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General introductionGeneral introductionGeneral introductionGeneral introduction on the context  on the context  on the context  on the context 

and applied methods and applied methods and applied methods and applied methods     
We often hear these misconceptions about migrants, 

which we are yet difficult to answer. The "short guide 

to fight prejudices against migrants" written by 

CIMADE (Interstate Committee Movements Beside The 

Evacuees), with a brief argument and specific numbers, 

attempts to provide some answers to deal with such 

prejudices. Here are some examples of stereotypes on 

migrants:  

"They will invade us,"  

"They have all the rights,"  

"They take our jobs,"  

"They are all criminals,"  

"They are too different »...  

"I'm afraid. I'm afraid because for some 
time, I realize that I am surrounded by 
many different people to me. I'm afraid 
they take my work, I am afraid they 
impose their ideas and religion. There are 
many at work, on the subway, near my 
home, in my building... “ 

“I hear that their numbers have increased 
significantly in recent years. I'm afraid 
because these people have many children 
and they will eventually overwhelm us.”  

“They lower the level of education of our 
children. They are very likely to be Muslim 
and the religion scares me because it is 
more important to them than our 
traditions” 

“I think many come to live here and enjoy 
our benefits without working. "  

However, we must relativize the importance of 

migration to Europe compared to what occurs in the 

world. Although the developed countries are attractive, 

in fact people often settle in a neighboring country of 

them, around 200 million people who do not reside in 

their home countries, half moves in a countries of the 

South to another country South, while the other half 

goes from South to North. 

So where does this fear come from? Prejudices that 

feed can they be deconstructed? How do they arise? 

We will focus in this study on the creation of 

stereotypes / prejudices in the media of popular 

culture, specifically in the humanitarian sector and their 

relationship with prejudice against migrants (mostly 

from Africa) in France. 

 

Context of migrations in FranceContext of migrations in FranceContext of migrations in FranceContext of migrations in France    

Migration in France must be placed in its historical 

context, as the perception that one can have of the 

current situation is partly due to past policies. 

This is for work-related reasons, a pressing need for 

labor, that France has hosted many foreigners for the 

first time. This is to satisfy the appetite of industrial 

France, the second country in Europe to launch 

headlong into the industrial revolution that need 

arises. The industry is growing exponentially and we 

always need more workers to extract raw materials, 

whose thermal engines need, to build factories to 

create all manufactured stuff this new world, coupled 

to property technical progress, can produce...  

All the world do not have the financial and political 

support that France has in the nineteenth century and 

this movement is unevenly followed in the rest of the 

world. The population is missing, then filled mainly by 

neighboring countries where employment 

opportunities are less important. 
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Immigrants of Italy, Germany, Belgium, Switzerland and 

Spain came in numbers. For political reasons, a Jewish 

diaspora, mainly from Eastern Europe, settled in France 

and especially in Paris in the early twentieth century. 

Among them are artists involved in creating the artistic 

movement of l’Ecole de Paris. Modigliani, Chagall, and 

Picasso are among the most famous representatives of 

this school and will impact heavily art in France in the 

1920s. 

During the first half of the twentieth century and for 

the same economic reasons, a migration from Poland is 

observed. Polish workers then settled (from 46 000 in 

1921 to 423 000 in 1936,) with the blessing of the 

authorities, to work mainly in the fields and in the coal 

mines of northern France. Xenophobia appears in 

France, as in the rest of Europe during the first 40 years 

of the twentieth century, against foreign populations 

or considered as such.  

A significant example is the Dreyfus Affair, judicial 

scandal that lasted more than 12 years, during which a 

Captain of the French army was falsely accused of anti-

Semitism and will be cleared at the end of a very long 

process dividing the French, one defending and the 

other overwhelming. 

The two world wars also see the number of soldiers 

from the French colonies (in North Africa, West Africa 

and Indochina) fighting under the tricolor banner. The 

interwar period saw for the first time the colonial 

immigration phenomenon grow but it’s after World 

War II that it will be more obvious. Indeed, the after war 

rises flourishing affairs.  

The reconstruction effort is huge and economic 

development will be very important for the next 30 

years. Number of foreigners in Morocco, Algeria and all 

future formerly French territories are invited to join the 

country to participate and even support the 

movement.  

Racism and xenophobia are present but the economic 

reasons do not place the immigration as a central 

theme in the political discourse. 

In the second half of 1970’s and mainly in the 1980’s, 

1990’s occurs a period of mass unemployment and 

huge economic downturn. “The migrant” appears in 

the political debate. 

While some noted the growing communalism of 

foreign populations or immigrant, others think they are 

considered as second-class citizens. Difficulties in 

employment (although the official statistics do not take 

into account this criterion), lack of access to housing 

(see article of Valérie Sala Pala, a lecturer at the 

University of St. Etienne, "Housing Policies and Ethnic 

Minorities in the European Union: a comparison 

between France, Britain, Italy and the 

Netherlands"2005), more identity controls (study by 

Fabien Jobard and René Levy CNRS researchers entitled 

"Police and Minorities: police checks in Paris" 2009, 

showed inequality from minority populations face 

these controls) are all realities faced by minorities in 

France today. 

More recently, the enlargement of the EU has involved 

the emigration of some communities from Bulgaria, 

Romania or Hungary and Slovakia for France. Their 

presence associated with their way of life, far away 

from French standards, now creates problems with 

French population.  

Locally elected political representative, mayors for 

examples, call the police to dismantle the camps where 

these people settled. An allowance called "aide au 

retour" (called "assisted humanitarian return", 

expression related to the topic which will be in our 

study) was even created in 2007 to encourage these 

populations to return to their homeland.  

This device, however, was abandoned in winter 2012, 

even if the destruction of camps continues. 

 

Stereotypes in humanitarian communicationStereotypes in humanitarian communicationStereotypes in humanitarian communicationStereotypes in humanitarian communication    

The cultural production chosen by Cap Solidarités is 

advertising, especially humanitarian communication. 

These productions are mainly made by advertising 

agencies and enjoy generous funding. For example in 

2010, 15.8% of the total budget of the NGO Médecins 

du Monde was devoted to fundraising, the online 

communication costs are integrated. Advertising is 

now omnipresent in our lives and is now considered as 

a form of cultural creation. 
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In France, more than 330,000 NGO are working on 

social, humanitarian or advocacy issues. Earn the public 

attention to a specific NGO is a challenge. To carry out 

their missions, NGOs have to sell themselves to the 

public.  

The associations are inspired by the techniques of The associations are inspired by the techniques of The associations are inspired by the techniques of The associations are inspired by the techniques of 

mercantile business communication.mercantile business communication.mercantile business communication.mercantile business communication. Slogans, 

advertising, documentaries, concerts & festivals, street 

marketing, sales of products (postcards, books, 

calendars ...), using stars to promote his cause... 

Advertising is a very interesting production element of 

popular culture. Indeed, the photo such as video art 

forms is quite recognized. When these two modes of 

creation are involved for commercial purposes, the art 

critic or the auctioneer shall be more interested in 

these forms of creation. However, even if the creation is 

made in favor of a merchant message, isn’t the same 

artistic talents that David Lynch mobilize for a brand or 

to realize Twin Peaks? 

Commercial messages are now ubiquitous. They are in 

our newspapers, on the street, on our TV screens, our 

computer screens and even in our mailboxes. Every day 

we see several of them. Some sometimes become 

cultural references, which can be referred to without 

naming the company or brand advertising itself but 

only by quoting the slogan.  

To create a message, as in all forms of artistic creation, 

advertising uses symbol. But these symbols are not 

meaningless. These symbols carry stereotypes and can 

sometimes lead to a degrading picture of a certain part 

of the population. 

