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ABOUT THIS DECK

* This deck reports a subset of findings from the Worldview survey (Wave 5),
analysing the impact of images on emotions and engagement.

The data were collected as part of the Worldview annual panel survey of Irish
adults (18+) by B&A. Fieldwork was conducted 23 June — 12 August 2024 (base

sample n=2,504). Data are weighted to be nationally representative.

The survey consists of approximately 40 question items, including a final section
on images, emotions, and engagement.

The research was originally desighed by the DEL team to provide insights for
development organisations in France, Germany, Britan and the US. To better

supPort Dochas’ partners needs, a revised version was created and analysed by
Professor David Hudson (Birmingham) and Professor Jennifer Hudson ({JCL)
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DESIGN & APPROACH: THE IMPACT OF IMAGES ON
ENGAGEMENT

In this research, we sought to understand 1) which images motivate respondents to engage with a campaign
appeal and 2) what emotions do images trigger and how does that matter for engagement?

Research has shown that citizens' engagement with appeals (of all types) based predominantly on
emotional, rather than cognitive responses

Emotions are a pathway to engagement

Negative or pity-based images elicit the strongest emotional responses and generated donations, but have
unintended consequence of reducing people’s sense that they can make a difference to reducing poverty

Positive or empathy-based images elicit feelings of hope, which make people more likely to donate and feel like

DEL research shows:
they can make a difference
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DESIGN & APPROACH: EVALUATING IMAGES

-Each respondent was shown 5 images (at random) from a bank
of 71 images contributed by Dochas member organisations
(thank you!)

-Each image was seen by a minimum of 175 respondents and a
Mmaximum of 179 respondents

-For each image respondents were asked:

. The extent to which they felt any emotions (emotional clusters based
on the psychological constructs of positive and negative valence and
activated or deactivated)

‘Whether the image made the respondent want to find out more about
an appeal featuring the image



DESIGN & APPROACH: EMOTIONAL RESPONSE

‘We use the circumplex model of emotion, building on research by Russell
(1980) that has been widely tested, applied, and replicated in behavioural
psychology, cognitive neuroscience, and neuroimaging

-The circumplex model of emotion, or affect, proposes that emotional
states are a combination of two neurophysiological systems: (1) valence (a

pleasure-displeasure continuum) and (2) activation (arousal or alertness)
-Constructs = Valence and activation
« Positive activated = Happy, excited, alert, elated Positive
« deactivated = Calm, relaxed, serene, content Negative
« activated = Upset, stressed, uncomfortable, anxious Negative
« deactivated = Tired, bored, depressed, sad



DESIGN & APPROACH: QUESTION WORDING &
RESPONSE OPTIONS

-Looking at the image above, and using the scale where 1 means “Not at all”and 5
means “A great deal”, please tell us the extent to which you feel the following
emotions (1 Not at all - 5 A great deal)

« Happy, excited, alert, elated Calm,
« relaxed, serene, content Tired, bored,
« depressed, sad

« Upset, stressed, uncomfortable, anxious

-lImagine you saw the image above in an appeal from an international
development charity/NGO. Based on this image, would you want to find out more
about the appeal (e.g., by clicking a link to a website where you can find out more
Information about the appeal, or signing up to the organization’s mailing list)?

« Yes, | want to find out more about the appeal No, |
« do not want to find out more about the appeal



WORLDVIEW SEGMENTS

-The Worldview research has identified The Segments — Overview
o 0 More highly engaged
six clearly defined and targetable S
. . . Aid driven by humandananism & solidarity. Believe rich Giobal Citizens - 16% 576,000 Individual
a u d Ie n Ces a m O n g t h e | r I Sh p u bl IC countries expioit developing countries for their own Under 34 years, ABC1,

gain Dublin, Urban and single

ra n g i n g fro m yo u n g (-l 8 +) to O | d a n d | eSS Community Champions - 9% 355,000 individua | Shared humandy, justice & solidarity driving .

