le dlite ae M«j—-

Fien ke n g b CARE B vy ]
Flaun muabe yoay chack e iz

!‘::-\I:,:m"'h ¢ tha awaizgn o] e 71- .d.¢7L _t’ M?L
WOIEn lasers noa

caresrg/mEaNn % 4‘:’4&1/-4‘&:»;1. .oy .-ul&.;/n.é
. Y womex ad cheldion.

Uk on o adbinat flon snon engeed? e
'f‘ ) dfrgfetnactinel fwﬂﬁ:; N

Dear <falutations,

Ianar knew she wanted o ‘transfarm ber society for the better.
In humd(“d;'g.ﬂ e

‘Yernen, she gets a chance o da s0 cvery day. \
burmanitarian crisis, with two-thirds x

Yemen is home o the woeld's Largest
of the population

assistance during the country”s ongoing
b P uaenk Wiy bkl ‘woemen suffer the most fram hunger and \
e,

canflict — and also how they @n organize to pratect themsedves and Bt up their

Manar teaches fellow Yemenis, many of wham are women, how ta create e
and opesate village Savings and Lomn Associations (VELAs). These small, “

afifer laans,
emergency nsurance. “Saving money for future businesses isa way for the ke,
particularly women, to get out of poverty, Manar explains.

At CARE, gur woelk is built arund women and gids like Manar.
year, in honee af Intrrnational Wormen's [iay, we'te asking you to help empower
the thedr better.

women

we realize that there
are no borders, we
are simply women,
no matter where you
Amcanar it are...you thil’lk and
g Teel the same.”

nioesd fior over 7% peags gt the heart of desslopmen

“When I talk to women,

And this
e sy
b
by ey degy,
"’“a"bl. .

Right now the global hunger crisis is
disproportionately affecting women.
330 million women and girls [fee on less than
%190 a day; that's &4 million more than men.
Together we can lift up more women and girls and
transform more communities.
If women around the world had the same
opportunitizs as men in the job markat, the
world's economy would grow by 528 trillion.

WITHOUT FOOD THERE IS NO FUTURE

Figat now, millions are facing & undesiable snd growing bunger
crisis a5 food becomes les and less svilable, accessisle, and
affordabile.

Burt when women and girls are nourished, they are the beaders that
support their familbes and communities.

FODO

EQUALS
care’ FUTURE

SR S I, ks, G4 TR

International
Women's Day

Empower women,
change our world

LEARN MORE -

Confidential and Proprietary |
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Developing Respectful Content & Creative

SELII?Q'?I((;)E\I IS REFRAME THE TELL THEIR CONTEXT IS CREATE NEW
KEY NARRATIVE STORIES CRITICAL RULES
R
a8 ¥ o ‘® 1]
Selecting It is essential People living in Context is key Enabling more
imagery that is that we communities when sharing authentic
contextually augment the served have stories and creative and
accurate, narrative from aspirations, images to ensure content will
inclusive and ‘donor as hero’ hopes and respect and require new
fair is critical to to ‘donor as a dreams. Elevate agency to the rules. Break old
enabling a conduit of their stories to individuals rules to create
respectful change. showcase represented. new ones.
product. resiliency and
bravery.
“ {f&%} ﬁgrglﬁlafg%dﬂ Confidential and Proprietary | 23
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