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Abstract 

This article explores the transformative influence of social media in shaping global 

narratives and rallying support during humanitarian crises, focusing on the case of the 

‘All Eyes on Rafah’ campaign. Sparked by Israeli strikes on Rafah refugee camps, this 

campaign leveraged striking visuals and celebrity endorsements to achieve widespread 

visibility. Through an analysis of viral social media content, the study identifies critical 

factors driving the campaign’s success, such as the emotional impact of imagery and 

the heightened credibility brought by influential public figures. The findings 

demonstrate that these elements not only shifted global perceptions but also inspired 

tangible actions, including financial contributions and advocacy efforts. While no single 

factor can fully account for the campaign’s effectiveness, the synergy between 

compelling visuals, celebrity advocacy, and rapid information sharing emerges as 

central to advancing humanitarian narratives. These insights contribute to the 

understanding of effective crisis communication strategies and offer new directions for 

examining the intersection of media, mobilization, and humanitarian outcomes. 

Keywords: Social Media, Humanitarian Advocacy, Crisis Communication, Digital Aid 

Campaigns, Information Dynamics 

 

1. INTRODUCTION 

In 2024, the global humanitarian landscape faced unprecedented challenges, 

with nearly 300 million individuals, around 4% of the world’s population, requiring aid. 

This surge in need, fueled by intensifying conflicts, climate crises, and prolonged 

emergencies, was met with significant funding shortages, as only 32.7% of the $48.7 

billion sought by the United Nations was secured (Martin, 2023). Amid this pressing 
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reality, social media has emerged as a powerful medium for raising awareness and 

rallying support (Luttrell, 2018). Campaigns like the widely recognized ‘All Eyes on 

Rafah’, which gained traction on platforms such as Instagram, highlight how visual 

storytelling and celebrity advocacy can expand the reach and influence of humanitarian 

initiatives (Santosa, 2024). This shift marks an evolution in the media ecosystem, where 

social platforms increasingly complement traditional outlets in addressing global 

challenges. 

Traditional media often provides limited coverage of humanitarian crises, 

constrained by commercial priorities and logistical barriers. Stories with sustained 

complexity or lower market appeal frequently receive minimal attention, leaving 

vulnerable populations and critical issues underrepresented (Chernobrov, 2018). This 

gap contributes to global apathy toward pressing humanitarian needs. However, social 

media has disrupted this paradigm, offering individuals and organizations the ability to 

share information instantly and bypass traditional media gatekeeping. By providing 

direct access to global audiences, social platforms have become essential tools for 

spotlighting neglected crises and transforming distant humanitarian challenges into 

visible public concerns (Goncharenko, 2023). 

Despite growing recognition of social media’s role in addressing humanitarian 

issues, research remains incomplete. Existing studies predominantly explore its utility in 

spreading information or enabling general communication but often neglect the specific 

mechanisms that inspire public engagement and collective action (Hughes & Tapia, 

2015). For instance, the emotional impact of visual content and the amplifying effect of 

celebrity endorsements are underexamined. Furthermore, the dynamic interplay between 

these elements in shaping global narratives and mobilizing resources remains an area 

needing deeper exploration (Chang & Ko, 2016). 

Recent trends underscore the increasing importance of these factors. By 2023, 

social media platforms had become central to humanitarian campaigns, leveraging 

visually compelling content, data-driven storytelling, and endorsements from public 

figures to enhance outreach. Interactive visuals and data presentations, in particular, 

were found to significantly boost audience engagement and encourage proactive 

responses (Charles, 2024). These developments highlight the urgent need to understand 
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how social media’s unique characteristics can be harnessed to drive support for 

humanitarian causes and reshape perceptions of global crises. 

This study seeks to fill these gaps by examining the ‘All Eyes on Rafah’ 

campaign, a social media initiative that gained international attention following Israeli 

attacks on the Rafah refugee camps. By strategically employing striking visuals and 

celebrity endorsements, the campaign achieved virality and mobilized global support. 

This research addresses two key questions: (1) How do visual elements in social media 

campaigns influence public understanding of humanitarian crises? (2) How does 

celebrity involvement enhance the reach and effectiveness of such initiatives? 

The findings aim to contribute to the field of crisis communication by analyzing 

how core components, visualization and celebrity engagement, shape narratives and 

mobilize action (Hidayat, 2023). Additionally, this study offers practical insights for 

crafting future social media strategies to address humanitarian challenges, emphasizing 
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the synergy between emotional impact, credibility, and rapid dissemination. 

Through this exploration, we seek to enrich understanding of how media and 

mobilization intersect to produce meaningful responses during crises. 

