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The fields of development communication and intercultural communication have both undergone important paradigm 
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 differences and essentialism.  


This study examines the visual communication of an international non-governmental organisation (NGO), Street 
 Football World (SFW), through their images on Instagram. At the same time, it also takes into account both empow-
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 tion fields. It also shows how the affordances of Instagram are beneficial in helping an international organisation like 
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1 INTRODUCTION 


Ha was wearing football attire that day, although he was not playing—he was already 
 a high school student. He only came to watch and relive the experiences that he once 
 had.  I  listened  to  Ha  as  he  watched  the  little  children  in  colourful  football  attire 
 playing  joyfully  on  the  pitch  and  recounted  his  memories  at  the  FFAV  Cup  2016. 


Through his story, I understood that he was once one of those kids who was involved 
 in  and  had  been  deeply  impacted  by  the  activities  of  Football  for  All  in  Vietnam 
 (FFAV). With a sense of notalgia and peace, he shared how these events have not only 
 nurtured his passion for football, but have also helped him have fun while learning 
 about life skills, equality, fair play and teamwork. 


This story and encounter with Ha when I was an intern for FFAV is one of the 
 vast number of examples of how sports and other initiatives are being used to encour-
 age social development and change. In fact, it is part of a bigger movement and sector 
 called Sports for Development and Peace (SDP). The sector brings together various 
 organisations or actors that use sports and other physical activities to reach certain 
 development goals and as a medium to aid conflict resolution (Young & Okada, 2014). 


Various actors take part in these development activities and movement, such as non-
 governmental organisations (NGOs),  donors, governments, local organisations and 
 people. 


My thesis is a case study of one specific NGO called Street Football World (SFW) 
 and  its  visual  communication  activity  on  Instagram  to  communicate  development. 


SFW is an international NGO that is headquartered in Germany. However, it has net-
 work  members  in  90  countries  worldwide  that  undertake  similar  missions  (one  of 
 which is FFAV, the NGO in the aforementioned story.) SFW’s Instagram consists of 
 images and videos that reflect the events and activities that these organisations organ-
 ise, regardless of their geographic locations. In this study, I have specifically chosen to 
 look at SFW’s Instagram instead of other social media platforms such as Facebook. 


Although SFW has considerably more followers on Facebook, the engagement rate on 
 their Instagram page is much higher. Furthermore, being an international NGO, the 
 case of SFW offers some insight into the way development communication and inter-
 cultural communication are being practised nowadays. This is especially important 
 when it comes to research in these two fields, as both have recently undergone major 
 paradigm shifts. 


Development  communication  and  intercultural  communication  have  evolved 
considerably through the years. The former has shifted from the early modernisation 
paradigm to the current paradigm that prizes empowered participation. Instead of 
forcing a certain view of development (e.g. economic and technological advancement) 
onto the countries or communities being helped, development nowadays fosters the 
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balance of power, giving voice to the communities themselves (Sam, 2017). This way, 
 communities can take control of their own situations and to make decisions on the 
 issues in their communities. Meanwhile, the field of intercultural communication has 
 been moving away from the old essentialist paradigm where culture was perceived as 
 categories or boxes to which people belonged or as a national trait that people within 
 a  nation  would  share  (Holliday,  2011).  This  has  deepened  perceived  differences 
 among people instead of cultivating understanding and dialogue. Therefore, current 
 research in intercultural communication has taken alternative routes, one of which is 
 the critical cosmopolitanism approach that will be further explored in this study. 


Although  development  communication  and  intercultural  communication  are 
 two distinct fields, these paradigm shifts, however, seem to be very closely connected. 


Both have shifted into a state where differences are to be transcended, people are to 
 be treated equally instead of being othered, and common grounds are established to 
 empower individuals and communities. The case NGO in question, SFW, is an inter-
 national  NGO  that  communicates  with  various  parties  and  various  communities 
 through its Instagram posts. For this reason, it provides a resourceful case to analyse 
 both development communication and intercultural communication elements present 
 in its Instagram posts and the possible interplay between them in forming a message. 


Social media in general and Instagram in particular are becoming more and more 
 popular day by day, allowing people and organisations to engage with other users, to 
 access and share information and moments beyond geographical boundaries, usually 
 at little or no monetary cost. Social media has become an accessible and convenient 
 vehicle for many NGOs to maintain and build mutually beneficial relationships with 
 its publics (i.e. public relations) (Brunner, 2019). With the soaring competition for vis-
 ibility and viability amongst the rapidly increasing number or NGOs, social media, if 
 used skilfully and strategically, may help to reinforce the kind of image and foster the 
 kinds of relationships that the organisation so desires. On the contrary, if not utilised 
 in the right way, the situation may become trickier. When it comes to international 
 NGOs like SFW, besides understanding how to use the platform, the communication 
 practitioner must also comprehend how to engage diverse audiences in the way that 
 rightly reflects and promotes development. This is even more important today when 
 many NGOs are functioning and communicating in an international and intercultural 
 setting. 


This study takes into account these factors altogether, addressing what has not 
 been looked into in previous research, hence the following research questions: 


1. How does Street Football World’s visual communication (through their In-
 stagram images) relate to the paradigm shifts in development communica-
 tion and intercultural communication?  


2. In what ways do Instagram images allow Street Football World to depict foot-
 ball as a tool for empowerment?  


This thesis consists of six chapters. After this first introduction chapter, chapter 
2 presents the theoretical framework, with the literature review of key concepts and 
literature of this study. Chapter 3 discusses the methodology that was used to carry 
out the study. After that, chapter 4 presents the findings of the studies. Chapter 5 will 
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then present the discussion of the findings. Lastly, chapter 6 will conclude the study 
with final remarks, implications and suggestions for future research.  
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2 THEORETICAL FRAMEWORK 


2.1 Development communication 


In this section, I will be discussing development communication, its definition, how it 
 has evolved over the years, the changing practices, as well as go more in depth into 
 empowered participation in development communication. As the NGO that I will be 
 looking at specifically in this study, SFW, is working towards assisting development 
 among people and their community through football, having a good grasp of these 
 concepts is key to understanding how the NGO chooses to communicate development 
 and their motive when using social media to construct their organisational image and 
 communicate with their publics. This will be further discussed in the public relations 
 section, 2.3. 


To start off, development communication is defined by Wilkins (1996, p. 97) as 


“the strategic use of communication for the alleviation of social problems in evolving 
 societies.” In a later study, Wilkins and Mody (2001, p. 385) referred to it as “a process 
 of strategic intervention toward social change initiated by institutions and communi-
 ties.” Development communication stems from the practical needs and situations of a 
 specific community, and therefore, will continue to develop its own unique traits and 
 purposes (Sinha, 1976). This 40-year old observation remains true at its basis today; 


development communication does manifest from the unique needs and situation of a 
 community. However, an interesting question arises with regards to communication 
 and reach. At the time of Sinha’s research, the global reach of development communi-
 cation was hard to imagine. Now with all the development and use of technology in 
 communication, some aspects of development communication have evolved, such as 
 the means of communication and how it is understood. Therefore, development com-
 munication nowadays also focuses on the way communication and media impact and 
 aid development and social change, and hence also the elements of human change and 
 development such as language, cultural, historical, social, etc. (Melkote, 2018). In prac-
 tice, as a global development network that works in 170 countries worldwide in the 
 field of development, the United Nations Development Program (UNDP) assists these 
 countries in overcoming their development challenges and expanding local capacities 
 by helping them gain access to information, knowledge, resources, etc. to attain sus-
 tainable development (UNDP, n.d.). With that said, the concept of development com-
 munication is central to what the organisation does. The UNDP defines development 
 communication as “a social process based on dialogue using a broad range of tools 
 and methods. It is also about seeking change at different levels including listening, 
 building trust, sharing knowledge and skills, building policies, debating and learning 
 for sustained and meaningful change” (UNDP, 2009, pp. 5 - 6). 


