
 

 

 

 

 

 

 

 

Informed Consent case study with Christian Aid.  

Celebrating our two-year-long #ReframingTheNarrative project, Hub Cymru Africa and the Sub-
Sahara Advisory Panel held a photography competition. The competition was open to both African 
and Welsh photographers with connections to partnership working in Wales and Africa. 

The theme was Solidarity and winning photographs are included at Hub Cymru Africa’s Summer 
Summit series as well as online: 

www.hubcymruafrica.wales/photographycompetition2022/  

Key criteria of the competition were: Respect, Dignity, Awareness, Consent.  

One of the runner-up images was by Malawian photographer Malumbo Simwaka, for Christian Aid. 
We met with Gen Lomax, Senior Programme Communi-
cations Advisor at Christian Aid, to discuss their approach to 
Informed Consent.  

Gen has shared examples of Christian Aid’s informed 
consent forms (which you can find attached), but during our 
chat she explained that at Christian Aid, they were 
concerned with taking the time to ensure that everyone 
involved really understands what informed consent means. 
As Gen put it, “you can have the best processes in place. But 
is it really informed?” Here are some tips from Gen: 

- Whoever is collecting informed consent, take examples of how the image may be used: social 
media posts, charity websites, festive cards, reports, and fundraising flyers  
 

- Ensure you are communicating to members of the community in their own language, and that 
the context of the images (story going with the image) is explained in full 
 

- Consider using participatory photography whereby participants are taking their own images 
and effectively telling their own stories 
 

- Ensure that there is a clear and accessible point of contact after the events so that people can 
retract consent at a later date if they want to 
 

- Have a set consultancy fee. So even if a photographer is from the UK or an African country, 
you would pay the same 



- Recognise that it can be hard for a participant to say no if they think it will impact their family 
or community’s access to a project. Make sure they know that there will be no negative 
repercussions to not giving consent  
 

- Take the image back to the participants and image subject to double-check that they are 
happy with the final image and story that has been chosen for a newsletter or fundraising 
campaign. Also, check that they are happy with the tone and the way that the stories were 
being told 
 

- Only keep images and stories for three years, as people’s lives change, especially children. You 
want to avoid retelling a child's story when they're 18 and you're still putting their story out 
there 
 

Gen’s final tip was around dignity, awareness and respect, the other three criteria of this photography 
competition:  

 
- Use images of hope, impact, and dignity. Consider, “how would I like my family to be 

represented? How would I like to be represented?” and to put yourself selfishly but firmly back 
in the picture  
 

Gen explained that the negative or hopeless stories and images charities use don’t support 
fundraising: “I think it's very much thinking about the types of images that you're producing and why, 
and to go beyond traditional NGO's stereotypical images - because they [positive images] are 
impactful and audiences do like them. What I hear from the marketing department is that by changing 
the images to be more empowering, you don't reduce income. There's growing evidence that you 
don't need the stereotypical images […] And audiences are also tired of those images. And it doesn't 
have the same impact, thankfully, they’ve become numb to those types of images.” 

 

 