Older (65+), ABC1 | aid. Explotation of developing countries

. el n e i
to h |g h |y engagedacross ara nge Of Ak 25 3 bask hman Tight. More likely 1o iew Gobal | JSES1 deols accelerating sochictinge:. ]

organisations as vital in bringing about social change

socio-economic demographics and Younger Older
measures including issues of '

corruption & inefficiency Shared

humanity & humaniatianism drive ais
) . " ) ) ) Empathisers- 30%
w ‘. 1,130,000 individuals
importance, life guiding principles and B s |

Impacting poverty, but less likely 10

i b t t Outside Dublin
values and worldviews. e o exotaon

Unmoved by idea of heiping developing countries.
Immigration & a primary concemn. Poverty caused by
internal institutional inefmciency

-For further information please see here:

Less highly engaged

6 o Analysis of Sample



https://www.dochas.ie/resources/worldview/meet-the-worldview-segments-and-personas/
https://www.dochas.ie/resources/worldview/meet-the-worldview-segments-and-personas/
https://www.dochas.ie/resources/worldview/meet-the-worldview-segments-and-personas/
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IMAGES THAT

ENGAGE: O

RANKING

o How the Irish public
@ evaluate appeal images



OVERALL RESPONSE TO ALL IMAGES

On balance (all images aggregated),

when shown an image, respondents

are more likely to say they want to

find out more information about the
appeal than not, just.

Across all images, 53% of
respondents said they wanted to find

out more information about the
appeal and 47% said they did not

want to find out more information.
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Percentage of respondents wanting more

informatio® ™

(0]
Yes, | want to find No, | do not want
out more about to find out more
the appeal about the appeal

Question: Imagine you saw the image above in an appeal from an international development charity/NGO. Based on this image, would you want to find
out more about the appeal (e.g. by clicking a link to a website where you can find out more information about the appeal, or signing up to the
organization’s mailing list)? | Base: IRL Adults | Sample size n= 2,504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab



SEEKING INFORMATION BY SEGMENT

When we cut the sample by the
Worldview segments, we can see that
there is significant variation across the six
segments as to their average
predisposition to seek information
regardless of the images they are shown.

The Disengaged are much less likely to
seek information - only wanting to find

out more 20% of the time. This is
significantly lower than all other segments

In fact, Community Champions are the
most likely to want to find out more

having been shown an image (75% of
thé time). This is more than Global

Citizens, the second most information
seeking segment (64%).

All other segments are more likely than
not to want more information - so we

infer that all segments apart from the
Disengaged are open to influencing.

3
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Disengaged Pragmatists
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Community champions
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Yes, | want to find
out more about the

appeal

No, | do not want to
find out more about
the appeal

Yes, | want to find
out more about the
appeal

No, | do not want to
find out more about
the appeal

Yes, | want to find
out more about the

appeal

No, | do not want to
find out more about
the appeal

Question: Imagine you saw the image above in an appeal from an international development charity/NGO. Based on this image, would you want to find
out more about the appeal (g, by clicking a link to a website where you can find out more information about the appeal, or signing up to the
organization's mailing list)? | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab



IMAGES & INFORMATION LEAGUE TABLE

The chart shows a ‘league table’ of the
percentage of respondents who said
‘Yes, | want to find out more about the
appeal by image number. Those image
furthest to the left are the most
effective at getting

respondents to say that they would
want to find out more (Image 66
elicited a positive response 68% of

the time) and those to the right are
the least effective (Image 23 elicited

a positive response only 28% of the
time).

This means that there's a large range
of 40% between the most and least
effective images. The rest of this
deck examines respondents’

emotional reactions to the images as
well as analysing what drives

respondents to want to find out more

about an appeal.
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Question: Imagine you saw the image above in an appeal from an international development charity/NGO. Based on this image, would you want to find
out more about the appeal (eg, by clicking a link to a website where you can find out more information about the appeal, or signing up tothe
organization's mailing list)? | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A xx July - xx August, 2024 | Analysis by the Development Engagement Lab



TOP PERFORMING IMAGE (LEFT #66) VS.
BOTTOM PERFORMING IMAGE (RIGHT #23)
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TOP 10 IMAGES - MOST SELECTED FOR FINDING
OUT MORE INFORMATION

| 1in8 children in the world 52 -
! livinginconflict £

Most selected images nearly always involved children;
half are images of crisis/extreme need; half are
hopeful



BOTTOM 10 IMAGES - LEAST SELECTED FOR
FINDING OUT MORE INFORMATION

Least selected images rarely include distressed
children; empowered women/girls images are less
successful as are images featuring organisations’
members



TOP THREE IMAGES FOR EACH SEGMENT

Community Global
Champions Citizens

Disengaged Empathisers Pragmatists Multilateralists




EMOTIONAL

RESPONSES O
o Which images trigger
@) YWisllelg

emotions?



EMOTIONAL FINGERPRINT OF EACH PHOTO

The chart shows the emotional response
profile for each image used (each number
matches the number of the photos on
slides 11-14)

There are three broad ‘types’ of images:

1) Lower and/or undifferentiated emotional
responses, e.g. images #22,
42,54 have quite a ‘flat’ profile

2) High negative/low positive:
e.g.images #11, 66 and 68

have very low positive emotional responses
and significantly higher negative emotional
responses

3) High positive/low negative:
e.g.images # 13, 45, 60 have very
lowpositive emotional responses and
significantly higher negative emotional
responses
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POSITIVE-ACTIVATED LEAGUE TABLE

5 - A great deal

1 - Mot at all

31202835 7065584560208 13322662 174338153024 B 331655 1 34271910 7 414044395353 4 515069 6 35504T462312 2 4854224240 3 5261 5 365737711456 9 6421 1167 6R66

&  Happy, excited, alert, elated

Question: Looking at the image above, and using the scale where 1 means 'Not at all' and 5 means 'A great deal, please tell us the extent towhich
**you** feel the following emotions | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A xx July - xx August, 2024 | Analysis by the Development Engagement Lab
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This chart shows another ‘league table’, but
this time for images that elicited a positive-
activated response: that is to say, it shows the
extent to which respondents said that they
felt ‘Happy, excited, alert, elated’, from a great
deal-not at all on a 5-point scale.

The image that had the most positive-
activated response was image #31. Having
been shown image 31, respondents said they
would like to find out more information about
the appeal 58% of the time.

At the bottom end of the scale, image #66
generated the least positive- activated
responses. Recall that image 66 is the ‘best
performing image’ overall for wanting to find
out more information about the appeal.

A simple bivariate statistical test shows
that a more positive-activated response
to animage is correlated with an
increase in the likelihood of wanting to
find out more.



POSITIVE-DEACTIVATED LEAGUE TABLE

5 - A great deal

i T4

1 - Not at all

257033173145602028385B5513296515326235 8 2724 1 181034434419635130404153 7 6 16356547255048 2 5942 4 2322 3 613646 5 54124952575637 9 6471211466116768

® Calm, relaxed, serene, content

Question: Looking at the image above, and using the scale where 1 means ‘Not at all' and 5 means ‘A great deal, please tell us the extent towhich
**you** feel the following emotions | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab

This chart shows a ‘league table’ for images that
elicited a positive-deactivated response: that is to
say, it shows the extent to which respondents said
that they felt ‘Calm, relaxed, serene, content’, from
a great deal-not at all on a 5-point scale.

The image that had the most positive-deactivated
response was image #26. Having been shown
image 26, respondents said they would like to find
out more information about the appeal 58% of the
time.

At the bottom end of the scale, image #68
generated the least positive-deactivated
responses. Having been shown image 68,
respondents said they would like to find out more
information about the appeal 66% of the time.
Image 68 was the second best performing image.

A simple bivariate statistical test shows that a
more positive-deactivated response to an image is
correlated with an increase in the likelihood of
wanting to find out more (but less than a positive-
activated response).

3
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NEGATIVE-DEACTIVATED LEAGUE TABLE

5- A great deal
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1 - Not at all |
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@ Tired, bored, depressed, sad

Question: Looking at the image above, and using the scale where 1 means ‘Mot at all'and 5 means ‘A great deal,’ pleasa tell us the extent to which
**you** feel the following emotions | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab

This chart shows a ‘league table’ for images that
elicited a negatived-deactivated response : that is
to say, it shows the extent to which respondents
said that they felt ‘Tired, bored, depressed, sad’,
from a great deal-not at all on a 5-point scale.