 

2. METHODOLOGY 

The ‘All Eyes on Rafah’ campaign was selected as the subject of this study due 

to its remarkable virality and profound influence on global perceptions of the 

humanitarian crisis in Rafah (Shamim, 2024). By drawing significant international 

attention to the conditions in Rafah’s refugee camps following Israeli attacks, the 

campaign demonstrated the potential of social media to mobilize support and reshape 

narratives surrounding complex humanitarian challenges. Its success offers a valuable 

case study for exploring the role of social media in addressing such crises (Mehmood & 

Mahroof, 2024). 

This research adopts a qualitative approach, employing a case study design to 

thoroughly investigate the campaign’s dynamics. A qualitative methodology was chosen 

as it allows for a nuanced exploration of the context and interpretive dimensions of the 

data, elements that are often difficult to capture through quantitative methods. Content 

analysis served as the primary technique for systematically examining the visual and 

textual components of social media posts related to the campaign, focusing on their 

ability to engage audiences and influence public perceptions (Eisenhardt, 1989). 

The primary data consisted of social media posts related to the ‘All Eyes on 

Rafah’ campaign, encompassing a range of formats such as images, videos, captions, 

and infographics that were widely shared across platforms (Annamalai et al., 2021). To 

ensure the credibility and relevance of the data, specific inclusion criteria were applied: 

posts with high engagement metrics (e.g., likes, shares, and comments), posts directly 

aligned with the campaign’s themes of humanitarian advocacy, and content originating 

from verified sources such as celebrities, NGOs, and established media outlets. This 

careful selection minimized bias and ensured that the analysis focused on impactful 

content that shaped public narratives (Siddaway et al., 2019). 

Two key participant groups were included in the study: celebrities and NGOs 

actively involved in the campaign. Celebrities were selected based on their significant 
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social media influence, defined as having over one million followers, and their active 

role in promoting the campaign. This ensured that the chosen figures were instrumental 

in amplifying the campaign’s reach. NGOs were selected based on their involvement in 

designing and executing the campaign, particularly those that collaborated with 

celebrities or contributed essential visual and textual materials. Semi-structured 

interviews were conducted with representatives from both groups to gather insights into 

their strategies, roles, and perspectives on the campaign’s outcomes (Williams et al., 

2015). 

The research process was carried out in several systematic stages. First, social 

media posts were collected using advanced search and filtering techniques, 

incorporating metadata such as timestamps, hashtags, and user demographics to create a 

comprehensive dataset of the campaign’s online presence (Felt, 2016). Second, a 

detailed content analysis was conducted to identify recurring themes and patterns in the 

posts, with particular attention to their emotional appeal and narrative framing (Gross, 

2008). Third, in-depth interviews with selected participants were transcribed and 

thematically analyzed, providing additional context and complementing the content 

analysis findings (Vaismoradi et al., 2016). 

To ensure the validity and reliability of the results, the study employed 

triangulation by cross-referencing data from multiple sources, including social media 

content, interview responses, and external reports (Kaman & Othman, 2016). Member 

checking was also conducted with interview participants to verify the accuracy of the 

interpretations (Iivari, 2018). By focusing on verified and widely circulated social 

media content, the study enhanced the credibility of its conclusions. This rigorous multi-

stage approach enabled a comprehensive understanding of how the ‘All Eyes on Rafah’ 

campaign effectively mobilized global support and reshaped public perceptions of the 

humanitarian crisis in Rafah. 

 

3. RESULTS AND DISCUSSION 

This section presents the key findings from the content analysis of the ‘All Eyes 

on Rafah’ campaign, highlighting how social media was leveraged to mobilize support 

and reshape public perceptions of the humanitarian crisis in Rafah. The findings focus 
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on three critical aspects: the use of graphic visuals, the influence of celebrities, and the 

role of non-governmental organizations (NGOs) in the campaign. 

The campaign strategically employed powerful visual imagery to convey the 

dire conditions in the refugee camp. Graphic depictions of suffering children, devastated 

families, and destroyed buildings served as emotional triggers, drawing immediate 

attention from audiences worldwide (Hidayat, 2020). These visuals not only illustrated 

the harsh realities faced by the refugees but also evoked profound sympathy and 

empathy among social media users, amplifying the campaign’s emotional resonance 

(Hamdan, 2024). 

The campaign’s reach was unprecedented, with over 50 million posts on 

Instagram alone. This extensive engagement underscores its success in connecting with 

a diverse global audience. The posts, which included images, videos, and infographics, 

sparked widespread interaction, such as likes, comments, shares, and reposts, 

contributing to the viral dissemination of the campaign’s message. Temporal analysis 

revealed significant spikes in activity, particularly following critical events, such as 

attacks on the refugee camp. At its peak, the hashtag #AllEyesOnRafah generated over 

50,000 posts per day, demonstrating intense public engagement and global attention 

(Alys Davies, BBC Arabic, 2024) 

The role of celebrities proved pivotal in enhancing the campaign’s visibility. 

