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• Situational Analysis
• Unethical vs. ethical creative 

elements 
• Collecting and telling stories
• Enabling a respectful work 

product  
• Questions & Discussion

Agenda
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Situational 
Analysis
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Take it from them…
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https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/


What’s the problem? 
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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.”

**Source

© WFP/Hani Saleh

https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/


Looking under the hood
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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)

**Source

© WFP/Theresa Piorr

https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/


Ramifications for Fundraising 
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How donors view white saviorism:

• Truthfulness
• The hero tripod: community, organization and 

donor
• Donor as conduit for change 
• Redefining the fundraising offer

**Source

© WFP/Hani Saleh

https://junesfundraisingletter.com/2022/02/22/white-saviourism-in-fundraising/


Setting the Stage
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Breaking the Paradigm
• Telling the whole story
• Contextual storytelling
• Respectful imagery
• Community-based

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/


Ethical
Content
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Respectful Storytelling
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Enabling an authentically respectful narrative:

• The notion of agency
• Respect
• Aspirations 
• Strength
• Resiliency
• Intelligence
• Powerful 

© WFP/Michael Duff



Ethical Creative 
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Image selection is key.
• The use of children
• Accurate representation of situation
• Respectful of diverse cultures 

© WFP/Michael Tewelde



Do

Ethical Creative 
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These images show children with 
moderate acute malnutrition and 
are more representative of WFP’s 

programmatic work. They are 
also depicted with caring adults.

Extreme hunger 
Examples that
would meet these 
guidelines:



Avoid

Ethical Creative 

Extreme hunger 
Examples do not meet 
these guidelines:
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(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. 

(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.  



Ethical Creative 
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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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Do
Examples that
do meet these 
guidelines:

Ethical Creative 

In these images people are ordered, 
organized, active and showing agency 
helping themselves and their communities. 
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Avoid
Handing out of food 
aid
Examples that
do not meet these 
guidelines:

Ethical Creative 

In these images people are desperate, out of 
control and aggressive, perpetuating negative 

stereotypes about people in need. 



Putting it 
Together
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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

Create Multicultural Surround Sound

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.
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Respectful Narrative
Details matter 
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WFP USA Global Impact Report
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CARE International Women’s Day 
Campaign  



Final Words
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Developing Respectful Content & Creative

REFRAME THE 
NARRATIVE

It is essential 
that we 

augment the 
narrative from 
’donor as hero’ 
to ‘donor as a 

conduit of 
change. 

TELL THEIR 
STORIES

People living in 
communities 
served have 
aspirations, 
hopes and 

dreams.  Elevate 
their stories to 

showcase 
resiliency and 

bravery.

CONTEXT IS 
CRITICAL

Context is key 
when sharing 

stories and 
images to ensure 

respect and 
agency to the 

individuals 
represented.  

CREATE NEW 
RULES

Enabling more 
authentic 

creative and 
content will 
require new 

rules.  Break old 
rules to create 

new ones.

IMAGE 
SELECTION IS 

KEY

Selecting 
imagery that is 

contextually 
accurate, 

inclusive and 
fair is critical to 

enabling a 
respectful 
product.  
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Questions?

© WFP/Giulio d'Adamo

Thank You
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