The image that had the most negatived-
deactivated response was image #14.
Having been shown image 14, respondents
said they would like to find out more
information about the appeal 58% of the
time.

At the bottom end of the scale, image #13
generated the least negatived- deactivated
responses. Having been shown image 13,
respondents said they would like to find
out more information about the appeal
59% of the time. Image 13 was the 10th best
performing image.

A simple bivariate statistical test shows
that there is no relationship between a
more negative-deactivated response and
wanting to find out more.

37
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NEGATIVE-ACTIVATED LEAGUE TABLE

5 - A great deal
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1- Not at all

6ET6B11661471563764572145 5 3612524661 5 2 42546547 3 4 2250 6 485953 7 1951392530634138 & 102340324344171615623520456529552418582726 1 60702831133433

@ Upset, stressed, uncomfortable, anxious

Question: Looking at the image above, and using the scale where 1 means ‘Mot at all' and 5 means 'A great deal, please tell us the extent to which
**you** feel the following emotions | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative | Worldview Overseas
Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab
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This chart shows a ‘league table’ for images that
elicited a negative-activated response: that is to
say, it shows the extent to which respondents said
that they felt ‘Upset, stressed, uncomfortable,
anxious’, from a great deal-not at all on a 5-point
scale.

The image that had the most negative-
deactivated response was image #67. Having been
shown image 67, respondents said they would like
to find out more information about the appeal 58%
of the time. Image 67 was the 15th best performing
image.

At the bottom end of the scale, image #33
generated the least negatived- deactivated
responses. Having been shown image 33,
respondents said they would like to find out more
information about the appeal also 58% of the time.
Image 33 was the 19th best performing image.

A simple bivariate statistical test shows that on
average a more negative-activated response to an
image is correlated with an increase in the
likelihood of wanting to find out more (similar in
Mmagnitude to positive-deactivated and less than
positive-activated).



EMOTIONAL DUMBBELLS

This chart shows the distribution of the images by
‘emotional dumbbells’. The gold dots show the extent
to which respondents expressed a positive-activated
response. And the red dot shows the extent to which
respondents expressed a negative-activated
response.

The bigger the gap the more extreme an image s,
emotionally, one way or the other. If the red dot is to
the right, then it's a more negative image; if the gold
dot is on the right then it is a more positive image.

The images are ordered according to their

success in eliciting information seeking. Image

66, at the top is the most effective at eliciting
information seeking and image 23 is at the bottom.

Visually, the figure suggests that more extreme
images get more info seeking (the gap appears
to shrink as you go down the plot), and
negative ones (more reed to the right) seem to
prevail at the top of the plot. The larger the

gap between the dumbbells, the more people
want to find out more.

This is confirmed by a statistical test that the greater
the difference between the positive-activated and
negative-activated reaction the more likely people

want to find out more.

But note that while the top 7 are red to the right
(negative), those in positions 7-14 are gold to the right
(positive).
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1 - Naot at all 2 3 & 5- A great deal

Questions: Looking at the image above, and using the scale where 1 means 'Not at all' and 5 means 'A great deal! please tell us the extent to which

“*you** feel the following emotions & Imagine you saw the image above in an appeal from an international development charity/NGO. Based on this image,
would you want to find out more about the appeal (eg. by clicking a link to a website where you can find out more information about the appeal,

or signing up to the organization’s mailing list)? | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative |

Worldview Overseas Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab
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WHAT EXPLAINS INFORMATION SEEKING?

To understand what drives respondents to
~ seek more information after seeing an
image, we use a step-wise approach, that

models information seeking through
three cumulative models. Unlike the
bivariate tests earlier, this multivariate
model adjusts for all variables at the same
time.

In a purely socio-demographic model of
information seeking we find that women
_are 5% more likely; Gen Z are 6% more
likely (compared with Gen X); those with
university education are 5% more likely;
and denizens of Dublin are 3% less likely.