The shift and evolution of the way development communication has been re-
searched and practised goes hand in hand with the shift in the way development has 
been perceived over the years. This study will delve into the topic of communication 
technology (e.g. the Internet, social media, etc.) to explore how it shapes contemporary 
development communication. To better understand development communication, it 



(9)5 


is necessary to also understand the concept of development and how it leads to the 
 changing approaches in development communication nowadays, which will be dis-
 cussed in the next section. 


2.1.1 Changing approaches in development communication 


The concepts of development have evolved considerably over the years. According to 
 Srinivas  Melkote  there  are  several  perspectives  on  development  (Melkote,  2003). 


However, this paper will only address two that have played major roles in shaping 
 the two paradigms (the modernisation paradigm and the alternative paradigm) of de-
 velopment communication theories up until now. The first perspective, modernisa-
 tion, shaped the dominant modernisation paradigm. It saw the economic growth and 
 technological development that was burgeoning in the West after WWII as vital to 
 development.  The  second  perspective  on  development  is  empowerment.  This  per-
 spective emerged in the 1990s as part of the shift in the way development is concep-
 tualised and is essential to the empowered participation approach in the alternative 
 paradigm. The concept of power is central to this point of view, as it sees a lack of 
 power among people and communities in development programs as the constraint to 
 development (Melkote, 2003). The concept of empowerment in development commu-
 nication will be further discussed, as it lays ground for this study. The chart that I have 
 constructed below shows the relationship among the different paradigms and models 
 of development communication (Figure 1). The outlined boxes show the models that 
 will be looked into in this study, and the arrows illustrate the evolution of the models 
 in a chronological order. 


Figure 1  A flow chart summarizing the main paradigms and models of development 
 communication. 


Tracing back to Everett Rogers’ research in 1976, we gain insight into this transi-
tion between the old modernisation paradigm and the new alternative paradigm. Rog-
ers is undoubtedly an eminent figure in development communication research. He 
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contributed greatly to this field, and more importantly, his research spanned across 
 the different models of development and development communication (i.e. moderni-
 sation, diffusion of innovation, participatory, etc.). In fact, he was a proponent of the 
 modernisation paradigm, but with insight from his work, he was also pioneer in rec-
 ognising the limitations that came along with it (Melkote, 2006). He discussed and 
 critiqued in his article the dominant (modernisation) model of development that was 
 prevalent before the 1970s. At the time, the notion of development was very much 
 based on the idea of materialism and economic growth due to factors such as the In-
 dustrial Revolution, that more advanced nations then possessed more technology, and 
 on an overly simplistic emphasis on quantification (e.g. per capita income) (Rogers, 
 1976).  Additionally,  Mcdowell  (2003)  also  drew  attention  to  another  reason  for  the 
 emphasis on modernisation: it was a part of the Cold War framework (mostly centered 
 around the U.S.) that aimed to prevent communism from spreading. Economic pros-
 perity was then thought to have been the antidote to the misery that made people 
 more receptive to communism. Obviously, the neglect of human values, equality and 
 the quality of life of such conception of development led researchers to question this 
 old dominant paradigm.  


Riding those waves, Rogers summarised a new definition of development on 
 which contemporary development and development communication frameworks are 
 based. He defined development as a “widely participatory process of social change in 
 a society, intended to bring about both social and material advancement (including 
 greater equality, freedom, and other valued qualities) for the majority of the people 
 through their gaining greater control over their environment” (Rogers, 1976, p. 225). 


Furthermore, he pointed out that it was essential that everyone received equal oppor-
 tunities in accessing information and development benefits, participated from a grass-
 roots level, developed projects that were relevant to their own development goals, and 
 integrated various ideas and factors that would tailor to the very need of the local 
 community (Melkote, 2006).  


Nowadays, the term development, as described by Melkote, refers to a process 
 where people are provided with meaningful opportunities, which in turn would help 
 them not only to ameliorate their and their community’s quality of life, but also realise 
 what  development  is  to  them  and  what  approaches  they  can  actively  construct  to 
 achieve development (Melkote, 2003). In other words, the new concept of real devel-
 opment has thoroughly taken into account a community’s own insight and contribu-
 tion to their own development, as well as the many unique factors that might contrib-
 ute to the community’s development. It also came to terms with the fact that one com-
 munity’s sustainable development cannot simply be measured against another’s, nor 
 by growth of material acquisition. This forms the basis for the alternative paradigm 
 (and thus the participatory model and empowered participation model) of develop-
 ment communication that is currently used by different actors and development or-
 ganisations today. 


2.1.2  The empowered participation model in development communication 


To this day, there have been two major paradigms of development communication 
theories stemming from how development is understood as mentioned in the earlier 
sections: the modernisation paradigm and the alternative paradigm (consisting of the 
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participatory  model  and  the  empowered  participation  model)  (Melkote,  2018).  Be-
 cause much attention was placed on economic growth, industrialisation and techno-
 logical advancements after World War II, and development was assessed upon quan-
 tifiable indicators based on standards of countries in the global West, mass media and 
 other top-down modes of communication were in favour. In the communication and 
 modernisation  theory,  communication  was  a  way  to  persuade  and  transmit  infor-
 mation and ideas to countries and communities that were deemed not as developed, 
 as well as communicate the desirable characteristics of people that were considered 
 necessary for a transition to take place (Melkote, 2003). This idea, in a way, resonates 
 with and reflects the notions of individualism and collectivism from the old intercul-
 tural communication perspective that used to be some well-known cultural labels for 
 certain geographical locations on the globe, and not without pre-assigned characteris-
 tics  (Holliday,  2011).  While  individualistic  traits  were  said  to  mostly  be  associated 
 with countries of the Central-West, collectivistic traits were associated with the rest, 
 or South European, Latin American, African and East and South Asian countries (Hol-
 liday, 2011). Additionally, associations were also made between low achievement, de-
 ficiency,  poverty,  not  being  exposed  to  modern  mass  media  and  “collectivist  cul-
 tures”, versus high achievement or advancements and individualist ones (Holliday, 
 2011).  The diffusion of innovations theory, also in the first paradigm, expanded on 
 the  communication  and  modernisation  theory  by  placing  an  emphasis  on  the  im-
 portance of communication in diffusing the innovations further in local communities 
 to catalyse change (Melkote, 2018). 