 

The mechanisms for creating and induced The mechanisms for creating and induced The mechanisms for creating and induced The mechanisms for creating and induced 

representationsrepresentationsrepresentationsrepresentations    

According to Paul Villach, in his article "A poster of the 

Abbé-Pierre Foundation: a model of humanitarian 

appeal decoy" three processes are used to heighten three processes are used to heighten three processes are used to heighten three processes are used to heighten 

the reflexes of guilt and frustthe reflexes of guilt and frustthe reflexes of guilt and frustthe reflexes of guilt and frustration to trigger the ration to trigger the ration to trigger the ration to trigger the 

donation of moneydonation of moneydonation of moneydonation of money, linked to organized disorientation 

and a sense of personal powerlessness to the 

misfortune of others. 

 

1. The first is taken out of contexttaken out of contexttaken out of contexttaken out of context, which deprives all 

detailed information about the identity of the people 

and places that require the intervention requested. It is 

the peculiarity of the symbol that is presented here. 

 

2 - The second is the metonymythe metonymythe metonymythe metonymy that fixes his gaze on 

the effects only, that is to say, evil and its 

manifestations, not the cause (s) of this misfortune 

 

3 - The third method is the confusion between the is the confusion between the is the confusion between the is the confusion between the 

individual solutions and collective solutionindividual solutions and collective solutionindividual solutions and collective solutionindividual solutions and collective solution to a 

collective problem. The humanitarian appeal maintains 

the illusion that a collective problem may be solved by 

inexpensive individual solutions rather than a 

thoughtful and deliberate government policy requiring 

considerable investment. 

 

In this sense, it happens that the NGOs pushed the 

button very far. The Action contre la faim (ACF) 

campaigns, formerly recognized by the violence of 

their pictures, are an example. 

Today, the production shows less the people in 

suffering, and more the "action" of the humanitarians, 

relegating victims and beneficiaries as a pretext to 

communicate. We do not need, as it seems, 

informations but justifications. We are looking for, by 

this new mirror, our own image of modern heroes. 
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Description of the chosen samplesDescription of the chosen samplesDescription of the chosen samplesDescription of the chosen samples and  and  and  and 

methodologymethodologymethodologymethodology    

    
To illustrate our study, we use a sample of commercials 

representing three of the most important French 

humanitarian NGOs and international organization 

Medecins sans Frontières (MSF), Action Contre la Faim 

(ACF), Médecins du Monde (MDM). They are also 

representatives of remote times, the MSF advertising is 

from 1986 while the MDM campaign was conducted in 

2005, the ACF of 2011, MSF's Campaign in 2012. 

We choose to focus on the image of this population in 

this context because it is true that the stereotypes 

about migrants' countries are also assigned to them 

when they migrated to the European Union. Moreover, 

we see that some stereotypes concern French citizens 

of immigrant origin but born and raised in France. 

These images have a direct impact on the perception 

of the ‘indigenous population’ on the newly arrived. 

 

Posters Posters Posters Posters     

 
Photo 1: poster from Live 8 (2005) 

 

 

 
Photo 2: poster ACF (1998) 

 

 
Photo 3: poster SOS Sahel (2008) 
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Photo 4: poster MSF (1990’s) 

 

 

Photo 5: 4L Trophy (2009) 

TV spots 

 

Photo 6 : TV spot  ACF (2011) 

 

 

Photo 7: TV spot MDM (2005) 

 

 
Table 1: List of selected samples of popular culture and 

contextualization of production 

 

Methodology: 

A first selection was made randomly on the internet 

with the key words "humanitarian advertising" via 

Google Image for pictures and YouTube 

advertisements for television commercials. They were 

then chosen for the variety of actors, variety of fields, of 

action to reflect the diversity of NGO activities (hunger, 

health, development,...). The amplitude time swept by 

the study is about 25 years. 

The second support selected is the print 

communications, post, and image. Again, the 
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symbolism is strong because the message has to go 

into a single image and some text. Moreover, these few 

elements must be sufficient to trigger the support act. 

Do not forget that in the context of humanitarian 

communication, rather than to inform about a 

particular crisis or mechanisms responsible for these 

situations, advertising is supposed to trigger the act of 

giving. 

A panel representing different eras of the past 25 years 

has been chosen.  

The poster MSF date of 1990s (an exact    date could not 

be identified). Visual ACF date of 1998 and is joined by 

a campaign of SOS Sahel. Poster of the world-famous 

concerts, the "Live 8", was chosen, as well as a 

humanitarian youth project – famous in France - was    

also retained. Although artistic creation is less, it 

reflects the aesthetic creation of specific students 

engaged on this issue. 

 

 

Technical context of production of these elements Technical context of production of these elements Technical context of production of these elements Technical context of production of these elements 

of popular cultureof popular cultureof popular cultureof popular culture    

These media are taken in their entirety. The television 

advertising short format allows us to consider the work 

in its entirety. Considering the photos, their analysis 

cannot be made if they were not taken full. 

These messages are carried by major advertising 

agencies like TBWA, Saatchi & Saatchi, Euro RSCG ... 

conducting promotional campaigns without 

discrimination between merchants and non-profit 

worlds. 

We can consider these productions as achievements of 

the majority (mainstream)majority (mainstream)majority (mainstream)majority (mainstream) because they are in any 

case devoid of any character to make ethnic 

productions. And more, these messages are designed 

to the majority. The goal here is to mobilize the 

maximum among the population. 

Minorities staged in these productions are mostly 

African populations. 
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Table 2: Analysis of the presence of stereotypes on outdoor 

aid campaigns 
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Analysis of the stereotypes: technique used Analysis of the stereotypes: technique used Analysis of the stereotypes: technique used Analysis of the stereotypes: technique used     

 

The figure of the childThe figure of the childThe figure of the childThe figure of the child    

The figure of the child victim is present in 88% of cases. 

The child becomes an icon for the connecting NGOs do 

not address the root causes of these evils. 

In addition, it makes the victims of humanitarian crises 

interchangeable and deprives them of their 

individuality. A skinny black child replaces another 

black child emaciated. No matter what brought him 

there, you have to treat the symptoms faster. 

The target populations are seen through the image of 

the child who is in urgent need of being rescued. A 

child alone, without parents or family, we imagine 

abandoned, hanging around. 

The child was chosen because it symbolizes innocence, 

it cannot be corrupted. This prevents NGOs to justify 

their choice of intervention, but does not fight the 

prejudice of corruption on the continent, although not 

directly increasing. 

The consequences of these prejudices about this 

symbol are numerous: infantilization of people, 

denigration of education and family there, they have 

everything to learn from us, just waiting for us... 

 

TheTheTheThe lack of context and subject identification lack of context and subject identification lack of context and subject identification lack of context and subject identification    

Without explanation of socio-economic policy context, 

geographic, humanitarian crises appear endemic in 

Africa (most victims are represented Africa). The 

standardization of victims hidden diversity of this 

continent, cultures, social situations that develop on 

the 54 countries of this vast continent. Do not expose 

the causes of these crises suggests that they are 

intrinsically linked to these people, and we can only try 

to save the maximum. 

Victims are depersonalized (most even appear back, we 

see that the suffering of the body), to leave only the 

emotion of fear and guilt, fate, related to the black 

silhouette, faceless, no name, no culture. 

The consequences of these prejudices about this 

symbol are numerous: inevitable due to the repeated 

crises that we know nothing, fear of the unknown, a 

feeling of evil come from nowhere that has befallen 

these people... 

 

The white hero/the passive victimThe white hero/the passive victimThe white hero/the passive victimThe white hero/the passive victim    

These two stereotypical attitudes are widely observed 

in our sample. This takes the form of a white expert and 

a passive victim black. 