Adding segments to the model we find

~ that, compared with Empathisers, the
Disengaged are 35% less likely to seek info;
Community champions are 21% more
likely; Global Citizens X% more likely;
Pragmatists x% less likely. And there is no
difference between Empathisers and
Multilateralists.

Finally, when we look at the effect of the
emotional responses on top of socio-
demographics and segment, we find that
a positive-activated response (HaEply)
make information seeking 7% more likely,
positive-activated (Upset) 9% more likely,
positive-deactivated (Calm) +2%, and
negative-deactivated (Sad 4%) less likely
to seek information.

&

Female -
Generation: Generation Z g ——
Generation: Millennial .
Generation: Baby Boomer
Generation: Silent Generation e —
University -

Household income: €50-€100k -
Household income: More than €100k

Catholic
Dublin
Urban

Segment: Disengaged e e
Segment: Pragmatists =
Segment: Multilateralists R af
Segmient: Community champions - i
Segment: Global citizens o o =

@

Happy
Calm 15

Sad &

Upset L g

-0.4 -0.2 0.0 0.2 -04 -0.2 0.0 0.2 -04 -0.2 0.0 0.2
Average Marginal Effect

@
* 'R H*l
ve

=@= Not Significant =@ Significant

Questions: Looking at the image above, and using the scale where 1 means 'Not at all'and 5 means ‘A great deal please tell us the extent towhich

**you** feel the following emotions & Imagine you saw the image above in an appeal from an international development charity/NGCO. Based on thisimage
would you want to find out more about the appeal (eg. by clicking a link to a website where you can find out more information about the appeal,

or signing up tothe organization's mailing list)? | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative

| Worldview Overseas Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab | Reference
category for the categorical variables. Genemtion: Generation X, Household income: Less than €50k, Segment: Empathisers
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DRIVERS ANALYSIS SUMMARY: UNDERSTANDING

INFORMATION SEEKING

-Positive drivers

- Sociodemographics
- Women
-University educated
-Higher income groups
- Segments

- Multilateralists
-Community Champions

-Global Citizens

- Emotions

-Positive-activated (happy)
-Positive-deactivated (calm)

-Negative-activated (upset)

‘Negative drivers
-Sociodemographics

-Dublin region
-Urban residents

- Segments
‘Disengage

- Emotions
-?tlegative-deactivated o)



DO DIFFERENT SEGMENTS WORK DIFFERENTLY?

In a (two) word(s), not really.

The models suggest that the segments respond

Community Global relatively consistently, more so than there are

Empathisers Pragmatists champions citlzens

striking differences.

Female

Generation: Generation Z

Some variables move in and out of statistical
significance, for example gender. The main
variable that does move from being positive to
negative depending on the segment is income —
— —— greater income is positively correlated with
finding out more for Empathisers, but is negative
for Multilateralists. The large effects for the

Catholic -frﬂ = Silent Generation are mainly a function of it
Dublin — ® being a very small sample across the
Urban —_— segments and should be ignored.
Happy — | S
Calm The emotional responses all point in the same
Sad direction as the overall model. Interestingly the
Upset. — fo— o— — — positive and negative activated responses are

o5 00 HEh B 5% o 45 b o5 ap b5 0o greatest for Pragmatists who are 11% more likely
Average Marginal Effect to want more information if they have a

positive-activated response (Happy) and 11% more

likely if negatively-activated

(Upset).

Generation: Millennial

Generation: Baby Boomer

Generation: Silent Generation

|l

University

Household income: €50-€100k

Household income: More than €100k

|
‘
|

=@= Not Significant =@= Significant

Questions: Looking at the image above, and using the scale where 1 means ‘Not at all’ and 5 means ‘A great deal, please tell us the extent to which