As aspects such as equity of growth, meeting basic needs, employment and in-
 terpersonal relationships gained focus in the idea of development in the 1970s, devel-
 opment  communication  theories  began  to  emphasise  participation  in  development 
 (Melkote, 2003). One of the frameworks that is gaining momentum in the field of de-
 velopment  communication  is  the  empowered  participation  (i.e.  empowerment) 
 framework. This framework acknowledges the power imbalance in society, thus mak-
 ing  the  balancing  of  social  power  its  guidelines  for  development.  According  to 
 Melkote, empowerment is an ongoing process that aims to activate social, psycholog-
 ical, cultural support systems, networks and resources, etc. (Melkote, 2003). Speer and 
 Hughey (1995, p. 730) defined empowerment as “the manifestation of social power at 
 individual, organisational and community levels of analysis.” It aims at building ca-
 pacity for the local community so they can gain control over matters that are important 
 to them and their community’s development. This way, the issue of power imbalance 
 can be alleviated. In the old paradigm, the role of the change agent is the expert or 
 benefactor. However, in the empowerment framework, the change agent collaborates 
 with the locals to facilitate change and to bring out the endogenous elements vital to 
 a more sustainable kind of change (Melkote, 2003). This shift coupled with the growth 
 of online and social media inevitably leads to new manifestations of development pro-
 grams online as well as the way they are communicated to the public. 


Theoretically, the paradigm shift is taking place. This, however, does give rise to 
a practical question. Is the shift also taking place in practice? According to the Time to 
Listen report (Anderson, Brown & Jean, 2012), one of the trends in today’s interna-
tional  assistance  approach  is  stepping  away  from  response  (reacting  to  crises)  and 
moving,  instead,  more  towards  prevention  (e.g.  capacity  building,  addressing 



(12)8 


underlying systemic problems.) Nonetheless, at the heart of it, this approach still fo-
 cuses on what is weak or missing in the community being assisted. Put differently, 
 instead  of  delivering  material  resources,  aid  providers  are  delivering,  for  instance, 
 training, advice and ideas to tackle the capacities that they think the assisted commu-
 nity lacks (Anderson et al., 2012). However, this focus on what is thought to be lacking 
 inevitably leads to a focus on what needs to be delivered or supplied instead of the 
 qualities of which the community is capable or already has.  


2.1.3 Football for development 


Sports  has  become  one  of  the  popular  strategies  in  encouraging  development  and 
 peace building (also known as sports for development and peace movement/sector, 
 or SDP); it also plays a role of social intervention, especially in disadvantaged com-
 munities (Kidd, 2011). SDP aspires to utilise sports as a medium and common ground 
 to  facilitate  dialogue,  reconciliation  and  intercultural  communication,  especially  in 
 conflict  areas,  and  to  work  towards  the  United  Nations  Millennium  Development 
 Goals (Kidd, 2008). According to the UNESCO International Charter of Physical Edu-
 cation and Sport, human beings have a fundamental right towards accessing physical 
 education and sport, having full opportunities to take up sports, and especially chil-
 dren, the old and the handicapped must have the right and be provided with oppor-
 tunities  to  develop  through  sports  and  physical  activities  (UNESCO  Charter,  1978, 
 art.1). However, with the situation of inequality in the society and the world, not eve-
 ryone has equal access to sport and physical activity opportunities, especially those 
 who belong to the lower income groups (Kidd, 2011). Therefore, many programs have 
 been executed and various organisations have also stepped into the game to bring 
 sports to the people, and use it as a device for development and peace. 


One of the kinds of sports that has been quite common in promoting develop-
 ment and peace worldwide is football (or soccer). Football is well known all over the 
 world. It can easily be organised and managed, and the apparent cultural variation 
 remains minimal (Rookwood, 2008). Football is also a team sport that encourages peo-
 ple to interact, bond and engage in a game together, yet, a game of football is also, to 
 an extent, disciplined and framed within a set of rules, requiring a certain level of 
 boundary (Rookwood, 2008). Therefore, Rookwood (2008) argues that with these ele-
 ments in play, while sometimes conflicts may occur when people participate in a game 
 of football with the intention of development and peace, the regulatory component of 
 football creates a safe zone and “teachable moments” for participants to learn about 
 conflict resolution. Furthermore, such activities expand youths’ social circle, encour-
 aging their social learning. In his study, one case that Rookwood looked into was the 
 F4P (Football for Peace) project. He pointed out one of the factors that contributed to 
 their success was that they embraced the importance of taking part and that teams 
 comprised mixed identities to avoid associating certain identities with victory or loss, 
 which was also openly embraced in the game (Rookwood, 2008). For that reason, he 
 also emphasised that when it comes to football for peace and development, the game 
 or sport itself should not be considered of utmost importance, but rather the integrated 
 values, the child, participant and their learning and development (Rookwood, 2008).  


Among the many goals that many football for development programs aim to 
achieve  is  gender  equality.  The  programs  strive  to  get  both  male  and  female 
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participants to take part, and through the programs and activities, they wish to contest 
 traditional gendered roles, overcome underrepresentation of females in football, as 
 well as to empower girls and women. In some cases, however, these goals are some-
 times  met  with  challenges.  In  one  example,  a  study  conducted  by  Sugden  (2008), 
 looked into the case of a Football for Peace project that took place in Israel. The conflict 
 between Israel and Palestine has been long-standing and is rooted deep in history. The 
 project was thus organised to use football as a medium to “bridge the gap” (by en-
 couraging understanding and peaceful co-existence) between Jewish and Arab towns 
 in Israel, and at the same time, to promote female inclusion, gender equality in sports 
 and  football  (Sugden,  2008).  However,  the  project  encountered  many  setbacks  and 
 challenges. There was much controversy over the inclusion of females in the projects, 
 and especially when males and females had to be in the same space for sporting activ-
 ities. Therefore, the finals of the project fell through, as it was opposed by local reli-
 gious leaders (Sugden, 2008). While this presents certain challenges of promoting gen-
 der  equality  in  football  in  certain  cultural  settings,  it  also  raises  the  question  of 
 whether or not encouraging female inclusion in sports in some communities, where 
 this is not the norm nor is highly regarded, is a form of cultural imperialism (Sugden, 
 2008). The case of Football for Peace described above also sheds light on the complex-
 ity of facilitating such sporting programs to tackle certain social issues.  


2.2 Development communication from an intercultural communica-
 tion perspective 


When examining social media and PR activities of an international non-governmental 
 organisation  (NGO)  as  the  one  in  this  study,  it  is  essential  to  also  look  at  how 
 development  is  communicated  to  and  with  stakeholders  who  might  come  from  a 
 range  of  backgrounds.  Much  of  the  early  research  in  the  field  of  intercultural 
 communication  focused  on  national  cultures  and  leaned  towards  essentialism.  In 
 other words, in the essentialist point of view, cultures are tied to certain nations or 
 geographical places, and those who belong to one culture will essentially be different 
 from those who belong to another culture (Holliday, 2011). While this way of thinking 
 can be the root of chauvinistic judgements and othering, it is sometimes hard to avoid, 
 as it is almost a default and natural way of viewing cultures and differences (Holliday, 
 2011).  Some  of  the  well-known  researchers  in  this  earlier  phase  of  intercultural 
 communication research include Edward Hall, Geert Hofstede and Fons Trompenaars. 


