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Abstract 
 

The discussion of global poverty has become extremely relevant because our generation 

has the resources and technology to effect change in the world per the Millennium Development 

Goals, specifically the eradication of extreme poverty. This paper will discuss the effectiveness 

of poverty educational campaigns by looking at previous campaigns and examining their 

methods. After this analysis, we turn to the Global Poverty Project, a poverty educational 

campaign based in Australia, and review their methods and how these methods determine their 

success. This paper also describes our process in inviting the Global Poverty Project to the 

University of Michigan to give a presentation, where we gave a survey to members of the 

audience to evaluate the presentation. By looking at the Global Poverty Project as a case study, 

we were able to determine that poverty educational campaigns are effective in increasing the 

public’s awareness and desire to devote personal time and energy to such campaigns and 

organizations.  

 

 
Introduction 
 

We in the twenty first century live in an enlightened age of technology and resources, of 

travel and communication.  We are constantly improving our quality of life, and yet, an 

estimated 1.4 billion people live in extreme poverty - surviving on less than $1.25 a day.  The 

United Nations elevated the eradication of extreme poverty to a global priority through the 

establishment of the Millennium Development Goals in 2000.  However, extreme poverty is a 
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complex problem that requires a complex solution.  A global coordination of money and action is 

needed, as well as commitment from grassroots levels and from governments.  In the face of 

such urgency, there has been a conflagration of charities and campaigns being established to 

assist with the goals.  We question, however, what makes a group effective at capturing the 

public’s attention, and also effective at causing real change. 

There are problems that arise when looking at the effectiveness of poverty programs. The 

two key issues we plan to address in our research are the retention and attention of an audience. 

This topic is important because there are hundreds of local, national, and international poverty 

awareness campaigns. We plan to concentrate on the Global Poverty Project, but how can one 

tell which organization to trust their donation with? Which ones actually help the poverty-

stricken and which help the pockets of their leaders? Attention and retention of an audience is 

important because if there are no people “feeding” the campaign with time or money, how can it 

thrive and produce intended help for the poverty-stricken individuals? We decided to focus on 

the Global Poverty Project because it is an organization that has received international attention. 

Since we are assessing the effectiveness of informational poverty campaigns, it would be most 

beneficial to assess a relatively successful organization--an organization that found large donors 

and grew from a local organization to an international one. 

Our research can affect many people involved with campaigns about poverty. People 

running the strategies for the campaigns, people who are poverty-stricken or recipients of the 

programs, and the audience to whom the campaigns are targeted can be influenced by our 

project. Our conclusion can have a positive or negative impact on poverty awareness campaigns. 

The implications of our research should provide advertisers with some idea of how their 

campaigns come across to the University of Michigan-Ann Arbor campus student population.   
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Our project is important because these organizations set out to do well and change the 

world, but sometimes they do not succeed. By identifying aspects of campaigns that fail or 

succeed, other people can see our research and use those positive techniques to not only start an 

organization aimed at helping the world, but their organization will also be able to accomplish 

some, if not all, of their goals, which is more than can be said for some aid organizations out 

there. There are also not a lot of critiques of campaigns, so by writing this paper we can educate 

more people about the key ingredients to a campaign that will not only educate but also effect 

change. It takes time and resources to fix the issues these campaigns mobilize around, and it 

would be a waste not to use them properly. Eradicating extreme poverty is also one of the 

Millennium Development Goals scheduled for completion by 2015, so we hope that by writing 

about this topic we will be doing our part to make sure that global campaigns, such as the Global 

Poverty Project, will reach a satisfactory outcome by the determined year.  

Our action aspect of our project is the ideal way to educate, because it uses elements that, 

according to our research, are most effective. Supplementing our academic and scholarly 

research, we have observed and will be using elements and actions that have been effectively 

used by the Global Poverty Project, a successful international organization.  

Literature Review 

The literature surveyed thus far is broken down into two categories: those assessing 

particular poverty campaigns and those critiquing the assessment criteria with which academics 

have evaluated previous information campaigns. The latter category provides valuable insight 

into how we may develop a reasoned, accurate, and justified appraisal of the campaigns that we 

will be researching and activating.  Efficacy is a complicated and subjective term, but “Public 

Information Campaigns as Policy Instruments” and “Some Reasons Why Information 
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Campaigns Can Succeed” are valuable resources in categorizing the way that audiences are 

engaged.  With particular regard to poverty campaigns, our research makes it apparent that 

clarity in message is the most fundamental necessity for integrity. 