For example in MSF doctors are whites and blacks are 

treated. 

It is this opposition that creates the stereotype that 

white people have skills, there are no skills locally and / 

or cannot be developed. 

Local people are waiting, they are dependent. Their 

lives take as Northern donors (spot MSF). 

The consequences of these prejudices about this 

symbol are also numerous: these people are not 

qualified or very little, they are dependent, they cannot 

solve problems, they cannot be responsible of 

projects… 
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Main findings from the interviewsMain findings from the interviewsMain findings from the interviewsMain findings from the interviews    
 

Cap Solidarités selected 5 international NGOs to 

conduct interviews. Most of them refused the invitation 

or were not available by the time of this report. We 

conducted interviews with 1 international NGO 

(Médecins Sans Frontières), and 1 international 

fundraising agency who works with several national 

and international NGOs, and a member of local 

delegation of a NGO (Comité Catholique contre la Faim 

et pour le Développement). 

In both first interviews, we intended to stick to 

fundraising campaign as much as possible. Fundraising 

has a very specific objective of making the viewer give 

money to the NGO, so the marketing techniques are 

very specific. However, we also commented to process 

for other communication tools that NGOs can use. In 

the third interviews, we focused more on personal 

interpretation of the campaigns, as the targeted person 

was a collector of posters, not a producer. 

The full version of interviews is available in French 

(sound and transcription) 

 

Caroline Livio, Deputy Director of Communication, 

Médecins Sans Frontières (MSF) 

During the interview, Caroline Livio presented us their 

last campaign, from 2012 and 2013 and refers to it as 

examples. The pictures are attached and available for 

the study. 

 

The process of elaboration of the campaign 

Several departments of MSF are involved in the 

elaboration of a fundraising campaign. First of all, an 

objective of the campaign is defined : what we want to 

do, what we want to say, which public is target, what 

do we expect. Once those elements are defined, we 

decide what tool or what support we will use. The 

choice of the image comes after the definition of the 

message. The communication department makes 

proposals, but doesn’t take the final decision. It is a 

common decision with the operational department, 

the fundraising department and the board of 

administration.  

For public campaigns, we do use photographs. We 

have an international database of MSF pictures. We can 

also order pictures, or buy it if necessary. 

 

The use and choice of images 

Caroline Livio certifies that the person on the picture 

always gives authorization for the use of the image. 

Our consideration on our communication is that we 

cure and we testify of the situation of the person, we 

work for them to get back to some autonomy. We 

consider we must not only tear people’s guts out, but 

we try to make people think about the situation. The 

local population is not the principal actor on the 

campaign, our doctors are. We show our doctors in 

action, and sometimes the population can be shown 

for the context. This year, actually, we wanted to insist 

on the relationship with the patient, to make it 

endearing and close.  

You will never seen a dying child suffering from rickets 

in any of our pictures. We refuse to play with people’s 

misfortune. 

 

The perception of the message, stereotypes conducted 

On this campaign, we haven’t done any study about its 

impact yet. Our feeling is that the donators said they 

recognize MSF, this image is the reason why they 

donate.  

The proportion of local or expatriate doctors is not 

respected on the images (4.400 local staff and 503 

expatriates): we made the choice of a message that 

asks for support to our doctors who leave to go to the 

field, not to support local doctors. Because we imagine 

there is a better identification to the expatriate doctors 

than to local doctors, for our donators who are 

targeted. For fundraising, it is necessary that the 

donator can identify with the message. In other 

communication, the proportion is different. In the 

current campaign, there is one black doctor : he can be 

expatriate or local staff. Other doctors are from 

minorities. There is an important proportion of women.  

I strongly reject the stereotype of the French doctor, I 

do not want to see the typical blond women doctor in 

our campaigns. There are some places where anyway, 



12121212    

there is no local surgeon : either they are dead, or there 

are none, some specialties do not exist in some 

countries. Most of our volunteers are then European, or 

white doctors. 

In 2004 we did a very different campaign : it was the 

image of a mosquito sucking blood from a puddle in 

the shape of Africa. It said : “this is a weapon of mass 

destruction that nobody is interested in”. It didn’t work. 

There was a lack of humanity, and the terminology was 

negative. We did show the mosquito, we did show 

Africa, but it had nothing to do. 

 

The link with an impact on migrants 

In a project with undocumented migrants in Paris, we 

did protect the identity of the people on the images, 

with fuzzy face or change of names ; we did have 

written authorization for publications. The people were 

no more recognizable, so that they couldn’t be 

stigmatized. We also do it for patient with very specific 

illness, AIDS or multi drug resistant tuberculosis, we do 

not show their face. It doesn’t take away their integrity, 

but it protects them from being discriminated.  

We have never thought of any impact images from the 

south could have on migrant communities here. Maybe 

we could consider it as well. But I think it would be a 

mistake to modify our images because of a perception 

we suppose might exist. It is very subjective. It would 

be necessary to have a real scientific study on the 

perception of our image and its impact. I think it would 

be interesting to wonder about the impact we can 

have on the population we work with.  

In our work, we integrate the respect for the dignity of 

the person, and the no-use of a person for fundraising 

or information purposes. I think it is already enough to 

consider. 

I think MSF wouldn’t give up showing the dual relation 

between a doctor and a patient. We wouldn’t go for 

not showing human beings, this would be a change of 

identity for MSF, it wouldn’t correspond to our social 

mission. All the thinking we had about this campaign 

confirmed that we wouldn’t go only on the intellectual 

field. Personally, I would like to show some more 

context indeed. 

 

Alexis Vandevivère, Director, Adfinitas Paris 

 

Presentation of the agency and its work 

Adfinitas is an international agency, born in Holland, 

present in France, UK, Germany. Adfinitas produces 

fundraising campaigns for NGOs essentially, with 

targeted mailings. Adfinitas France works with 22 

international, national and local NGOs in a regular 

basis, and others more occasionally. For example : 

Action Contre la Faim, Solidarites International, Secours 

Populaire, Sidaction, les Petits Frères des Pauvres, etc… 

It is different from any other advertising agency 

because there is a real expertise about what is a NGO 

and how it work. It has specificity and needs in terms of 

organization that affects it fundraising strategy (the 

social mission, the board of administrators, the control 

of how the money is spent…).  

We work under an obligation of means, not an 

obligation of results. Because we can always collect 

more money : the more you concentrate on the sordid 

aspects (être “misérabiliste”), the more money you can 

collect. And it can be done at any price.  

Our agency is only a tool at the service of a NGO. We try 

to complete with the principles of the Comité de la 

Charte (a French organization created to control NGOs 

management, especially financially) : transparency, that 

the Board of Administrators keep a perfect control on 

the message we create, etc… 

 

The process of elaboration of fundraising actions 
(mailings, …) 

As a marketing agency, we plan our strategy with 

annual budget : it defines what campaigns we will 

work on. Except for emergency campaigns, when they 

happen. Then, the budget execution during the year 

will define if we need to push more or less some 

“accelerators” to reach some results.  

In the process, the NGO first defines what she wants. 

We can help to define it, for what they want to say, 

why, how… The Creation department works on it. Then 

the marketing department takes the message and 

works on a way to present it to be successful. If we 

need some picture, it is at that stage we ask the NGO 
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some ideas to illustrate the message. In case of 

emergencies, for example for the Philippines, the 

image made the message. There was a perfect picture : 

a scene with boats turned down in the back, and two 

local people on a pontoon. They had written : “we need 

food”. It was a perfect image because the context was 

clear it was in Philippines, there was humanity, it was 

made by local people, and it generates empathy.  

 

The use and choice of images 

Alexis Vandevivère certifies that the person on the 

picture never gives its authorization for the use of the 

image. In the NGO sector, as long as the image respects 

the dignity of the person, it is expected to be ok. But 

the concept of dignity is very subjective. NGO are 

responsible for the dignity of their members.  