**you** feel the following emotions & Imagine you saw the image above in an appeal from an international development charity/NGO. Based on this image,
would you want tg find out more about the appeal (eg, by clicking a link to a website where you can find out more information about the appeal, "
or signing up to the organization's mailing list)? | Base: IRL Adults | Sample size n= 2504 | Data are weighted to be nationally representative PR 2

| Worldview Overseas Development Aid Survey | Fieldwork by B&A 23 June - 12 August, 2024 | Analysis by the Development Engagement Lab | Reference ©2024 I DEVELOPMENT ENCAGEMENT LAB 'lg‘ﬁ
category for the categorical variables. Generation: Generation X, Household income: Less than €50k



P\\- EMOTION

cHO\CE XPERIMEN 7

THE CREATIVE B\ €
CHALLENGE e\

Finally, we can use the model
results to predict the
probability of an image being
chosen given all possible

combinations of emotional | A OPTIMAL
r?cshpo nses (6|25 CO E:In bin Oc‘ljtlons EMO h; II?(NAL
of happy, calm, sad, and upset p r

(each ranging from1to Sk B C&%DM

The optimal emotional
response is Happy 5, Calm 5,
Sad 1, Upset 5.

SA%

This combination has a 92.3%
probability of making the

\
: | CHOICE EPPBICH \
person want to find out more  “74RL CLOUD EXPERIMIMENT \

about an appeal.

92.30/0\\UPSET
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WHICH IMAGES ELICIT
ENGAGEMENT?

-There are multiple ways to increase
engagement — both positive (activated &
deactivated) and negative (activated)
Images work to stimulate respondents
to want to find out more about an

appeal.

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

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



WHAT DOESN’'T INCREASE
ENGAGEMENT?

*In general, the images that
were |least effective;

« Feature adults and do not
(very rarely) include young
and/or distressed children

-Feature organisations’
members

-.Feature ‘empowered’ women/qgirls




TOP IMAGES BY SEGMENT
VARY

* Empathisers

* Motivated by images featuring children
in crisis or distress

* Pragmastists

* Like targeted action, they connect with
Images of things getting done (schooal,
healthcare)

- Multilateralists

- Have the widest range of effective
Images (distress, positive, women,
facts)

« Community Champions

* Respond to images of distress and
need

*Global Citizens

. Respond to positive, everyday images
(school, family life, healthcare)




EMPTIONS THAT WORK:
HAPPY, CALM, UPSET

-The research shows that both
positive (activated &
deactivated) images elicit
emotional responses that are
associated with respondents
wanting to find out more

-Make people feel happy, calm or
upset

-Use images that elicit
strong emotional responses




AVOID NEGATIVE,
DEACTIVATED EMOTIONS

-Avoid images that elicit
negative, deactivated emotions

-Tired, bored, depressed, sad

-lmages that elicit these emotions
depress hope; we

iInfer that they make people

sad without feeling like there

IS anything that can be done

‘Negative deactivated emotions
stimulate the status
guo — no change, no hope



WHERE TO GO TO
INCREASE ENGAGEMENT

-Segments — Multilateralists,
Community Champions &
Global Citizens remain more
likely to engage

‘Women, university educated
and higher income groups

-Using images with these
emotions

« Positive-activated (happy)
« Positive-deactivated (calm)
« Negative-activated (upset)




The Development Engagement Lab (DEL) is a research project
interested in public attitudes and engagement with global
development in France, Germany, Great Britain, and the United
States.

DEL is a partner focussed research programme, convening and
co-producing research and insights with over 30 international

development NGOs and government agencies to understand the

drivers of engagement and inform development communications.

Fieldwork is carried out by YouGov and surveys are weighted to be
a nationally representative of the adult population. DEL is a

grantee of the Bill & Melinda Gates Foundation and led by
Professor Jennifer Hudson (University College London) and

Professor David Hudson (University of Birmingham).

peveLopMENT , S
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The Development Engagement Lab (Aid

Attitudes Tracker Phase 2) has three goals:

1. Co-production of an evidence base for development
campaigning

2. Enabling collaboration across the sector

3. Increasing advocacy capacity through the sharing of research
and strategic insights

You can find out more information about DEL research at.
https://developmentengagementlab.org/, follow us on X

@DevEngagelab or by contacting del@ucl.ac.uk.

Image on title slide: Amy Sheppey/Christian Aid
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