“Some Reasons Why Information Campaigns Can Succeed” criticizes how the 

evaluations of informational communications are focused on the inability to produce effects, 

rather than the capabilities of communication¹. It argues that usually, information campaigns fail 

because they solely depend on communicating subjectively derived principals, and the flaw is 

not in the message or audience. Information campaigns can be successful, but in order for them 

to improve, there has to be more attention paid to their specific elements of success and the 

campaigns need to be made up of researcher-practitioner teams. There are three things needed to 

give an information campaign potential according to the article. First, the campaign must assume 

the audience will be mildly interested or uninterested all together. Second, the middle-range 

goals (defined as goals that can be reasonably achieved) must have specific objectives attached 

to them that allow people or local support systems to help change behavior. Third, approaching 

the audience must be a well-thought out process. The campaign needs to take into account 

audience’s social identities and background when framing the middle-range goals. The article is 

really useful in breaking down the different factors that make a campaign effective. Something 

the article chooses to emphasize is the evaluation and how it needs to be appraised by the people 

who created it. This way, the intentions of the organization are not misconstrued by what an 

objective evaluator thinks the campaign should have tried to do. With that said, the article does 

not look at the bias that a researcher-practitioner team may have and their potential lack of 

objectivity, especially because most information campaigns are rooted in topics that trigger 

emotions. 
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“Public Information Campaigns as Policy Instruments” discusses the three reasons it is 

difficult to evaluate whether information campaigns work or not². First, it is difficult to isolate 

complex behavior and attribute it to specific contributions of information campaigns. Second, 

media exposure and other factors influence people's thoughts about issues, so it is difficult to 

find an issue where the information campaign is the only influence. Third, usually, information 

campaigns are exposed to people during urgent times (energy conservation during an energy 

shortage). There are four different tasks that information campaigns need to have in order to 

succeed: capture the attention of the right audience, deliver an understandable/credible message, 

deliver a message that influences the audience's beliefs or understanding, and create social 

contexts that lead towards desired outcomes. The article goes on to breaking down the four tasks 

into different action plans. This is very beneficial for assessing and giving recommendations 

about what may have gone wrong.  With that said, the article talks a lot about the problems and 

difficulties of evaluating information campaigns, but does not provide ways to overcome those 

difficulties. 

One article we found relevant to our research is about an oral cancer awareness campaign 

in the United States³. The purpose of the article is to provide a systematic evaluation of the 

campaign. To achieve this, the researchers use phone interviews to examine billboard 

effectiveness in Florida by asking questions about pre- and post-billboard impact. The result is 

that the billboards had little to no effect on the people when post-tested. We believe the reason 

for this is the advertisement itself because it includes a white woman, who should not be the 

intended target audience. The intended audience should have been those with the highest risk of 

obtaining oral cancer - white and black men over the age of 50. This article is valuable to our 
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research because it reminds us we need to remember who the poverty awareness campaigns are 

geared towards and if they are making the intended measure.   

Franklin Obeng-odoom attempts to offer a critical perspective of the framework that 

shapes the Global Poverty Project’s work, to which he refers to as the “capabilities approach.”  It 

“questions the view that economic growth be seen as an end of human development and, rather, 

places it as just one of the means to human development.”  By identifying a distinction between 

the causes and the characteristics of poverty, Obeng-odoom concludes the work of the Global 

Poverty Project, though admirable, will never confront the real causes of poverty, let alone 

attempt to exterminate it. This illustrates to us that we really need to look into confronting the 

causes of poverty in order to put an end to poverty. By creating the distinction between the 

characteristics and causes of poverty, we are able to have a firm idea of what needs to change in 

order to end global poverty.  This article is lamentably one sided in the construction of the 

supposed “real” causes of poverty, as it fails to account for the cyclical and overlapping nature of 

causes and characteristics.  The tone of the article renders it clear that the author came to be 

discussing the work with well-established presumptions on the topic. 