Hofstede’s and Trompenaars’ works are, indeed, among the most cited in the field of 
 intercultural communication to this day. Their research was in part influenced by that 
 of Edward Hall, and the other part influenced by social psychology methods in the 
 mid-1900s (Breidenbach & Nyiri, 2009).  


Hofstede’s model, for instance, framed different national cultures based on their 
 differences in cultural dimensions such as collectivism versus individualism, power 
 distance,  masculinity  versus  femininity,  long  term  versus  short  term  orientation, 
 uncertainty  avoidance,  and  indulgence  versus  restraint  (Hofstede,  Hofstede  & 


Minkov, 2010; Hofstede, 2011). Hofstede’s work was conducted on quite a wide scale. 


Specficially, he got responses to his survey from people who worked in subsidiaries 
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in more than 50 countries of IBM, a big multinational company (Hofstede, 2011). The 
 study  was  later  replicated  several  times  on  international  participants  from  other 
 organisations in many other countries, providing yet more comparative data from a 
 bigger  pool  of  countries  (Hofstede  et  al.,  2010).  This  yielded  over  100,000 
 questionnaires,  and  the  data  allowed  him  to  construct  quite  a  clear-cut  model 
 consisting  of  the  aforementioned  dimensions.  Hofstede’s  research  had  been  very 
 influential not only in academia, but also in various fields such as training, consulting 
 and  business  practices  (Bing,  2004),  management,  psychology  (Erdman,  2018), 
 education  (Signorini,  Wiesemes  &  Murphy,  2009).  However,  Hofstede’s  model  has 
 also encountered much criticism. Hofstede based his reasoning and research on the 
 notion  of  national  cultural  dimensions,  and  the  idea  that  people’s  core  values  are 
 defined by their nationality and do not change in their lifetime (Breidenbach & Nyiri, 
 2009). This perception was criticised to have created stereotypes, for using nationality 
 as a predetermination for culture, and for disregarding “individual variation, power 
 structures, conflicts within groups, and historical change” (Breidenbach & Nyiri, 2009, 
 p. 275).  


Another critical point of view towards Hofstede’s paradigm was that of Brendan 
 McSweeney (2002). McSweeney critiqued Hofstede’s framework on the basis of five 
 assumptions on which Hofstede based his conclusion. Firstly, Hofstede assumes that 
 the IBM employees who responded to the questionnaires were constituted of three 
 discrete cultural components: organisational, occupational and national. Secondly, he 
 assumed  that  everyone  within  a  nation  ‘carried’  the  national  culture.  Thirdly,  his 
 study  assumed  that  every  respondent  answered  the  questionnaire  based  on  their 
 unconscious values and overlooked the fact that they might answer based on how 
 they  expect  themselves  to  be  seen.  Fourthly,  it  was  assumed  that  differences  in 
 responses could be analysed to identify the differences in national cultures (p. 104). 


Lastly,  McSweeney  pointed  out  that  Hofstede’s  model  assumed  that  the  national 
 culture remains the same regardless of variances in situation and circumstances in the 
 nation.  In  a  nutshell,  although  Hofstede  acknowledges  cultural  diversity  and 
 complexity, the categorisation and overgeneralisation of national culture still ties his 
 framework back to a form of essentialism (Holliday, 2011). 


In recent years, such essentialist constructs have been increasingly questioned, 
 and the intercultural communication field has undergone a major paradigm shift as 
 to how “culture” is regarded. Rather than seeing culture as deterministic, Piller (2012), 
 for instance, raises the point that culture is not something that is predictive, nor does 
 it determine behaviour. It is only an abstraction of behaviour (Baumann, 1996 cited in 
 Piller,  2012).  She  proposed  that  intercultural  communication  should  be  channeled 
 towards  discourses  that  make  use  of  “culture”  as  a  resource  for  communication 
 instead of being confined in the idea of cultural difference (Piller, 2012).  


Revisiting the notions of individualism and collectivism mentioned in the above 
 section,  Holliday  (2011)  critiqued  these  ideas  as  mere  ideological  constructs. 


Individualistic  cultures  are  often  used  to  refer  to  geographical  Central-Western 
countries,  while  collectivistic  cultures  refer  to  other  Latin  American,  Asian  and 
African countries. Within that assumption, individualism and individualistic thinking 
tend to have the upper hand despite its claim as being neutral (Holliday, 2011). These 
do not reflect objective facts, for who gets to decide what is better, superior or works 
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more effectively in the world? Or are they constructs that were (unconsciously) built 
 to  justify  the  ways  of  functioning  of  the  Center/West,  and  how  it  could  view  and 
 manifest its power towards the rest—the non-West/Periphery societies? 


These constructs and dimensions that were part of the first wave of intercultural 
 communication  research,  and  part  of  the  Hofstedian  framework  (for  example 
 individualism  and  collectivism),  yet,  understanding  them  are  relevant  to  gaining 
 perspective into development communication. Connecting back to the modernisation 
 framework mentioned in earlier in section 2.1.1 and the idea of delivering to assisted 
 communities (in section 2.1.2), countries that were providing aid felt a need to deliver 
 material  resources  to  boost  technological  and  economical  growth  in  other  
 communities because they saw this as something those communities lacked. If such 
 constructs of “culture” such as individualism and collectivism were to prevail, they 
 would  continue  to  feed  the  mindset  of  differentiation  and  duality.  In  that  case, 


“cultures”  with  more  “power”  would  see  communities  without  those  desired 


“cultural  traits”  as  lacking,  and,  therefore,  would  need  to  be  helped  in  order  to 
 advance and develop.  


Many  alternative  routes  have  been  proposed  and  taken  by  intercultural 
 communication  scholars.  Ingrid  Piller  (2012),  for  instance,  emphasises  the 
 interconnected  and  dynamic  nature  of  culture:  cultures  do  not  exist  in  isolation, 
 people can belong to many cultures that can be in constant change and flux. Another 
 one  of  these  alternative  routes  has  been  moving  away  from  the  notion  of  national 
 culture and the Hofstedian legacy and towards a critical cosmopolitanism point of 
 view.  Critical  cosmopolitanism  can  be  understood  as  “an  approach  that  shifts  the 
 emphasis  to  internal  developmental  processes  within  the  social  world  rather  than 
 seeing globalisation as the primary mechanism” (Delanty, 2006, p. 25). In other words, 
 critical  cosmopolitanism  brings  awareness  to  the  cultural  complexities  and  fluidity 
 that may exist even within a system or community (Holliday, Kullman & Hyde, 2011). 


