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Poster Activity 
Things that matter: Human Rights

Human rights are the basic rights to which all humans are entitled, irrespective of their citizenship, nationality, race, ethnicity, language, gender sexuality or ability. Put simply, all humans are born free and equal to each other, regardless of whom we are, where we live or what we believe. Human rights are the basic freedoms that we need in order to live our lives with dignity. They ensure we have the freedom to make choices and to realise our potential as human beings. 

Throughout the developing world many people live in poverty – even though they have paid employment. They earn low wages, have poor working conditions and are denied their basic human rights. When they try to organize and form trade unions – to campaign for better wages and conditions – they often face dismissal and sometimes violence. This is especially the case for workers in the global sportswear industry. Workers producing shoes and clothing for companies such as Nike, FILA, adidas, Puma and Asics are employed under conditions we would find unacceptable. Their wages are low and they are required to work long hours. They are often subject to verbal abuse and work in dangerous conditions. They are denied access to trade unions and there is often a high level of sexual harassment (80 per cent of sportswear workers are women). 
As well as campaigning for the rights of workers in the sportswear industry, non-government organisations (NGOs) such as Oxfam Australia support initiatives that educate workers about their rights, help them organise trade unions and mount campaigns to persuade governments and companies to respect the human rights of their employees. Oxfam is an independent, not-for-profit, community-based aid and development organisation. Oxfam has as its vision a fair world in which people control their own lives and their basic rights are protected. 
Activities:

1. Define in your own words, the term ‘human rights’. 




2. Groupwork. Working in groups study Nicholson’s Nike cartoon and, with the aid of Resource Sheet 1.1, identify examples of symbolism, stereotyping, visual metaphors, caricature, captions, and exaggeration and distortion. Compare your group’s findings with those shown on Resource Sheet 4.1. 

3. Individual work. Study Nicholson’s Nike cartoon and then complete the following tasks:

a. State, in your own words, the issue that inspired the cartoon. 


b. Write a paragraph outlining the cartoonist’s point of view or perspective on the issue addressed in the cartoon. 












c. Determine whether you agree or disagree with the cartoonist’s opinion. Explain why. 





d. Write a sentence outlining your thoughts on the cartoon.





4. Internet research. Access the Oxfam Australia website [http://www.oxfam.org.au/] and investigate the strategies the organisation employs to influence public opinion on the activities of transnational corporations in developing countries. List the other campaigns it is involved in. 

5. Internet research. Investigate Nike’s [www.nike.com] response to the campaign mounted by non-government organisations such as Oxfam Australia (specific information can be found at: http://www.nike.com/nikebiz/nikeresponsibility/#workers-factories/main

6. Internet research. Investigate the fairtrade movement. What are its objectives?

7. Cartoon scavenger hunt. Use the Internet to locate cartoons that address human rights related issues. Select a cartoon that appeals to you and write a one-paragraph analysis of the cartoon focusing on the issue being addressed. Mount a wall display of the cartoons collected. Make sure that you acknowledge the source of the cartoon. 

8. Cartoon drawing. Draw your own cartoon highlighting a human rights issue that is important to you. 



Symbols and visual metaphors are amongst the 

cartoonist’s most powerful tool.
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Resource Sheet 4.1





Use of caption: Corporate advertising slogan  (“Just do it”) assigned a new meaning – one that reinforces the cartoonist’s principal message of workplace exploitation. 





Cartoonist’s perspective: Sympathetic to the plight of low paid workers in Nike factories. Critical of the employment practices of large corporations who contract the production of consumer goods to factories located in low cost (developing) countries. 





Use of a visual metaphor: Cowered workers representative of exploited labour in clothing and footwear factories located in developing countries. 





�





Symbolism: Nike name, logo and advertising slogan used to highlight the issue of labour exploitation in developing countries. But the message is more general and indicative – Nike is not the only transnational corporation involved in such practices. 





Use of captions: Reinforces and helps contextualise the cartoon’s non-verbal elements. 





Use of caricature: Relative size of characters and an aggressive facial expression used to reinforce the unequal power relationship evident in the production process.  











Context: Sports brands such as Nike promote healthy living but the lives of workers who make the shoes and clothes in Asia and Latin America are anything but healthy. Problems include low wages, long hours, verbal abuse, dangerous working conditions and the denial of the right to form trade unions. 


Campaigns such as ‘NikeWatch’ (mounted by Oxfam) are part of an international campaign to persuade sports brands to respect workers' rights.








Use of visual metaphors and exaggeration: The boot in the worker’s face reinforces the notion of worker exploitation and the suppression of organised labour (trade unions). 





The larger European figure is used to highlight the role played by Western-based corporations in the global economy.  





Source: Nicholson of The Australian newspaper: � HYPERLINK "http://www.nicholsoncartoons.com.au" ��www.nicholsoncartoons.com.au�











