
WORLDVIEW WAVE 5

Exploring Ir ish Att itudes Towards
Imagery 



ABOUT THE RESEARCH
Explored:  

Which images motivate respondents to
engage in an appeal 
What emotions do images trigger and how
does that matter for engagement

 141 from 11
members
submitted

70 selected for a
range of different

attributes - gender,
age, emotion, eye

contact etc

Each image was
seen between 175-

179 times
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OVERARCHING
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SURVEY IMAGE INSIGHTS

TOP 10 IMAGES – MOST SELECTED FOR FINDING OUT MORE
INFORMATION



SURVEY IMAGE INSIGHTS

BOTTOM 10 IMAGES – LEAST SELECTED FOR FINDING OUT MORE
INFORMATION



Both positive (activated & deactivated) and
negative (activated) images 

Images that elicit more extreme emotional
responses are more likely to generate
engagement.

The top images selected nearly always
involved children: half feature crisis/extreme
need, and half are hopeful or show progress.

INCREASING IMAGE
ENGAGEMENT

Global Cit izens,  Mult i lateral ists ,  and
Community Champions are most
l ikely to engage
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LEAST EFFECTIVE
IMAGES INCLUDED:
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Adults and rarely include
young and/or distressed
children

Organisation’s members

‘Empowered’ women/girls 

Both positive (activated & deactivated) and
negative (activated) images 

Images that elicit more extreme emotional
responses are more likely to generate
engagement.

The top images selected nearly always
involved children: half feature crisis/extreme
need, and half are hopeful or show progress.

INCREASING IMAGE
ENGAGEMENT

Global Cit izens,  Mult i lateral ists ,  and
Community Champions are most
l ikely to engage
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Where can
we take this?



STORYTELLING
POWER

IMPACT

PROTAGONIST
MEANING

PHOTOGRAPHIC
FIDELITY

VIEWER
CONNECTION

AUTHENTICITY OF
SCENARIO

RESULTS
FACTORS INFLUENCING REACTIONS TO IMAGES



FOCUS GROUPS 
EMOTIONAL CIRCUMPLEX

With each image, respondents were
encouraged to look at the screen and then
note down their emotional response before
discussing their feedback in the group.

Thus, we captured (as far as possible) their
‘system one’ or gut reactions at a personal
level before exploring other layers of
reactions and interpretations (system two)
through group discussions.



WORLDVIEW

UNPACKING THE KEY FACTORS
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UNPACKING THE KEY FACTORS



•Emotional connection to
protagonist (especial ly a chi ld) and
their experience.
•Clear sense there is a way to help
their predicament.
•Linking the problem shown to
bigger issue/injust ice (and anger
about this).

PROVOCATION TO SUPPORT
INTERNATIONAL AID

NEGATIVE EMOTION
TRIGGERS

•Evidence of posit ive impact of aid
(before and after).
•Concrete and proport ionate so it
is also relatable and authentic
(helps diffuse concerns that money
wil l  not reach recipient).
•Linked to bigger story ( long term
resi l ience etc and sense of hope
about this).

POSITIVE EMOTION
TRIGGERS
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(before and after).
•Concrete and proport ionate so it
is also relatable and authentic
(helps diffuse concerns that money
wil l  not reach recipient).
•Linked to bigger story ( long term
resi l ience etc and sense of hope
about this).

POSITIVE EMOTION
TRIGGERS

Linking emotions to a
bigger issue can help. 

However ‘Big issues’  can
actual ly act as a source
of inaction/
hopelessness if  they are
expressed without
connection to possible
ways to help.
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EMOTIONAL RESPONSES
TO ALL IMAGES



CONCLUSION
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Images the Irish public find effective include:

Direct eye
contact

Clarity to story
but depth to

unpack

Connection to
contemporary

narrative

Clear role for
the viewer

Sense of need
or vulnerability



THANK YOU

LinkedIn: Claudia Lynch
Email :Claudia@dochas. ie

WORLDVIEW PROJECT MANAGER

VIEW THE LATEST WAVE 5 RESULTS:

VIEW THE NOVEL IMAGERY RESEARCH: 
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http://www.linkedin.com/in/claudia-lynch-031206275