It  also  aims  to  identify  and  understand  social  transformation  by  recognising  new 
 social realities (Delanty, 2006). An approach in the critical cosmopolitan perspective is 
 the  encouragement  of  non-essentialist  threads  as  opposed  to  essentialist  blocks  in 
 intercultural interactions. In such interactions, drawing on cultural blocks tends to be 
 a natural inclination; blocks construct boundaries based on the idea of “us” versus 


“them”,  national  cultures  and  separate  experiences  (Amadasi  &  Holliday,  2017; 


Holliday, 2016). However, in order to enhance one’s intercultural encounter and help 
 one to transcend the boundaries that cultural blocks encourage, the use of cultural 
 threads should be employed (Amadasi & Holliday, 2017). Pulling on cultural threads 
 is  becoming  aware  of  one's  own  cultural  trajectory  and  past,  how  these  elements 
 influence  our  experiences,  so  that  one  can  then  identify  and  mingle  with  others’ 


threads when communicating with them (Holliday, 2016). 


In this sense, the notion of blocks and threads, and critical cosmopolitanism is 
highly  relevant  to  the  development  communication  practice,  especially  within  its 
empowered  participation  framework.  Not  only  is  it  important  because  it  brings 
attention to the real voice and cultural realities of the Periphery, but because it also 
creates  a  space  of  power  that  has  led  to  de-centered  cultural  empowerment  for 
marginal  communities  (Holliday,  2011).  Moreover,  the  empowered  participation 
framework acknowledges an inequality in power of local communities, and aims to 
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empower  them  by  letting  their  voices  be  heard,  by  helping  them  access  necessary 
 information  and  opportunities  so  they  have  the  social  power  to  influence  or  take 
 charge  of  their  own  development.  Having  a  good  grasp  of  the  cultural  blocks  and 
 threads concepts may also prove to be essential for communicators of development so 
 as  to  be  mindful  of  any  preconceived  ideas  of  culture  or  development,  and  not  to 
 impose certain ways of being upon a group of people. This creates opportunities for 
 dialogue and cultural negotiation to figure out what works best for a given issue. It 
 also makes room for exploration and understanding of each party’s past influences or 
 background that are brought to the table, so that when the right threads are drawn, 
 effective communication takes place for efficient development plans and processes. 


By identifying the right threads with its audiences, an NGO can more easily reinforce 
 their organisational image and communicate more effectively. 


Below is a summary table of the paradigm shifts in intercultural communication 
 and  development  communication.  The  table  also  highlights  the  similarities  in  the 
 shifts between the two fields. 


Development communication  Intercultural communication 


Modernisation 


-  Linear, top-down communication. 


-  Delivering to assisted communities what 
 they are lacking. 


-  Difference/gap  between  the  donor/ex-
 pert/benefactor  and  the  recipi-
 ent/helped. 


-  Power  difference  (donors  belong  to 


“more  developed”  communities  and 
 claim more power). 


-  Creates a dependency dynamic 


Essentialism 


-  People  belong  to  different  cultural  cate-
 gories  and  are  defined  traits  from  those 
 cultures. 


-  Someone from one culture is at their core 
 different, distinguishing them from some-
 one else who is from another culture. 


-  Certain  cultural  traits  tend  to  be  more 


“desirable” or hold more power than oth-
 ers 


-  Unchanging cultural traits/categorisation 
 Empowerment 


-  Participatory, non-linear communication 
 -  Collaborate with local communities to fa-
 cilitate  the  use  of  resources  and  ideas 
 from within the communities themselves 
 -  Aware  of  power  imbalance;  empower 
 people and local communities; strive for 
 social justice 


-  Build  equal,  collaborative  relationship 
 with communities 


Critical cosmopolitanism 


-  There  is  cultural  fluidity  and  complexity 
 even  within  a  community  or  system;  di-
 versity is the norm 


-  Brings  attention  to  the  voice  of  the  “Pe-
 riphery”  (away  from  “center”)  due  to  ac-
 knowledgment  of  the  inequality  in  be-
 tween 


-  De-centered  cultural  empowerment  for 
 marginal communities 


-  Encourages the use of cultural non-essen-
 tialist “threads” (instead of “blocks”) to re-
 late and communicate with others 


Table 1  Summary table of paradigm shifts in development communication and inter-
cultural communication 
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2.3  Public relations—where it stands in development communication 


In  recent  years,  non-commercial  organisations  have  become  more  commercialised 
 than before, due to an increase in non-profits and competition, and a decrease in sup-
 port from the government (Vestergaard, 2008). In fact, Vestergaard (2008) reported 
 NGOs’ bigger focus on marketing and branding and arousing and maintaining public 
 awareness to be an NGO’s most basic prerequisite. The study investigated the case of 
 Amnesty International and how the NGO rebranded and reconstructed its image in 
 the eyes of its publics amidst compassion fatigue. Compassion fatigue is conceptual-
 ised as when people become helpless, numb or indifferent from being too frequently 
 exposed to content depicting suffering or misfortune in the media (Vestergaard, 2008). 


There has been a tendency for the media to feature striking and negative images or 
 representations to capture the audience’s attention (Moeller, 1994). However, Moeller 
 (1994) also reported that many studies on fundraising through direct mail revealed 
 that positive images attracted more donations compared to negative ones, as the latter 
 could lead people to turning away. Furthermore, in certain coverage topics, compas-
 sion fatigue can become a simplistic stereotypical representation that would further 
 reinforce more stereotypical coverage, and “is a result of inaction and is itself causes 
 inaction” (Moeller, 1994, p. 52). By discussing the way Amnesty International alters 
 its organisational image to stand out from other NGOs and gain attention from the 
 public, the study provides an instance of how humanitarian organisations are seeking 
 novel ways to boost visibility and public action/engagement by steering clear of com-
 passion fatigue and creating a mark of their own (Vestergaard, 2008). Nowadays, one 
 of the many methods that has been increasingly employed amongst non-profits and 
 NGOs is the use of social media to bridge the communication between organisations 
 and their publics. Specifically, this method takes advantage of social media and their 
 affordances to do PR for an NGO or a cause. 


Public relations (PR) is one of the well-known concepts in the field of communi-
 cation, yet it does not have a universal definition. In academia, PR has been conceptu-
 alised as having a management function by some, while others focus on the relation-
 ship building and maintaining aspect of PR (Brunner, 2019). In practice, on the other 
 hand, the Public Relations Society of America (PRSA), after a period of research in 
 2011 and 2012, has come up with an updated definition of PR. According to the organ-
 isation’s  official  website,  PR  is  defined  as  “a  strategic  communication  process  that 
 builds  mutually  beneficial  relationships  between  organizations  and  their  publics” 


(PRSA, n.d.). In other words, PRSA states that in essence, PR seeks to shape the way 
 an organisation is perceived by its stakeholders and publics (i.e. those who are in-
 volved in the communication process, the audiences, etc.) through means of influenc-
 ing, engaging and building relationships with them via various platforms (PRSA, n.d.). 


Daymond and Demetrious (2013) define PR as “a communicative activity used by or-
ganizations to intervene socially in and between competing discourses in order to fa-
cilitate a favourable position within a global context” (p. 3). In the latter definition, an 
emphasis is placed on the way PR plays a political role in influencing the meaning-
making process, placing an organisation at a desired position. 