It is important to have humanity and to generate 

empathy. To concentrate on sordid aspects of life can 

generate a reject from the public. It is necessary to 

touch the heart. Cold or technical messages do not 

work for fundraising. Sometimes, we need to “travesty” 

the reality. For example, disability is something “ugly”, 

we have to search for a way to make it look less ugly. 

Also the reality on the field is usually much worse than 

what is shown, even in harder pictures. 

From previous experience, we understand that when 

we show a child subject, people understand there is 

still hope to do something for him or her, so the 

donator feels he can help. This doesn’t really happen 

with the image of an adult. Even if the NGO works with 

adults and children, it is more useful to show children 

for fundraising campaigns.  

The picture must represent some action. For the 

donator, I personally think also that if there is a feeling 

of adventure, it works better. The French Doctor, with a 

Range Rover, travelling to deep African areas to save 

dying children, it has been idealized. Some of this 

feeling remains in the donators mind.  

 

 

The perception of messages 

We do not create feeling of guilt, at least never 

deliberately. We do use the techniques of creating debt 

for the donator. This means, in a mailing, we add some 

gadget, or some more valuable object (stickers…) to 

reduce the process of destructing the message. The 

donator can “touch” the action, in a way. For example, 

a very successful mailing for Action Contre la Faim : we 

added in the envelop a needle used for feeding babies, 

together with a picture a child being fed by ACF staff. 

In this mailing, there is also more text with context to 

explain the condition of living and alimentation, the 

needs, the local political and climatic context, etc…., It 

is taken as a whole to be successful, we cannot take 

each element apart.  

An NGO as Action Contre la Faim, one of the tougher in 

terms of images, has a much larger impact in 

fundraising, than Solidarités International, who does a 

very similar work, but communicates on technical and 

intellectual concepts. What is necessary is empathy, 

depending on the cause, it is not always necessary to 

explain much to make people give money. 

We consider that to supply information on their work, 

NGOs use another tool, for example a newsletter, or 

regular publication.  

In a NGO, the communication department serves the 

social mission of the status, they do information or 

educational campaigns. The fundraising and marketing 

department are added to collect money, but they are 

not fundamental, they are a tool, they are a “necessary 

bad” for the NGOs, they do not collect money because 

they like to. Sometimes, the communication and 

fundraising campaigns produce very different 

messages, it is not surprising because their objective is 

different.  

At Adfinitas we do not work on poster for public 

campaigning. It is not enough intrusive, it doesn’t 

work, neither street or tv spots. It can be used as a 

complement to an intrusive campaign, like mailing as 

we do.  

In England, they are much tougher with images. NGOs 

spend much money for campaigning, the images they 

show usually can be harder than in France, and they 

collect less money, as a general trend.  
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The link with an impact on migrants 

For the general public, it is confirmed that there is that 

idea that “Hunger is Africa”. Even if it is not true. Maybe 

some NGO, like Action Contre la Faim, mostly show 

African children in their campaigns. It seems to be 

more effective. 

The action of a white person, and passivity of the black 

person in the campaign, it is not so true anymore. 

Today, in Action Contre la Faim campaigns, there are 

more black people carrying out the action for the NGO. 

There was a period when European people went to 

Africa to help them, and it was true. And now, all these 

NGOs are working on the autonomy. If they do it this 

way, it is also because it is more effective there, not for 

a communication reason. For example, Action Contre la 

Faim gives mobile phones to local population, but it is 

impossible to show it in a campaign, nobody would 

donate money to buy African mobile phones. 

But we do not really wonder about having a white or 

black person as a main character in a picture, it is not a 

problem for us.  

(From here with the participation of Alexis Poniatovski 

Creation Director at Adfinitas) 

We do play an emotional and misery fiber in our 

mailings. But people forget about what they see, soon 

after. So our messages or images have no more impact. 

Our messages have 2 components : the 1 mailing may 

show some misery and generate empathy. The second 

mailing usually shows local people in a more pro active 

role. This second part will come if he donates in the first 

time. 

We are convinced there is a complete distinction 

between a migrant in our country and the local person 

in a NGO campaign. For the perception of the public, 

the person in the picture is not the person who will 

come to our country. It is not the same reality that is 

shown. The repetition of the images could generate an 

idea, about Africa. But this would have to be 

demonstrated. We show an image about Africa, not 

about the reality here. For example, doing fundraising 

for La Cimade (a NGO working with migrants), is much 

more complicated : if you take a picture of the same 

child, but put it in the streets of Paris, it will not work as 

well.  

Anyway, if you can demonstrate there is a link between 

both, we will be interested to know about it and do 

some thinking within our work. 

 

Guy Dequeker. Member of local delegation of Comité 

Catholique contre la Faim et pour le Développement 

(CCFD) and collector of campaigns posters. In Lille 

 

The evolution of campaigns : images and messages 

At the beginning of the 1960’s; the first campaign of, 

then called, Comité Catholique contre la Faim, is the 

typical poster of a black child with a big belly. In 1967, 

the name changes and includes Development, then it 

becomes CCFD. The messages are about 

mechanization, with images of machines for 

agriculture.  

In the 1980’s, the notion of solidarity appears, with a 

global vision of the planet. In 1981, we have a poster 

on the arrival of a migrant. At this time, France “is 

importing” labour forces from other countries, who 

would accept the working conditions here. In the final 

1980’s, there is a new message about what is 

development. Assuming that people don’t need us to 

give them food. A campaign in 1989 saying that we 

don’t give food to hungry people, was not understood 

at that time and had to be withdrawn. Nowadays, that 

message would be very well understood. 

In the 1990’s, campaigns are about globalization, and 

peace. From 2000, we try to call for public opinion, 

advocacy is stronger. We have some drawing instead of 

images. Also some pictures of local population, it 

wasn’t so usual before.  

The last step, was in 2010, with a new kind of message : 

recognition of the partners. This is in line with the 

reality going on in the field. And with our raising 

awareness in the North.  

When we are present on an event; with CCFD 

volunteers we usually carry out a kind of pool about 

our campaigns. We present 10 posters, and we ask 

people wich one they prefer, and why. This is good way 

for them to get to know us. We find out that most 

engaged or advocacy campaigns are now more 

successful. 
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CCFD : in advance in terms of representation of what is 
cooperation 

Not all of our campaigns are about donation, actually 

few of them, and more in the recent years. We mostly 

do it by email. 

In general, people’s representation is not sad. They are 

neutral, or transmit a positive attitude, it is our 

objective. There is no miserabilism. Once a campaign 

was showing misery, and the local partners did react 

negatively. CCFD intends to call for reflexion and 

responsibility, no charity or pity. If we do not change 

our way of seeing and doing things, we can always 

keep giving, it is useless.  

 

The inclusion of migrants and local partners 

Migrants are a small minority within CCFD volunteers in 

France. Some would say that CCFD respects them as 

migrant. Some of the workers are from foreign origin, 

but it is not clear about this link to communication 

purposes. 

What is definitely sure, is that since its beginning, CCFD 

is based on partnership. CCFD doesn’t not have direct 

projects, all goes through local organizations whose 

voice is reflected in the campaigns. The partners are 

the ones telling CCFD about their images : for example, 

they told us it was not so necessary to have machines 

and mechanization. 

Every year we invite partners from the South here in 

France, to testify. Last year, one partner from 

Nicaragua, told us his story. We thought then that they 

didn’t need us anymore. He answered : We do need 

you. We need you to think together. This is the 

message of our last campaign on the value of partners.  
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Forcoop Cora Venezia Sc organized two open meetings 

in the region of Veneto in tight cooperation with 

Veneto Lavoro. Forcoop held an open meeting in San 

Donà di Piave (in Venice area) on 22/01/2014 with local 

members of the Democratic Party, and an open 

meeting in Trichiana (in Belluno area) on 24/01/2014 

with some redundant workers. An Italian citizen of 

Moroccan origins took part to the open meeting 

organized in San Donà; whereas among the 

participants of the second group there were a person 

coming from France and a person who experienced 

migration to Australia during her childhood. 

Features of the groups on terms of age and educational 

qualification were quite different: in the first group 

there were people with medium-high education and 

the age range was 29-60, while the second group had 

medium-low education and people were 37-61 years 

old. 

People from the first group live in San Donà di Piave, a 

medium-sized town in Venice area with 12% of migrant 

citizens. Participants from the other group live in small 

villages near Feltre, a hill town in the southern reaches 

of Belluno province, where about the 10% of the 

population has a migratory background. 

Forcoop used some of the movies clips prepared in 

collaboration with Veneto Lavoro and in particular the 

areas Forcoop decided to focus on were: employment 

with the first group, and employment and social 

behaviors with the other group. 

 

Cap Solidarités has planned two discussion meetings 

about stereotypes on migrant population in 

humanitarian aid campaigns, in France.   

The discussion meetings last two hours and a half each. 

They are organized after work, in the afternoon, so that 

people can attend more easily. Each group gathered 

between 6 to 12 invited participants, in order to allow a 

constructive discussion. Cap Solidarités uses some 

samples from the initial study, and some posters 

collected during the interviews. The presented sample 

is then of 4 posters and 2 videos: . 
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Photo 8 to 13 : samples used for the focus groups 

 

 

The structure of each meeting is: 

♦ A general presentation of Cap Solidarités and a 

brief presentation of the project BEAMS. The 

previous research is not presented at that stage, 

but some references are shared in the discussion 

later. We do a short ice breaker on illusions in the 

images. 

♦ A first activity aims to express feelings, to define 

our perception of the concepts and to understand 

our reactions to some campaigns sample. For that 

activity, we show pictures and videos, one after the 

other. On each one, we ask the participants : their 

feeling when they see it, the idea or concept that 

comes out of the visual, and adjectives that can be 

attributed to the character on the image. They 

write it down on pieces of paper that will be 

pasted around the poster. We read them out loud 

and share about it briefly. 

♦ A second activity aims to think together if those 

posters create a stereotyped image towards local 

population, if this can be linked to migrants here 

and how that process would be. For that activity, 

participants are divided into smaller groups. Each 

group chooses one of the posters from the first 

activity. The group has to fill a series of four tables 

about the poster : first table about the first general 

impression and what we felt, second table about 

how the North and South are described and what 

we see, third about the interpretation of clichés 

about the relation between North and South and 

the message that is transmitted, the fourth table 

asks about existing clichés about migrants. The 

discussion goes between the third and fourth 

tables, to compare stereotypes about the South, 

and its relation to the North, and stereotypes 

about Sub-Saharan migrants.  

♦ The conclusion of the meeting is about the 

strength of stereotypes, and their impact on our 

attitudes. We show a parody video clip from the 

internet. An evaluation form is filled in by 

participants.  
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The pedagogic contents are inspired by the work done 

by Iteco (Belgium). The use of those tools intends to 

start the discussion with non biased reactions. That 

methodology also ensures active participation and 

expression of all participants. We focus on the impact 

in the humanitarian sector. 

Cap Solidarités invited personally 23 persons, 

representing different organizations selected in the 

Nord Pas de Calais regional network. Unfortunately, it 

was not possible for all of them to attend the meetings. 

All invited persons are involved in international 

cooperation actions, on a local or international level. 

There are migrants, students and participants with a 

diversity of professional backgrounds. They are also 

targeted public by the fundraising campaigns we 

study, because of their profile and sensitivity to the 

South. Two dates were available for the meeting, each 

person could then choose the date that suited better to 

participate in a meeting. The groups were to be 

diversified in terms of background of the participants.  

At the first Open Meeting, most of the participants 

were members of international solidarity associations, 

or working with migrants. One was a member of an 

internationally recognized organization working for the 

rights of migrants. There was one migrant from an 

African country, and one 1st generation migrant from 

Northern Africa. The only female was younger, she was 

a student, the facilitators were female as well. The 

others were male and active workers or retired, two of 

them over 40 years old.  

At the second Open Meeting, all participants were 

engaged in international solidarity associations. There 

was one migrant from an African country, and one 2nd 

generation migrant from Africa as well. Gender was 

more balanced, with a majority of women present. One 

was a student, and all other participants were active 

workers. All the meetings are carried out in the town of 

Lille, in Nord Pas de Calais. 
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The most interesting and important aspects of the 

open meetings organized by Forcoop Cora Venezia 

could be summarized in a few words. 

Both groups consider the role and impact of public 

institutions as pivotal and they both judge public 

interventions as ineffective and insufficient. Their 

ineffectiveness is particularly stressed when 

participants discuss about employment and 

integration policies. 

Secondly, it is very urgent the idea that most criminal 

are migrants, the prejudice/stereotype to associate the 

criminal act to "Slavic" and "Moroccan" people is quite 

predominant. Much of the responsibility is attributed to 

the media as they have the power to influence the way 

we see things and, therefore, the way they report facts 

is given a negative judgment. 

While in the case of the first group, coexistence with 

migrants is a reality experienced on a daily basis (at 

work and in the social life in general), in the second 

case a few people have directly experienced to be in 

contact with immigrants. Nonetheless, the second 

group judges migration and integration in a definitely 

sharper way than the first group. 

In both cases, images taken from movies are 

considered as realistic, especially those clips showing 

Italian employers exploiting foreign workforce and 

depicting migrants, especially from Eastern Europe and 

Northern Africa, as criminals (or supposed so). 

Immigrants are considered by both groups either as 

extremely poor people looking for a better life, 

available to accept any kind of job and living condition 

or as people at high risk of committing crimes. The 

ongoing economic crisis sharpened the perception of 

migrants and thinking they access public economic 

support more than Italians is widespread. 

Among the democrats a person from Morocco was 

present: nobody talked about Moroccans or Muslims 

during the open meeting, but debate focused on Black-

African people and people from Eastern Europe. 

Probably, people “censored” themselves in order not to 

offend the participant from Morocco. 
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On the other hand, in the other group there were a few 

people who experienced migration in the past (from 

Italy to Australia in one case, and from France to Italy in 

the other case): they both told how difficult it was to 

integrate and “mix”, but they acknowledge they were 

not subject of racist behaviors. 

 

Photo 14: The focus group in Lille  

 

In the open meetings organized by Cap Solidarités, the 

first part of the activities was dedicated to express the 

link between the campaigns produced (as posters or 

video) and the perception from the participants. The 

fact that they individually wrote down different 

elements of their perception ensures an unbiased 

phrasing from each participant. The room was very 

silent, and they took it very seriously. It was felt as a 

difficult exercise to name the feelings felt at first view, 

to resume on global message from each, and to 

personify the character with adjectives. Even though it 

was hard, all participants were pleased to think about 

it, because we never stop and take time to wonder 

about our perception of those images and discuss it 

together. Some participant actually related it to 

studying the “subliminal images” that are inserted in 

movies, of advertisement, and are supposed to 

“manipulate” or at least influence our behavior. Here, 

we study images we do really see, but we expect they 

have some impact on our unconscious.  

Most of the images provoke some feeling of “irritation” 

or “anger” for the viewer, and “pity”. The character is 

usually seen as “lonely”, “abandoned”, “poor”, hungry 

or thirsty. We think “poor child”, “he is innocent”, “he is 

alone”. We feel “ashamed” and “responsible”, there is 

some “guilt” transmitted, and some kind of 

“aggression” towards us. 