“Zero Consistency: A Critique of Caritas Europa’s ‘Zero Poverty’ Campaign,” written by 

Kristian Niemietz, is a chapter of Economic Affairs that talks about the pitfalls of the Caritas 

Zero Poverty campaign. Caritas is a Catholic organization whose mission is to help the world 

through dignity, solidarity, justice, and stewardship. Their Zero Poverty campaign details the 

Caritas Europa community’s efforts to fight against poverty, mainly in Europe, but other 

communities part of the Caritas family help out in other parts of the world. The Zero Poverty 

homepage says that the campaign “asked men, women, young people and children to make a 

commitment to people in need and to send a strong and clear signal to governments that no one 
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should live in poverty.” In Niemietz’s critique on the campaign, he makes strong and valid points 

and writes, for an “outside observer it remains difficult to see what this initiative actually stands 

for and what its purpose is.” He also goes on to say that Caritas uses relative and absolute 

poverty terms interchangeably. Niemietz notes that the campaign is not clear about who exactly 

Caritas is aiming to pull out of poverty, writing that the literature mixes in references to the 

developed world, third world countries, and “transition economies.” The author also believes too 

much time is spent on “moral outrage” over poverty, and goes on to ask, “is poverty something 

to be morally outraged about?” Niemietz claims that Caritas’ Zero Poverty campaign is part of 

the organization’s efforts “to keep up with fashions,” going on to explain that “there is hardly a 

bandwagon which this initiative does not jump on.” While the author makes many good points 

about Caritas Europa’s downfalls, Niemietz himself writes “in the field of poverty mitigation, 

one could hardly think of a more authoritative voice than Caritas.” It is hard to imagine such an 

influential organization would jump onto a popular issue and waste valuable resources funding 

that issue if Caritas did not see some merit in it. It is easy to notice that the author is passionate 

about this topic, but there is little to no bipartisanship in this chapter, which makes its 

authenticity harder to support. Nevertheless, it points out some crucial flaws in Caritas’ methods 

with the Zero Poverty campaign and will hopefully offer future Caritas campaigns some advice 

as to how to improve.  

Simon Moss, co-founder and chief operations officer of the Global Poverty Project, wrote 

an article titled, “Aid doesn’t work: Breaking the Cycle,” in which he highlights the importance 

of public funding and media representation of various charities that aim to reduce poverty 

throughout the world. Moss illustrates how aid can make, and is making, a huge difference in 

conquering the major problem of poverty. The article has many strengths, the main one being 
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that it constantly reiterates that, without aid, a larger number of people would be affected by 

poverty. When the public hears these statements and the personal stories of transformation, they 

get on board with the fight to end poverty. The huge sums raised by charities are increasingly 

driven by stories of success and progress. For example, in 2011, Comic Relief raised more 

money than they have in the past and is continuing to help those affected by poverty. When the 

media incorrectly reports on the failures of aid, the public tends to believe them and begins to 

doubt its decision to support charities in the future. Without funding, charities cannot be as 

helpful in the fight against poverty and, as a result, more and more people will end up being 

affected. According to Moss, it is crucial everyone does his or her research and finds proof aid 

does work. We need to take this proof and show it to the media, politicians, and the general 

public, so the public and government will continue to support these charities and help fight 

global poverty. The article illustrates the importance of aid and how without it, the progress 

accomplished so far in helping millions of poverty-stricken individuals would never have 

existed.   

Methods 

When our group contemplated about what our action would be, we almost immediately 

thought of involving the Global Poverty Project, an Australian based international organization 

that advocates for the end of extreme poverty. After some days of researching, we were able to 

find out the group had actually been successful in bringing awareness to the conversation on 

extreme poverty. We thought it would be really interesting to bring a mini-version of their 

campaign to our community, the University of Michigan, in order to witness its influence and 

impact firsthand. We first thought we might be able to get their presentation slides and be able to 

show those, or doing a presentation of our own design that would talk about the organization and 



9 
 

what it had accomplished. However, we were extremely ecstatic when the Global Poverty 

Project agreed to send representatives over to Michigan in order to give us the real deal. On April 

13, 2013, the Global Poverty Project shared with the University of Michigan audience their “1.4 

Billion Reasons” presentation--an interactive, multimedia presentation that explains the issues 

that contribute to extreme poverty and the everyday actions people can take to help eradicate it. 

In order to get more out of the Global Poverty Project presentation, we decided to create 

a survey to determine the audience’s knowledge on global poverty before the presentation, and 

their feelings about the topic after the presentation. To do this, we created pre- and post-survey 

questions. The pre-questions asked how much the audience knew about the Global Poverty 

Project, the topics on which they were speaking, and their involvement with organizations whose 

goals are to educate and end global poverty. The post-questions asked whether the audience was 

likely to donate to the cause after hearing this presentation, how often the donations would occur 

and how much they would consist of, and whether they were likely to spread the word about the 

Global Poverty Project and its cause. Our reasoning behind this was that the Global Poverty 

Project is successful because of its fervor and passion for its cause, and the power it has to 

influence others who view the presentation. The Global Poverty Project is also focused on 

educating others, which is the basis for the presentation, and we came up with the post-questions 

to gauge how influential the group was in convincing others to not only become involved, but 

also educate others about the group’s mission.  