Posts by prominent figures; actors, musicians, and activists with millions of followers, 

substantially increased audience reach. For instance, one well-known actor’s Instagram 

post, seen by over 20 million followers, garnered over 1 million likes and thousands of 

comments. These posts often sparked further sharing by followers, creating a domino 

effect that exponentially broadened the campaign’s audience (Santosa, 2024). 

The correlation between celebrity activity and increased public engagement is 

evident. Data showed surges in posts and interactions immediately following posts by 

influential celebrities. Their participation not only amplified the campaign’s message 

but also mobilized audiences to take action, such as donating or advocating for 

humanitarian intervention. 

NGOs played an equally significant role in the campaign’s success. Through 

social media, NGOs provided detailed information about the crisis in Rafah, educated 
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the public, and coordinated relief efforts. By collaborating with celebrities and 

influencers, they maximized the campaign’s impact. Posts from NGO accounts were 

widely reshared, further increasing visibility and reinforcing the campaign’s credibility 

(Abdelrahman, 2009). 

Key intervening variables included the emotional responses elicited by graphic 

visuals and personal stories of refugees. These emotional appeals inspired audiences to 

act, whether by spreading the message, donating funds, or pressuring governments and 

international organizations to respond. The campaign also leveraged the political and 

humanitarian context of Rafah’s prolonged conflict and complex geopolitical dynamics, 

which heightened global sympathy and awareness. 

Overall, the findings demonstrate how the interplay of compelling visuals, 

celebrity advocacy, and NGO collaboration can effectively mobilize public support and 

reshape global narratives in structured humanitarian crises. The ‘All Eyes on Rafah’ 

campaign exemplifies the power of social media in driving action and fostering 

international solidarity (Nasereddin, 2024). 

This study underscores the critical role of compelling visuals and celebrity 

endorsements in influencing perceptions and mobilizing global support for humanitarian 

crises. The ‘All Eyes on Rafah’ campaign illustrates how emotionally evocative 

imagery and the reach of public figures can significantly amplify the impact of crisis 

communication efforts. By leveraging visuals that vividly portrayed human suffering, 

the campaign successfully generated empathy and spurred international action. 

Simultaneously, the participation of celebrities with extensive social media followings 

played a pivotal role in enhancing the campaign’s visibility. The synergy between these 

elements highlights their combined effectiveness in shaping public narratives and 

mobilizing resources for humanitarian causes (Islam, 2019). 

However, this study also recognizes several limitations inherent in analyzing 

social media-driven campaigns. First, the algorithms of social media platforms often 

prioritize sensational content, which can skew representations of the crisis. This bias 

toward dramatic narratives may overshadow other essential but less visually impactful 

aspects of the situation. Second, the study’s focus on widely shared posts potentially 
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excludes grassroots contributions or dissenting voices that could provide a more 

nuanced understanding of the crisis. Lastly, while celebrity involvement is a powerful 

tool, it raises questions about the sustainability and authenticity of such campaigns, 

especially in scenarios where celebrity participation is limited or absent (Audrezet et al., 

2020). 

The findings of this research align closely with established theoretical 

frameworks in crisis communication. Specifically, the narrative paradigm theory, which 

emphasizes the persuasive power of storytelling, resonates with the campaign’s use of 

emotionally charged visuals to foster collective action. The campaign’s success in 

engaging audiences through powerful visual narratives demonstrates how storytelling 

can deepen emotional connections and inspire support. Additionally, the findings align 

with situational crisis communication theory (SCCT), which underscores the importance 

of credible messengers and emotionally engaging messages during crises. The 

involvement of prominent celebrities in the campaign exemplifies the role of source 

credibility in enhancing the effectiveness of communication strategies (Jin et al., 2014). 

This study highlights the interconnected nature of visualization, celebrity 

advocacy, and audience engagement in driving the success of humanitarian campaigns 

(Bleiker, 2018). These elements work in tandem to craft compelling narratives that 

capture attention, evoke emotions, and motivate action. To illustrate this relationship, 

the following flowchart depicts how these components interact within the context of the 

‘All Eyes on Rafah’ campaign: 
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Figure 1. Campaign Dynamics Flowchart 

 

The accompanying diagram provides a visual representation of the sequential 

and synergistic roles played by input data, strong visualization, celebrity endorsements, 

and audience engagement in driving the campaign’s overall impact. This illustration 

complements the discussion by offering a concise overview of the mechanisms 

underlying the campaign’s effectiveness, helping readers understand the strategic 

interplay of these elements. 