In the ACF poster, we have a very strong reaction of 

“horror”, some participants even compared it with the 

concentrated camps of the Shoah. This poster was 

really unpleasant for all participants, you had to force 

yourself to watch it. The vocabulary used for the 

reactions of the participants was very strong and 

negative. We do not know if they are boys or not, the 

characters are not identified and out of context, they 

are “nacked”, skinny, and this provokes a feeling of 

disgust and irritation. It does make you feel the misery, 

the French word “miserabilist” was used for it : that 

word is used to describe something that makes you 

feel pity and misery, especially when showing striking 

poverty and making you feel somehow responsible for 

it. The same happens with the video clip from the same 

NGO. You feel there is “a danger”. The child is begging 

for you to react. But the voice  makes you feel 

uncomfortable, ashamed : it reminds you of comments 

you hear around you about helping the poor. They are 

complaining about the reality that is shown. The 

duality between the hardness of the image, and the 

people commenting “with no heart”, makes you want 

to intervene. We can also identify to the voice, as we 

may have ever said that kind of disapproving 

comments when seeing that kind of images, even if we 

wouldn’t be proud of saying it. The group understood 

it as a way to give responsibility to the viewer, that 

should give money because he “feels guilty”. One 

participant felt ironically “amused”, in the way you are 

torn between two opposed feelings, and a very realistic 

situation. 

The feeling comes from the character, or from the text 

written. In the poster from SOS Sahel, the direction of 

the text written “can be seen like a scream from the 

child”, “asking for help”. It can also be understood that 

the child is “sitting, scratching the floor with his hands, 

we see like a hole”, and “he is looking towards the 

horizon”, for “hope”. It accentuates his loneliness, the 

rest of the image is just desert, he is sitting in a corner 

of the frame, “isolated”. As if the only help could come 

from outside. The sentence says “WE will save Sahel”, as 
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it is the viewer’s responsibility to save that child. This 

poster was not really appreciated by the participants. 

In the chosen sample, there were not many characters 

directly begging for help. In the ACF video, his way of 

looking at the camera could be perceived like that : the 

child is looking towards the outside, out of where he is, 

begging for “help that cannot come from where he is”. 

Actually, we do not see any staff around those two 

children.  As well as the MDM video, the look of the 

child towards the man, the child is down looking up at 

the man, trying to make him pay attention. But the 

man was clearly “careless to what is around him”, 

“indifferent”, “selfish”. The child is “discreet”, “patient”.  

Here there were two different interpretations: whether 

it was a representation of guilt from that man, that 

always had in his mind this feeling that he should do 

something from that “black and barefoot” child he has 

seen somewhere but he is not really aware of it, he 

doesn’t know how to act for it, or whether it was the 

idea of poverty, represented by a “poor child”, pursuing 

the man until he dares paying attention to him, from 

the morning through the day; “it gets stronger when 

he passes in front of a street campaign about Africa”; 

and remains for a while more, until the child simply 

disappears, forgotten by all. “It is a representation of 

what is memory lapse”. This process can also work on 

us, we will probably remember this campaign : it is a 

child represented. And “it helps impacting the public, 

better than showing a farmer for example”. The image 

of “a child stays in the memory”, at least for a while. We 

can identify to that man also : we remember images for 

a while, “and come back to our daily activity”. 

The video from MDM was understood as positive, with 

“hope” and “optimism”. Maybe it makes us feel “less 

guilty”. Because it opens the possibility to “act also by 

being engaged”, not only financially. This video was 

quite appreciated, for the music and the softness.  

The poster from MSF is more recent. The message is 

less rough. The light is soft, so soft that “you wonder if 

they are real people in the back, they seem unreal”, 

“like ghosts”. There is a feeling of “sweetness”, 

‘humanity’ and “good will”. Here the local population is 

very “numerous”, a crowd is “waiting for being 

attended”. One participant noted that “they are clean”, 

they “pay attention”, they are “devoted” and “trustful” 

in the doctor. Maybe even smiling, it is different from 

what we are used to see in a medical consult! The use 

of light gives some hope to the image. This is the only 

poster where there is a white doctor : she has her hand 

on the head of a black child, we can think this hand 

“transmits knowledge”. With the light used, it is not so 

obvious to distinguish the head of the child, and we 

can see it as “saving hand”, being lightened in the first 

place. The white person symbolizes “the help coming”, 

with the text message we understand she “gives 

without counting”, “devoted”. One participant says 

“again!! The white doctor saving poor black 

population!”. There is a “paternalistic tone” in the visual.  

Photo 15: The focus group in Lille  

 

With the presence of the white doctor, we find one of 

the process the professionals explained during the 

interviews : “identification”. The idea is that the viewer 

identifies himself, and then gives money to be active 

and responsible. One participant said the first feeling 

here would be “this is what I want to become”. And 

then, explained that getting to know the reality 

through the execution of solidarity project, his view 

and expectation had changed, and he is not so sure he 

wants to go towards that idea.  

The last poster sample is from CCFD, and it is taken 

from a very different angle. The first reaction of 

participants was “surprise” at seeing it. It was more 

striking in the second group, when we showed it just 

after the ACF poster, all participants expressed a 

“Ahhhh”, as a relief! One of the participants in the first 

meeting was from the local delegation of CCFD, he 
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knew the poster, but ensures the meeting and 

discussion changed his view on it. The simplicity of the 

character was striking, and could result “ambiguous” : is 

she “poor”, “lost”, with “moral suffer”, or is she just a 

“young” and “natural” woman, maybe even “strong” 

and “proud”. Actually, one group noticed that if you 

look only at the inferior part of the character she looks 

poor (hiding her face for example), and on the other 

way, if you hide her feet, she looks more wealthy. Her 

hands are hidden, they are “not begging towards us”. 

She stands straights, barefoot, in the light of the poster. 

The sentence enlightens the message : she is not what 

we expected her to be, she is an “entrepreneur”. There 

is some “admiration” for her, no more pity as we felt 

before. This message clearly “fights against 

stereotypes”, “changes our look”, teaches us “not to 

give too much importance to images”. “They make us 

see the same reality, and make us see it in a different 

way, they do not show us another reality”. It also makes 

us process thinking. This campaign has been successful 

(we studied it also in the interview in WS1), and the 

public appreciated the new focus. We agree it is an 

example of good practice in this project. Actually, it can 

make you donate money, but also raises your 

awareness and can make you engaged in other ways, 

more “sustainable”. “It is no more humanitarian aid, it is 

more solidarity”.  

Even if we made a difference between the clearly 

donation campaigns from ACF, SOS Sahel and MSF, 

and CCFD who doesn’t directly ask for donation, one 

participant mentioned the last CCFD national 

campaign, different from our discussion on 

stereotypes, but interesting in its concept : the image is 

a cheque of 40 euros, with a text saying “everybody can 

participate”. This way of communicating has not been 

appreciated at all by the members. 

 

The ACF,  MSF and CCFD posters were studied more 

deeply by the participants. For the first two, ACF and 

MSF posters, and we might say for the one from SOS 

Sahel a well, the objective of the campaign is not at all 

to inform or raise awareness about any cause. It is 

clearly to promote and stimulate donation. They are 

known, especially MSF and ACF, for working in 

emergency situations. But they also do development 

actions, as the other selected NGOs here. The focus of 

the study is on humanitarian aid, not necessarily in 

emergency situations. Here we find the mechanisms 

used to stimulate the donation. We couldn’t get 

interview with ACF, but the concepts mentioned here 

by the participants matches the concepts linked with 

humanitarian aid in the 1980’s : pity, suffering, hunger, 

“miserabilism”. The way of impacting the viewers’ 

feeling has changed quite a lot over the year, as the 

concept of development cooperation has changed as 

well. But each organization has its own policy in 

fundraising strategy. In the MSF poster from 2012, 

some of the concepts mentioned by the participants, 

as “humanism”, “empathy”, “sweetness” are the same 

as Caroline Livio mentioned in her interview (see WS1). 