During the research process, we also analyzed and evaluated the Global Poverty Project’s 

anti-poverty online campaign such as its official website, issue videos, trailers, and official blogs 

in order to estimate the influence and impact of the organization. How is the organization able to 

garner such worldwide support? Its publicity and advertisement campaign play a huge role in its 
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success. The Global Poverty Project website is a major tool for communicating with people from 

all over the world. The organization itself claims to be an “educational and campaigning 

organization that activates citizens to be a part of the global movement to end extreme poverty.” 

Their vision is a world without extreme poverty by increasing awareness and effectively 

convincing people to act. The opening page on the website is very engaging with bright colors, a 

checklist users can interact with, links to blogs, internal campaigns, and also includes their social 

media sites for even more engagement. The website is geared towards getting a viewer’s 

attention with interaction based on individual commitment to the cause. 

 “This project is inspiring,” says celebrity Hugh Jackman, an Australian actor who is 

involved with film, musical theatre and television. His endorsement as a well-known 

spokesperson is part of the organization’s goal to advertise their work. His quotes are on the 

website periodically, a reminder that all kinds of people work with the Global Poverty Project. 

The campaign uses “appeal to authority” by relying on celebrity endorsements to appeal to the 

masses. According to an article written by Agrawl and Wagner, “investors seem to value 

positively the use of celebrities in advertising...because on average, the sponsoring firms 

recorded a gain of .44% excess returns in their market value as a result of announcing contracts 

with celebrity endorsers.” Overall, the results of the study indicate the positive impact of 

celebrity endorsements on expected profits. Economically, this translates to the Global Poverty 

Project receiving more donations, help, and interest from the public based on celebrity 

participation. 

Results 

Our Qualitative Assessment 

Global Poverty Project Website 
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When we looked at the organization’s website, we noticed a few, distinct characteristics. 

We first picked out Global Poverty Project’s effective fervor, passion, and creativity in their 

presentation trailers and their website as a whole. It was clear to us the designer of the website 

designed it with the mindset of someone who is strongly part of the organization’s cause and 

believes in the organization action plan. We also noticed their effective use of colors. The 

majority of the website utilizes gray tones and then infuses pops of bright colors to draw the eye 

towards icons. Psychologically, the use of primary colors - red, blue, and yellow - evokes 

different responses. Red gives off a sense of urgency or warning, giving attention to things the 

website wants the viewer to be aware of; blue reminds the viewer of empathy and elicits a 

sympathetic emotional response; yellow evokes brightness, hope, and participation. The website 

also hosts effective interactive applications that can be accessed from the navigational toolbar at 

the top. There is also an emphasis on social media, apparent from the YouTube, Facebook, 

Twitter, and Google + icons that allow the viewer to look at the Global Poverty Project’s 

different pages that contain videos, blog posts, and up-to-the-minute news. 

Global Poverty Project Promotional Material 

The promotional material given to us by the Global Poverty Project was not the material 

we ended up using to advertise for the event because we saw the plain white, one-sentence flyers 

as non-effective. As a group, we decided the flyer template was not striking enough to capture 

the attention of a passerby or to compete with many different events occurring on the same day 

at the University of Michigan. However, it did use its connection to celebrities that endorse the 

organization, such as Hugh Jackman, to make it more appealing and draw a bigger audience.  
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Global Poverty Project Presentation 

During the 45-minute presentation, we noticed that the organization effectively used 

statistics to get its message across, especially during the discussion of money spent in the U.S. 

bank and automotive industry bailout ($12.8 trillion) compared to the amount of money needed 

to complete all of the Millennium Development Goals ($150 billion). Also, aligned with the 

organization’s determination to witness the eradication of extreme poverty within our generation, 

the presentation focused on success stories as well such as the reduction of extreme poverty from 

50% to 25% in the last thirty years, or the transformation of South Korea to one of the world’s 

greatest economies in just fifty years’ time. However, we also found some elements of the 

presentation that we did not think worked well. For starters, the speaker was not really engaging 

with the audience; her speech was incredibly rehearsed, timed with the presentation slides 

transitioning behind her. Also, based on our opinions, the speaker’s very casual and 

unprofessional attire hindered the overall appearance of the presentation.  