(18)14 
 2.3.1  The functions of PR 


With this basic understanding of PR in mind, it is easily seen that PR is highly im-
 portant in the functioning and maintaining of an NGO. NGOs often deal with many 
 different publics, ranging from their donors, volunteers, participants (i.e. those from 
 the local community who take part in the events that have been organised), the gov-
 ernment or other stakeholders. Functioning usually on a limited budget makes strate-
 gic communication and relationship building (or PR) all the more important. PR helps 
 to shape an NGO’s desired image in the mind of its publics, while maintaining the 
 beneficial relationships and partnerships that are vital to the sustaining of the organi-
 sation. In order to do so, social service organisations and NGOs employ various public 
 relations tactics in their communication process such as publicity (i.e. through news 
 media), creation of events, encouraging the use of the organisation’s services, creating 
 educational materials or sending out newsletters (Wilcox, Cameron & Reber, 2015). A 
 case of a global NGO’s use of Instagram in a study by McNely (2012) was investigated 
 in a study by McNely, revealing that they use the social medium for PR in order to 
 communicate their organisation’s image as well as for reaching its donors by posting 
 images that are easily identified by donors. This is a form of publicity in the organisa-
 tion’s PR activity. Despite not being entirely effective with their PR on social media, 
 the organisation, as suggested by the study, could benefit from more humanisation 
 (i.e. showing the human aspects of the organisation, such as featuring a member, a 
 related person or pets, etc., so as to make the organisation feel more human) and in-
 teraction with its audiences through comments (McNely, 2012). 


2.3.2 PR and social media 


2.3.2.1 Affordances of social media for PR 


The use of new media in general and social media in particular is becoming more and 
 more popular amongst NGOs and non-profits. Nowadays, social media are used as 
 an  “extension”  of  a  company’s  website.  Social  media  provide  organisations  with  a 
 space to interact with their followers, reinforce their branding and, for some, showcase 
 happenings that are related to the organisation in a more informal way. Many times, 
 they reach more people compared to an organisation’s website. 


NGOs  benefit  greatly  from  the  use  of  social  media,  as  social  media  allow  for 
 communication beyond national boundaries, as well as minimise the costs of the pro-
 cess (Seo et al, 2009; Rodriguez, 2016). This is an especially important aspect for NGOs, 
 for they often have to operate on a limited budget and funding. Besides the above-
 mentioned benefits, NGOs and non-profits opt to use social media as a way of inform-
 ing publics and stakeholders about their profiles, services and events. This is the more 
 extensive function of social media for NGOs (Lovejoy & Saxton, 2012). Social media 
 also act as a means to foster relationships, networks and communities, and call for 
 action from its publics and stakeholders (Lovejoy & Saxton, 2012). 


As PR seeks to place an organisation at a favourable position in the eyes of its 
publics through strategic messages to the right audiences, social media can be a ben-
eficial tool for NGOs. With the rise in the use of social media, NGOs can make use of 
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these platforms to communicate their organisational image or corporate identity that 
 they desire. Rodriguez (2016) regards social networking sites as technological infra-
 structures that are composed of publics and stakeholders; they act as vehicles that al-
 low for the creation and transmission messages that could be addressed to suitable 
 audiences. Furthermore, for transnational or international NGOs, social media and 
 the internet play an even more crucial role in placing the control of images and how 
 messages are disseminated in the hands of activists, giving them the power to empha-
 sise important social movements or events that are happening in any part of the world 
 (Atkinson, 2010 cited in Rodriguez, 2016). 


2.3.2.2 Instagram 


Instagram is a social media platform and application that was launched in Octo-
 ber 2010. Although now owned by Facebook, unlike Facebook, Instagram’s unique 
 feature is that it is more visually centred. This emphasis on visuals makes visual con-
 tent on Instagram approachable, lively and interactive. In certain contexts, “a picture 
 is worth a thousand words,” as the old saying goes. Visuals (i.e. images and videos) 
 can more easily capture the audience’s attention at first glance compared to a block of 
 text. Furthermore, visuals can also make use of additional visual assets such as light-
 ing, colours, composition and visual rhetorical figures to better communicate a mes-
 sage or explain accompanying text, or even convey feelings that are hard to describe 
 in text. While text-based content may encounter language boundaries when shared 
 with another country or community that uses a different language, visuals tend to be 
 more universal in nature.  


Instagram offers many functions. Users of Instagram can now easily take photos, 
 use premade filters or other image functions and make quick edits to their images or 
 videos before posting them onto the platform, or to other social media platforms (e.g. 


Facebook, Twitter, etc.). Another more recent feature that Instagram offers its users is 
 the ability to post stories that would disappear within 24 hours. To date, according to 
 Hootsuite, a reputable social media marketing and management platform, there are 
 one billion Instagram users every month, and 500 million users who use Instagram 
 Stories everyday (Newberry, 2019).  


Instagram  has  many  affordances  as  a  social  media  platform  and  application. 


McNely (2012) pointed out that Instagram features a reverse-chronological timeline, 
 it allows users to like and comment, and it allows for asymmetric follower relation-
 ships. The fact that visual posts on Instagram (e.g. photos, images, videos, etc.) en-
 courage social interaction between an organisation and its followers makes it possible 
 for organisations to communicate strategically through their Instagram post. This is 
 one of the ways an organisation can strategically shape its image in the mind of its 
 followers, which is also central to an organisation’s PR activity. 


An  organisation’s  organisational  image  is  “part  of  the  self-referential  process 
through which an organisation attempts to tie down and reproduce its identity,” and 
the way an organisation would be viewed by outsiders who are interested (Faber, 2002, 
p. 33). However, organisations might not always have absolute control over their or-
ganisational  image.  Those  that  are  able  to  create  a  memorable  image  and  to  better 
shape  how  their  organisational  image  is  perceived  by  outsiders  hold  more  image 
power (McNely, 2012). Thus, the image power of an organisation can be improved by 
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aligning organisational identity and organisational image as well as using different 
 communication and rhetorical tools in shaping external perceptions (McNely, 2012). 


That being said, social media, such as the visual-intensive platform Instagram, breeds 
even more opportunity for organisations and NGOs to construct and maintain their 
organisational image and are becoming more commonly used. Being able to use such 
platforms to their advantage would assist an organisation in reinforcing their image 
power. 
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3 METHODOLOGY  


3.1 Research aims and questions 


In  the  previous  theoretical  background  chapter,  I  have  examined  the  direction  in 
 which development communication and intercultural communication is going today. 


There has been a shift in the way development communication is headed, especially 
 in research, with a tendency towards empowerment and empowered participation. A 
 great importance is placed upon empowering people and their communities endoge-
 nously, giving them access to opportunities and information. In practice, on the other 
 hand, some studies point out that many development programs are still tied to the old 
 linear  delivery/assistance  mindset  (Anderson  et  al.,  2012).  This  highlights  the  im-
 portance of examining how an international NGO like SFW is communicating visually.  