As we figured out during the interviews, here the 

participants also mentioned the difference with CCFD 

communication strategy : it goes a step further than 

other organizations. A new concept, in order to break 

down the stereotypes, appears already in 2010. 

    

From perception to attitudesFrom perception to attitudesFrom perception to attitudesFrom perception to attitudes    
 

In the Veneto focus groups, most personal stories were 

about positive coexistence with migrants. 

In the “Democrats” group all participants had first-hand 

experience to share either to confirm “migrants are 

good people” or to explain the personal conflict 

between their “racist” and “good” souls. “Being a 

democrat” influences the way participants from the 

first group act and discuss about their perception of 

migrants. Most of them define themselves as “racist” 

and they acknowledge to think that “Italians should 

come first”, but soon after this, they are frightened 

about their perception, they try to “control” themselves 

and in some way “soften” their thoughts: they feel to 

be as real “democrats” only when they think of 

migrants in a welcoming and open-minded way, 

sometimes with a “bleeding hearted” attitude. These 

people trust youth will overcome prejudices and 

stereotypes: young people attending school have the 

possibility to grow up in a multicultural society. 
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 Actually the younger participants from this group state 

to feel like they are “citizens of the world”, they do not 

see boundaries in diversity, but an opportunity for 

anybody; they consider racism as a non-sense. 

On the other hand, in the first group just a few people 

had first-hand stories about their coexistence with 

migrants, and they mentioned them in order to deny 

what others were saying about migrants’ narrow-

minded and criminal behaviors. The second group 

faces the integration issue from a different perspective: 

migrant people they usually refer to are Muslims, and 

they think those people, especially Moroccans, are not 

willing to integrate in our society, they are narrow-

minded and underdeveloped because of their religion, 

and thus they do not make their children integrate. 

People from this group do not define themselves as 

racist: some of them say they do not agree with some 

aspects of migrants’ culture; some others think they 

will soon become racist because of the privileges the 

public institutions grant to migrants instead of Italians; 

a few tries to say the others are wrong and things are 

not like the media depict them. 

Photo 16: The focus group in Lille  

 

In the open meetings organized by Cap Solidarités, the 

participants acknowledged the quality of discussion 

without taboo. Since the beginning of the meeting, it 

was made clear that the objective was that each of 

them could participate and express personal feelings. 

We knew the topic was delicate to be treated in an 

open discussion. The ice breakers with optical illusions 

helped them feel free that there is no wrong 

interpretation, but only different views. If most of the 

participants didn’t know each other, they did know the 

staff from Cap Solidarités, and we consider there is 

enough relation of trust and it facilitated honest 

participation.  

We found a lot of stereotypes transmitted in those 

posters. Some of them are similar to the findings of our 

previous research. Here we focus on stereotypes that 

can also be attributed to migrants, not all stereotypes 

found on the posters. 

“There is no other reason to be in starvation than just 

the fact to be African”, as if there were no other 

elements from the context that would be cause for 

hunger and poverty. There is no context showed. All 

Africans are hungry is a very quick generalization.  

Migrants are Africans, in the common opinion, people 

are surprised when we tell them they are also from 

other origins.  

On the other hand, “Africa with forests doesn’t exist in 

those representations”, the richness of Africa is never 

illustrated. So how can we remember it exists as well? A 

lot of people consider Africa is only poverty, and has no 

wealth at all.  

Africa is actually a continent, too often considered as a 

one big country, taken as a whole. The crowd of young 

people looks like a “wave”, as “they all arrive together” 

at the consult, they are seen as a whole. Actually, some 

participants observed that we couldn’t distinguish the 

faces of most of the crowd, it is just a crowd.  

On the ACF poster, there is a notion of “solidarity” 

between the persons, or “fraternity” : even in the 

poorest conditions, scrawny as the two children are, 

the taller one carries the other one. It is also “brave”. We 

didn’t mention it as a common stereotype in the 

meetings, but this is a type of comment that can be 

heard about migrants as well. 

A clear “relation of assistance from North to South” 

comes out of the posters, in all 3 posters from SOS 

Sahel, MSF and ACF. This is a stereotype we have about 

migrants in our countries : they are “interested”, “envy 

us”, “come to take something from us”. The North is 

represented as superior : “the hand that gives is always 

over the hand that receives”. We are supposed to be 
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the ones able to help them. We do think “we help 

them”, “they are never going to help us”. 

The CCFD poster plays on that relation we expect, with 

a neutral image, and destructs it with a sentence that is 

negative about what we expected, and then positive 

about what is the reality : “this girl is not a street child 

in Sao Paulo, she is a woman who created a 

cooperative”. One participants clearly stated the 

message was : “we have to turn away from pre-

conceived ideas, stereotypes, we have about people 

from the South”. Here there is a relation of partnership 

between North and South, supporting development 

project ; it is no more dependency. Also that ideas can 

come from the South directly, she brings it. This is one 

of the principles today in international solidarity, and it 

is to be spread. 

In the clichés we hear about migrants, we find the 

superiority of North population over any migrant, in a 

similar way as it appears in the posters. The “migrants 

depend on us”. They do not work, they “benefit from 

our social system”, generated from “our” work. As in the 

South, they depend on our donations, when they come 

to the North, they are seen as “passive”, expecting a 

job, not actively working. 

About job insertion, one participant, migrant, testifies 

about major difficulties in France : there is more racial 

discrimination than in Germany, for example. There, 

she worked in logistics, corresponding with her high 

qualified profile, and in France, she was never selected 

after going to the interviews, or after detailing her 

origins over the phone, she felt some discomfort in the 

relation. After years of failed opportunities, she finally 

settled her own business to get some work. There were 

no comments to explain the reasons of this 

discrimination, it would be illegal in France. People 

never say they do not select you because of the color of 

your skin. It is also very taboo in French culture. 

One other word that can be heard about sub-Saharan 

migrants is “dirty”, also related with “poor”. Actually, 

several participants were surprised that in the MSF 

2012 poster, the “crowd is clean”, “they don’t look ill”. In 

one meeting, it is said that migrant are also judged on 

their physical aspect, even more than other part of the 

population. For a migrant, being well dressed is also a 

way to “show that you are educated”. It is especially 

important to take care of it, because the first look 

people have at you may not be neutral. 

About migrants, we actually find a common thinking 

that they are un-educated, with low qualification. This 

is not a stereotyped background we mentioned from 

the posters, but when thinking about it the other way, 

we realize “there is no black doctor”. The image of local 

population is never favorable about its educational 

background, “we never see them doing something”. 

We mention that in the MSF campaign, there is one 

black doctor on one of the posters, but it is not part of 

the selected sample. One participant thinks it 

represents part of a reality that “most of African doctors 

are trained in France, just recently they start to be 

trained locally”  

We also mentioned other stereotypes about migrants, 

but we do not link them to humanitarian posters. We 

consider there are also very different other source of 

influence, as it is explored all through this project, and 

further. For example, stereotypes of “dangerous”, 

“corrupted, “mistrust”. In our work, when we tell people 

who are outside of our sector, people around us, that 

we work in international solidarity, they immediately 

associate  : you are “going to help Africans”; or you 

“help little unhappy children in Africa”. 

We acknowledge there is a link between the two kinds 

of stereotypes, about migrants and about local 

population, as the same concepts are repeated when 

we speak about both. The tables (table 3-clichés North 

to South and table 4- clichés on migrants) show the 

same words in both focuses : poverty, economic 

dependence, superiority of the white person, 

vulnerability and ignorance of black person, passivity or 

laziness, dirtiness, important number of children. Those 

words were written in the table about stereotypes 

about migrants, and mentioned in the description of 

posters before. This is how we establish the link. 

When we ask directly the question to the group, “is 

there a link between the image of the local population, 

and the image we have of migrants here”, the group 

has a common answer : YES. But we wonder if asking 

the question, we might influence the answer. We do 

not have examples of experiences, or hearing stories 
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that link both kind of stereotypes. So we cannot really 

prove this link. 

A migrant participant, when directly asked the 

question, actually changed his point of view of the 

common quick answer of “yes” and doubted on the link 

between posters of local population and the impact on 

the vision of migrants. Another participant also has a 

doubt, but couldn’t explain well why this doubt is. 

When a person meets a migrant, the process of where 

the migrant comes from is not always related in the 

common imaginary. There is a doubt if the public 

opinion links those posters to the migrants who are 

here, if they may have had the same trajectory as the 

character on the poster. 

The vision of the South that is represented is already 

stereotyped, as we said before. All participants 

engaged in international solidarity, we know that to 

understand it, the best way is to go there and realize 

what the differences are, and understand the richness 

of their reality. We understand that most of the public 

targeted by these mainstream campaigns will never 

have the opportunity to go to any African country. 

“Those images will not make them want to go either”, it 

looks like a quite frightening idea to go there. The 

campaigns generate fear to the misery, and fear also 

because, here, we do not understand it. The campaign 

doesn’t help us understand it. If we rely only on the 

campaign, this fear, can provoke a relation with some 

“suspicion, mistrust” towards the migrants in general. It 

could be part of a “process of manipulation” of the 

imaginary, of the unknown. 

As conclusion of the meeting, we show a video of Radi 

Aid, a group of Norwegian students, who denounces 

those stereotypes. Africa for Norway, is a video clip 

showing African people collecting radiators to give to 

Norway, to help them fight the cold weather and feel 

better in their unhappy freezing country! Other 

examples of humorous production against stereotypes 

are told about. There is a contest organized by Radi Aid 

on the best and the worst of humanitarian video clips 

(Rusty Radiators). We also remember a poster showing 

a young white man coming to Africa saying “here I 

come, I offer you my arms to help”, and a young African 

answering him “because here we have no arms?”. 

Main conclusions & Main conclusions & Main conclusions & Main conclusions & recommendations recommendations recommendations recommendations     
 

Both open meetings organized by Forcoop showed a 

common feeling among participants: they do not feel 

ready to migration and integration – even if migration 

is not such a recent fact in Italy and in Veneto region in 

particular. The main difference between the two 

groups is about discrimination. 

For what concerns the Democratic politicians, they try 

to behave and act against discrimination, racism and 

xenophobia, even if most of them acknowledge their 

“racist thoughts” struggle against their “open-minded 

attitude”. Local policies and initiatives they are trying to 

implement aim at welcoming and including vulnerable 

groups in the society, not at excluding nor at creating 

social divisions and boundaries among different 

groups. 

Whereas, people involved in the second open 

meetings are inclined to think that, for example, 

students with a migratory background should attend 

different classes and migrants should have equal 

access to public welfare policies as Italians. So, their 

perceptions of “the other” actually influence their 

behavior. 

Awareness raising should involved the media, as a start, 

because they are generally thought to be the real 

“triggering agent” of racism, xenophobia and 

discrimination. On the other hand, Italian public 

institutions, at their top levels, should adopt a clear 

vision and strategy of the integration issue, free from 

populist or bleeding hearted declarations. 

On the other hand, it is urgent to debunk some 

stereotypes linked to the association of criminal 

behaviors with migrants as this kind of perception 

highly influences social relations and coexistence. For 

example, figures and statistics could be provide and 

widespread.  

 

In the Cap Solidarités’ Open Meetings, we tried to 

nuance our analysis because the pictures we studied, 

are actually not visions of migrants, but visions of local 

population from countries migrants are from. This is a 
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delicate understanding, and the process is quite 

complex if we do not want to do shortcuts.  

We did confirm that there are numerous stereotypes 

about local population, and what we can do : the idea 

of dependency, that they cannot do anything alone, 

they are passive, they are not able to act alone, they 

need us. Those posters are the first, and usually only, 

information that public opinion has about what is 

solidarity. Strong stereotypes about international 

solidarity have been detected. 

In general, from all the stereotypes about local 

population we listed when looking at the posters, we 

find that some of them are similar to those we have 

about migrants, but not all. Some features showed in 

the campaigns are only related to local population, in 

any place in Africa : they are stereotypes about local 

population, but it is not being related to African 

migrants.  

However, the repetition of depreciating images creates 

an idea in our subconscious. All participants admitted 

that the discussion raised their awareness in linking 

that subconscious to the image we have about 

migrants. We are not aware of that subconscious. It was 

felt important and the meeting was effective to 

wonder about it, and analyze that link with our 

“clichés”. Some participants suggested we do it also 

with the image of occidental NGO workers, how there 

are seen in the South.  

In the evaluation, the participants also said that the 

meeting didn’t change their view of humanitarian 

images. We remind that all participants were already 

engaged in some solidarity organization. Most of the 

participants think that first of all, the humanitarian 

organizations should do more information and 

awareness raising about the local reality. And those 

fundraising campaigns should have a role in awareness 

raising as well. Because today, engaging in 

“international solidarity” or “cooperation”, is not only 

and not any more : “helping out the poor little African 

children”. Comparing that with the interviews (WS1), 

we must reckon that fundraising is a different goal, and 

humanitarian organization struggle in linking both 

goals : one is their mission, the other is the tool they 

need to have the (financial) capacity to implement 

their mission.   

On the other hand, other stereotypes on migrants are 

linked to the vision of African population presented in 

those posters or videos. We cannot ensure those 

stereotypes are a direct consequence, we should 

reckon other elements can influence our perception as 

well.  

The conclusion and future expectation is that it is 

necessary to develop awareness raising among all 

public. Especially younger generations, who will be 

targeted in the future by fundraising campaigns, as 

their parents already are. If people know better what 

happens and how people live in the South, they can 

figure that those campaigns are not representatives. 

And the donation may not be as impulsive, but could 

be more an engagement with a cause. Knowing about 

the context, knowing about the causes and the process 

experienced by the population represented is the best 

way to break up predetermined judgments. When you 

know that not all African people are poor, unqualified, 

and desperately asking for your help, you can look at 

your migrant neighbor with eyes more open. Cap 

Solidarités keeps working on development education 

on stereotypes. 
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List Of Relevant Studies And LiteratureList Of Relevant Studies And LiteratureList Of Relevant Studies And LiteratureList Of Relevant Studies And Literature    
 

«La communication des ONG humanitaires», sous 

la direction de Pascal Dauvin (Ed. L’Harmattan, 

2010)  

« 45 ans d'affiches du CCFD », en ligne, diocèse 

d’Arras - « Peut-on communiquer sur le 
développement en s‟inspirant du modèle 
publicitaire ? », par Annick Honorez, Revue 

Antipodes n°175   

« Campagne choc d'Action contre la faim : 
exhiber un enfant décharné, à quoi bon ? », 

Philippe Boyrivent, Le Plus/Le Nouvel 

Observateur, 3 Janvier 2012  

« Police et Minorités : contrôles de police à Paris », 
de Fabien Jobard et René Lévy, Open Society 

Institute, 2009  

« Les minorités ethniques dans l'Union 
européenne », sous la direction de Lionel Arnaud, 

2005 
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