Our Quantitative Assessment 

According to our survey data, 63% of attendants agreed or strongly agreed that they were 

likely to invest more time than they currently do to organizations or causes similar to the Global 

Poverty Project. After the presentation, 81% of the respondents stated they were more likely to 

tell family and friends about the Global Poverty Project or related organizations. Also, 19% of 

respondents, respondents who had not previously donated to similar organizations or causes, 

were willing to donate regularly after seeing the presentation. The surveys also helped 

demonstrate the most effective or thought provoking aspects of the presentation such as the use 

of visual statistics or the reminder of the attainability of the eradication of extreme poverty, along 
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with diseases such as polio. Here are some quotes reiterating these thoughts picked from the 

surveys: 

“The comparison of the cost of the millennium goals versus that of the bailout, food waste etc. 

was very thought provoking, because it was relatable to me and my habits.” 

“The emphasis on how this is not an impossible goal since we have seen cases of poverty 

eradication (e.g. South Korea) is interesting.” 

Discussion  

As mentioned in the results, 19% of respondents said they intend on donating regularly to 

poverty eradication campaigns or organizations. Although 19% is a small percentage, at the 

beginning of the presentation, the presenter said the presentation was not a sales pitch and she 

was not looking to raise money. Therefore, we do not consider this a negative implication on 

their success, since it was not one of the goals. However, the presenter did emphasize education 

and awareness as a goal of her presentation and of the Global Poverty Project’s campaign 

overall. The survey data, the audience’s willingness to share the organization’s mission and to 

devote resources such as time to similar causes or organizations, demonstrates the Global 

Poverty Project presentation achieved one its goals and left a lasting impression on the audience 

members. Therefore, our group settled on the conclusion that the presentation was rather 

effective, as since the beginning we established we would determine their effectiveness based on 

the audience’s willingness to spread and retain the information presented, rather than its 

willingness to contribute financially. 

An article discussed in the literature review assessed three characteristics an effective 

informational campaign possesses. The “1.4 Billion Reasons” presentation embodies the first 

two. It assumed the audience was mildly interested or uninterested all together and the 
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presentation incorporated a section about why the audience should care and how extreme poverty 

affects the world. It also provides goals that can be reasonably achieved and allows people to 

help change behavior. Throughout the presentation, there were mentions of little initiatives 

members of the audience could engage with. At the end, the representatives also handed out little 

cards where audience members wrote their names and emails and circled a way they would like 

to get more involved (e.g. getting more information, volunteering, doing the live below the line 

simulation, signing petitions). With that said, the presentation did not encompass the third 

characteristic; the presentation did not take into account the specific audience’s social identities 

and background. The Global Poverty Project uses the same presentation for all college campuses, 

regardless of location or student body. Overall, although the presentation could have been more 

effective, it still garnered support, based on the surveys.  

However, it is important to take into consideration the limitations of our research. The 

people who completed the survey were not a random sample of the general public or even 

University of Michigan students. This is not a limitation that only our study faces, but any study 

of this kind. The people that attend such a presentation or event are already interested or inclined 

in the topic of the presentation. Another limitation of our research is the low quantity of survey 

data, as the number of people in attendance was not high enough to allow for the extrapolation of 

our conclusions to the general public. With that said, everyone that showed up to the event took 

the survey, so we did not have a response bias.  

Implications 

The first step to causing change is increasing effective awareness, rather than jumping 

straight to the action component. Successful action will never occur if people do not realize or 

understand the issue at hand and its implications, so we would argue it is really important to 
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acknowledge the role of informational campaigns in fighting social injustices. Effectively 

relaying a message requires the use of visual statistics and concrete examples, rather than just 

messages of emotional appeal. Informational and educational organizations should alter their 

presentation and public speaking techniques to appeal to different audiences.  

Reflection on the Group Process 

As first year Global Scholars Program students, we were assigned into collaborative 

groups at the beginning of the year. After a couple of weekly meetings, we began thinking about 

our group research-action project. It was very easy to see that we were all very passive about our 

ideas and thoughts. Minutes and even meetings would go by with more silence than talking. We 

would stare at each other with a promise of not speaking first and not being clear about our 

vision. Every minute decision took an unreasonably long time. Our unfamiliarity with each other 

was a big contributor to the silence and passiveness. In hindsight, our experience may have been 

much more productive if we had taken the time to get to know one another first.   