Moreover, with the increased use of social media in international NGOs to support 
 their public relations activities, exploring communication with an intercultural per-
 spective is also necessary. The shift in intercultural communication, interestingly, is 
 closely tied to the shift in development communication, too. It leans towards trans-
 cending  differences  to  embrace  non-essentialist  views.  This  theoretical  background 
 lays foundation for a better comprehension of the NGO in question’s Instagram activ-
 ity and development communication. Especially as this is an international NGO com-
 municating with a range of audiences globally, an intercultural perspective is benefi-
 cial in understanding how they construct their organisational identity and how they 
 are bringing people from all over the world together to work towards a common cause. 


There have been few studies that examine the interplay between development com-
 munication and intercultural communication that exists in an NGO through their use 
 of social media. Therefore, in this study, I will explore the way paradigm shifts in 
 intercultural communication and development communication manifest in SFW’s vis-
 ual communication on Instagram. Then, I attempt to specifically go into how using 
 Instagram  images  helps  SFW  to  communicate  their  vision  of  “changing  the  world 
 through football”. I will delve into how the images depict their use football as a me-
 dium  in  empowering  local  communities  and  their  network  members  all  over  the 
 world. In short, I will be exploring this topic with the guidance of the following re-
 search questions: 


1. How does Street Football World’s visual communication (through their In-
 stagram images) relate to the paradigm shifts in development communica-
 tion and intercultural communication?  


2. In what ways do Instagram images allow Street Football World to depict foot-
 ball as a tool for empowerment?  


Before discussing the sample and the research method used to analyse the data, 
 in the following section, I will introduce the international NGO Street Football World. 


I will also provide some background information of the organisation along with its 
mission and vision. 
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 3.2 Street Football World 


In this study, I looked specifically into the case of the NGO Street Football World. 


Street  Football  World  (SFW)  is  an  international  NGO  founded  in  2002  by  Jürgen 
 Griesbeck, who was at the time a German PhD student in Medellin. Moved by the 
 incidence where the football player Andres Escobar was shot after his own-goal lead-
 ing to Colombia’s not being able to continue in the 1994 World Cup, Jürgen searched 
 for new conflict resolution approaches. He realised that the football pitch was the com-
 mon  ground  where  dialogues  and  cooperation  could  willingly  happen.  This  gave 
 birth to Fútbol por la Paz (Football for Peace), a football project that acted as an anti-
 dote  to  violence.  Realising  that  there  were  similar  organisations  around  the  world 
 with similar missions (i.e. using football as a medium to tackle local/social issues), 
 Jürgen founded SFW with the vision of connecting these grassroots organisations all 
 over the world to create an even bigger collective impact through football. Therefore, 
 SFW goes by the mission of “changing the world through football” (Street Football 
 World, n.d.).  


Today, SFW has 135 member organisations that have brought the movement and 
 activities to more than 2 million people in 90 countries. In addition to these members, 
 SFW  also  partners  with  governments,  FIFA,  UEFA,  sponsors,  private  partners,  etc. 


who share the same vision. The reason SFW wishes to create a strong network is be-
 cause it wishes to empower those organisations that strive to make sustainable im-
 pacts, not only in their local communities, but also in partner communities and in the 
 world. Additionally, having a network means those who are part of it are able to con-
 nect with others in the network, to be inspired and act together to change the world 
 through grassroots football. SFW’s current goal right now is to achieve this change by 
 2030. Specifically, SFW aims to bring about social change in eight main areas: employ-
 ability, education, social integration, peace building, gender equality, health, youth 
 leadership, and environment. The NGO strongly believes in the power of football to 
 make these changes happen because football is a common language and culture that 
 people and communities around the world share (Street Football World, n.d.).  


3.3  Sampling and dataset 


The sample that was chosen for examination in this study was images, consisting of 
photos and static graphics, from SFW’s official Instagram page. SFW is active on both 
Facebook and Instagram. However, I specifically chose to look at their Instagram con-
tent instead of Facebook because although Facebook has more followers, their Insta-
gram content receives more engagement (i.e. likes and comments). This engagement 
rate means that the content actually reached at least some audience rather than being 
lost in their newsfeed. In addition, SFW is very active and consistent in posting on 
their Instagram account, ensuring that it is one of their main social media channels.  
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The NGO’s Instagram page is public, therefore, all of its posts are accessible to 
 the  public.  Although  SFW  uploads  a  variety  of  visuals  ranging  from  photos  to 
 graphics and short clips (each post accompanied by a caption), only images and static 
 visuals were examined. Clips and videos, as well as all captions were excluded from 
 the sample in this study due to the study’s limited scope. Furthermore, the number of 
 videos were very few compared to the number of images that were posted, and videos 
 require a different method of analysis from images and other static visuals. Through 
 the preliminary observation, I also found that the captions only act as an explanation 
 to the images and did not distort the meanings of the images in any way. Therefore, 
 this study will focus solely on analysing static images. Captions will be occasionally 
 referred to during analysis, but each individual image is the study’s unit of analysis.  


The dataset used for analysis consisted of images from the first four months of 
 2018 (i.e. starting from the first post in January 2018 to the last post in April 2018), with 
 each image being a unit of analysis. SFW posts very often on their Instagram page, 
 therefore, the amount of data that was acquired from January to April was already 
 very rich. With that being said, expanding the dataset and analysing the data would 
 go beyond the scope of this master’s thesis. These images, as mentioned above, in-
 cluded photos (e.g. portraits, photos of events, football matches, children, activities, 
 workshops, etc.) and some graphics. In many cases, each post consisted of several im-
 ages. The number of images in the dataset totaled 113. The images along with their 
 dates were screenshot and archived for reference. 


3.4 Data analysis 


The study, in general, can be classified as an abductive one, as it is both data driven, 
 and at the same time it is informed by previous studies. Furthermore, it describes the 
 process in which new discoveries are made through logical and methodological rea-
 soning (Reichertz, 2004). The abductive approach is best used in studies that aim to 
 discover new things, new concepts and relationships (Dubois & Gadde, 2002), which 
 is the case of this study. The data is analysed using the qualitative visual content anal-
 ysis research method, with the help of tabulation.  


In the first part of this section (3.4.1), the process of tabulating the data will be 
 discussed. The second part (3.4.2) will then look at the visual content analysis process 
 in depth. 


3.4.1 Tabulation 


Despite this study being a qualitative visual content analysis study, tabulation and 
counting of occurrences was used in the beginning stage. In this study, I used tabula-
tion as a way to count the frequency or occurrences of certain elements or phenomena 
in SFW’s Instagram images with the use of coding. This tabulation step helped to spec-
ify details of certain observations, to ground observations, and spot anomalies that, 
when coupled with the qualitative methods of the study, could then be further ex-
plained  and  explored.  Furthermore,  as  Instagram,  an  image-heavy  medium,  was 
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studied, and as SFW posted quite often, tabulation helped to look into more detail a 
 larger number of images (Carneiro & Johnson, 2014). 