Participant turnover was also another issue that broke up the flow and constantly changed 

the group dynamics. We started as a group of five, but in the first couple of months, a group 

member dropped out after not attending for a few consecutive weeks. After the first semester, in 

the Fall of 2012, another member left because she was a study abroad student that was only in 

the United States for a semester. The next semester, Winter 2013, three new study abroad 

students joined the group. As they were adjusting to the new life and school, it was difficult for 

them to keep proper attendance. The inconsistent attendance made it difficult for them to 

understand the project and the progress we had made. 

       The group was very passive in the beginning, because the members all wanted to respect 

other members’ opinions and did not want to be overbearing. Although it was an inefficient use 



16 
 

of time and energy in the beginning, that care and attention to others persisted after we started 

understanding each other and speaking more. We were able to state our opinions without being 

forceful and while allowing space for other opinions. Once we got into a rhythm, we were able to 

create goals, tasks, and assignments quickly and efficiently. There was a tight-knit feeling and 

passion to get the project done. Members were not worried about which task they received, and 

the focus was instead on getting a task that would benefit the project. When able, many members 

also offered to help others with their tasks. All in all, although some aspects of our group 

dynamics were rough, it was a great experience to work on this project with this group.  

Conclusion 

Extreme poverty is a global social justice issue that affects all human beings, regardless 

of their backgrounds. The portrayal of extreme poverty as a complex issue discourages many 

from taking action and challenging the status quo. However, despite the challenges activists face, 

the eradication of extreme poverty is a goal our generation can achieve if we increase our own 

awareness and that of others regarding the injustices of poverty. If we are able to combine each 

of our strengths, skills, and knowledge, our generation can become part of a critical legacy.  

To achieve the potential of our generation, a multi-faceted informational campaign is the 

best approach to encourage our young generation to be activists. For some people, an interactive 

website may do the trick. For others, it may take a presentation, simulation, statistics, and 

volunteering opportunities to become aware of the issue and to be encouraged to take action. 

With our research, we claim informational campaigns can have a positive impact, and are 

necessary to engage young adults. The presentation used in our research is by no means perfect, 

but it is a good baseline to catalyze the movement against social injustices and to appeal to target 

audiences.  



17 
 

Works Cited 

1. Mendelsohn, Harold. "Some Reasons Why Information Campaigns Can Succeed."Public 

 Opinion Quarterly. 37.1 (1973): 50-61. Web. 14 Nov. 2012. 

2. Weiss, Janet A., and Mary Tschirhart. "Public Information Campaigns as Policy 

 Instruments."Journal of Policy Analysis and Management 13.1 (1994): 82-119. Jstor. 

 Wiley, Winter 1994. Web. 17 Nov. 2012. 

3. Papas, Rebecca K., Henrietta L. Logan, and Scott L. Tomar. "Effectiveness of a Community-

 Based Oral Cancer Awareness Campaign." Cancer Causes and Control 15.2 (2004): 121-

 31. JSTOR. ITHAKA, 2004. Web. 15 Nov. 2012. 

4. Obeng-Odoom, Franklin. "Promoting Human Development through the Global Poverty 

 Project." Development 53.1 (2010): 120-26. Development. 2010. Web. 17 Nov. 2012. 

5. Niemietz, Kristian. "Zero Consistency: A Critique of Caritas Europa's ‘Zero Poverty’ 

 Campaign." Economic Affairs. 2nd ed. Vol. 30. Oxford: Blackwell, 2010. 77-78.Wiley 

 Online Library. John Wiley and Sons, Inc., 7 June 2010. Web. 14 Mar. 2013. 

6. "2010 – A European Year for Combating Poverty and Social Exclusion." Caritas-Europa.org. 

 Caritas-Europa, 2010. Web. 14 Mar. 2013. 

7. Moss, Simon. "Aid Doesn't Work: Breaking the Cycle." Huff Post Politics UK. AOL (UK) 

 Limited, 2 June 2012. Web. 3 Mar. 2013. 

8. Agrawal J., and Wagner A. (1995). The economic worth of celebrity endorsers: An event 

 study analysis. Journal of Marketing, 59(3) pp. 56-62. 

9. Kaya, Naz, and Helen H. Epps. "Relationship between Color and Emotion: A Study of 

 College Students." College Student Journal 38.3 (2004): 396-405. ERIC. Web. 17 Apr. 

 2013. 



18 
 

 
 