After having identified the visuals that make up the dataset, I familiarised myself 
 with the dataset by first going through all the images in the dataset at once, which 
 allowed for a better grasp of the general content and feel of the dataset. From first 
 glance, SFW’s Instagram posts (excluding videos) consisted of four main types of im-
 ages within this timeframe. The four types included: images of football related activi-
 ties (on the pitch/playing area), images of non-football related activities and events 
 (e.g. workshops, other training sessions, special networking events), portraits (e.g. of 
 a player, a celebrity or a team member), and graphics and communications products 
 (such as the organisation’s magazine). This gave insight into the kind of content and 
 elements that could be coded in when tabulating. After the preliminary observation, I 
 referred to a study that focused on the analysis of images and that had a model spe-
 cifically developed for that purpose (this is discussed in more details in the paragraphs 
 to come). The codes of my study, on the other hand, were constructed based on SFW’s 
 purpose  statement  on  their  official  website  (the  summary  of  the  statement  can  be 
 found in the “Street Football World” section above) and from the elements that arose 
 as I examined the images initially. The next paragraph will be dedicated to how the 
 codes were developed, with reference to previous studies. 


The main study that was referred to, by Kedra and Sommier (2018), examined 
 photography depicting refugee children in the European refugee crisis, providing a 
 model for coding and analysis in this study. The study sought to answer the questions 
 of how these photos of refugee children are constructed (visually and rhetorically), 
 and how they are positioned in the current refugee representation scheme (Kedra & 


Sommier, 2018). The researchers were unable to find a highly suitable pre-existing vis-
ual research method to help answer their research questions; therefore, they resorted 
to constructing one of their own. The model is called the model for visual rhetorical 
interpretation (Kedra & Sommier, 2018) and was specifically used to interpret journal-
istic photographs. It was built on the premise of a number of methods: “elements of 
visual rhetoric, denotation and connotation, compositional interpretation, and inter-
textuality” (Kedra & Sommier, 2018, p. 44). The model proposed by Kedra and Som-
mier is as below (Figure 2): 
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Figure 2  Model for the visual rhetorical interpretation of journalistic photos (Kedra and Som-
 mier, 2018, p. 45) 


 This model was developed by Kedra and Sommier to answer the question of 
 how the photos in question are constructed in their study and how they are positioned 
 in  the  current  refugee  representation  scheme,  with  the  unit  of  analysis  being  each 
 photo. Therefore, this made it relevant to my own study and research question when 
 analysing each Instagram image (mostly journalistic photos) to identify how it helped 
 to construct SFW’s organisational image. Therefore, the model was applied to the cod-
 ing and analysis parts of this study. Specifically, questions from the first three steps 
 (i.e. basic denotation, analysis of photographic techniques and atmosphere, visual rhe-
 torical figures) were taken into account to later develop codes. The steps 4, 5 and 6 
 from the model were integrated into the qualitative analysis of the images, which will 
 later be discussed in the next section (3.4.2 Visual content analysis). 


With the guiding questions from the model’s first three steps, I was able to con-
 struct three corresponding broader sections for my tabulation: basic denotation (with 
 the subcategories photo location and topic; people and photo content); photographic 
 techniques and atmosphere; and visual rhetorical figures. As for the basic denotation 
 section, coupled with my preliminary observation, I included codes such as “football 
 game or related”, “non-football game event”, “portrait, individual person featured”, 


“location type”, etc. Referring back to SFW’s vision and mission, I also added codes 
 such  as  “  Disadvantaged,  minority  people/players  engaged  in  an  activity/game”, 


“Gender: Girls & women players, all genders featured (e.g. playing together on the 
pitch)”, “Holding hands/ huddling/ hi-five/ hand shake/ helping”, etc. All the codes 
in the first “basic denotation” section are shown in Table 2 below. 
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Bas ic  denot at ion
 Photo location and topic

Outdoor/indoor/not clear 
 Location type 


Football game (or related) 


Group/teamwork, discussion, workshop 
 Special event 


Non-football game event 
 Landscape 


People & photo content


On the day of the event 
 Portrait/featured individual 
 Coach/instructor with team 


Individuals of different backgrounds, professions collaborating, playing; emphasis 
 on different countries 


Disadvantaged people/players, from a minority group engaged in an activity/game 
 Gender: girls & women players; all genders featured 


Celebrity/important person 


Hygiene products, wellbeing, health, health organisations 
 Relating to care for the environment 


Very basic/underprivileged conditions or environments 
 Smile 


Gestures showing excitement, joy, positivity 


Holding hands, huddling, hi-five, handshake, helping 
 Inspirational quote (in the image) 


Table 2  Codes in the “Basic Denotation” section 


In the photographic techniques and atmosphere section, I wished to examine the 
way the photos were taken, the mood of the image (based on the atmosphere or the 
facial expressions of people in the photo), or whether the image was a graphic or com-
munication  product  (e.g.  a  photo  of  the  organisation’s  magazine,  a  visual  that  has 
graphics drawn on it or has quotes added to it, etc.) (Table 3). 
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 Photographic techniques  and atmosphere


Natural / manipulated / do not know 
 Dynamic / static 


Graphic communication product (e.g. books, brochures, banners, etc.) 
 Type of shot (e.g. long shot, medium shot, closeup, etc.) 


Angle 


Mood (serious, neutral, happy, empowering, formal) 


Table 3  Codes in the photographic techniques and atmosphere section 


The last section of the tabulation is the third step in Kedra and Sommier’s study, 
 the visual rhetorical figure section. From my observation of the posts and based on 
 the study, I included two visual rhetorical figures, oxymoron/juxtaposing elements 
 and visual hyperbole (a visual emphasis on a certain element in the photo) (Kedra & 


Sommier, 2018). Another code for this section is “absent of visual rhetorical figure” 


for those images that did not have an apparent or intended visual rhetorical figure. 


All the images from January, February, March and April of 2018 were then indi-
 vidually listed and coded. For questions or codes that could simply be answered with 


“yes” or “no” was coded as no = 0 and yes = 1. Other more open-ended questions 
 were coded with more numbered options, such as when coding the location type of 
 an image, it was coded as 1 = on the pitch, 2 = generally outside (i.e. an unspecified 
 location outside), 3 = on stage, 4 = in a room, and 5 = do not know (i.e. when the 
 location cannot be identified). After the coding process had been accomplished, oc-
 currences were counted. For yes/no questions/codes, all the numbers “1” were added 
 up to show how many times something occurred among the images (e.g. how many 
 images featured a celebrity). For the remaining questions, occurrences of each number 
 were counted and listed in the “total” section. These occurrences, as mentioned before, 
 help to ground observations and bring attention to any details that are worth deeper 
 examination. Further, they help to identify recurring or prominent elements present 
 in the images that would later be explored for emerging themes in the visual content 
 analysis section. 


3.4.2  Qualitative visual content analysis 


The qualitative visual content analysis stage aimed at yielding patterns as well 
 as important and noticeable information from the dataset that could be delved into, 
 and from which themes were likely to emerge to answer the research questions. Once 
 the tabulation process was complete, the number of occurrences of the codes was then 
 further examined and looked into based on the steps 4, 5 and 6 of Kedra and Som-
 mier’s model for visual rhetorical interpretation (i.e. symbol and intertextuality, emo-
 tional engagement, and the visual argument, respectively) (Kedra & Sommier, 2018). 


From this dataset, symbols from the photos, for instance, could specifically be dis-
cussed,  as  well  as  factors  such  as  emotional  engagement,  which  could  potentially 
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