The implications of this research extend beyond the specific case of the Rafah 

crisis, offering valuable insights into how social media strategies can be tailored to 

various cultural and humanitarian contexts. While the ‘All Eyes on Rafah’ campaign 

succeeded by leveraging emotional appeals and cultural symbols that resonated with 

global audiences, the effectiveness of similar strategies may vary depending on the 

context. Factors such as regional media consumption patterns, trust in social media 

platforms, and the availability of influential figures can significantly affect campaign 

outcomes (Dwivedi et al., 2021). For example, in regions where social media access is 
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limited or platforms are subject to heavy censorship, alternative communication 

methods may be required to achieve comparable results. These findings highlight the 

importance of adopting context-sensitive strategies that account for cultural nuances and 

technological disparities (Umeh et al., 2023). 

The ‘All Eyes on Rafah’ campaign also serves as a poignant reminder of the 

world’s failure to address the brutality faced by Palestinians in Rafah (Santosa, 2024). 

The campaign gained momentum through the viral dissemination of an AI-generated 

image, created by an Instagram user in Malaysia, depicting white refugee tents arranged 

to spell “All Eyes on Rafah.” (Chaa, 2024) This striking visual became a symbol of 

solidarity and outrage, shared over 50 million times across platforms. The image, 

although not an authentic photograph, managed to draw global attention to the dire 

situation in Rafah, where Israeli airstrikes have claimed thousands of lives, primarily 

women and children. The campaign’s success also inspired movements in other regions, 

such as “All Eyes on Papua” in Indonesia, highlighting its far-reaching impact 

(Abraham Utama, 2024). The following is the image: 
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Figure 2. All Eyes on Rafah Campaign 

 

The message of “All Eyes on Rafah” transcended borders, leveraging the 

frustration and collective anger of netizens worldwide against the ineffectiveness of 

international institutions in holding Israel accountable. This uncoordinated yet united 

effort underlines the power of grassroots digital advocacy. Prominent activists and 

celebrities, including figures from Hollywood and Bollywood, amplified the message 

further, making it a trending topic and sparking discussions about justice and 

accountability. Importantly, the use of AI-generated visuals circumvented social 

media’s strict content moderation policies, enabling the campaign to maintain visibility 

despite platform restrictions (Umeh et al., 2023). 

This phenomenon underscores a broader trend where artificial intelligence is 

leveraged in digital advocacy. The “All Eyes on Rafah” visual, a product of AI 

creativity, not only bypassed conventional barriers but also demonstrated the increasing 
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role of technology in amplifying humanitarian efforts. By crafting visuals that 

encapsulate profound messages, AI tools empower ordinary citizens to participate in 

global conversations. This was especially evident as the viral image inspired offshoot 

campaigns such as “All Eyes on Papua,” which highlighted environmental degradation 

and the plight of indigenous communities in Indonesia. These derivative campaigns 

signify how a single visual concept can trigger a cascade of global activism, adapting to 

varied causes and cultural contexts (Moradi et al., 2024). 

The campaign’s reliance on AI imagery also raised questions about authenticity 

and ethical boundaries in digital advocacy (Dewi & Hidayat, 2024). While the visual 

was celebrated for its impact, critics pointed out potential risks of oversimplification or 

misinformation, especially when AI-generated content becomes indistinguishable from 

reality (Sieg, 2023). However, proponents argue that the emotional resonance and 

outreach achieved justify its use, especially in contexts where conventional media has 

failed to elicit sufficient attention. This debate highlights the complex interplay between 

innovation and accountability in contemporary crisis communication. 

Furthermore, the viral success of the campaign reflects a growing shift in how 

humanitarian narratives are constructed and consumed in the digital age. Unlike 

traditional media, where editorial oversight often dictates content, social media 

democratizes storytelling, enabling diverse voices to contribute to global narratives. The 

“All Eyes on Rafah” campaign epitomizes this shift, showcasing how grassroots 

initiatives can achieve unprecedented reach and influence, catalyzed by technological 

advancements and collective digital solidarity. As this model continues to evolve, it 

presents opportunities and challenges for future advocacy efforts. 

 

4. CONCLUSION 

This study reaffirms the transformative potential of social media in reshaping 

narratives and mobilizing global support for humanitarian causes. The ‘All Eyes on 

Rafah’ campaign exemplifies how emotionally evocative visual content and strategic 

celebrity engagement can effectively capture public attention and inspire tangible 

action. Through impactful visuals that brought the humanitarian crisis in Rafah into 

sharp focus for international audiences, and through the amplified reach provided by 
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influential public figures, the campaign demonstrated the power of social media as more 

than just a tool for information dissemination, it is a platform capable of shaping public 

opinion and driving meaningful change. 

This research contributes significantly to the growing body of literature on social 

media's role in humanitarian crises by identifying key factors that enhance the 

effectiveness of such campaigns. The in-depth analysis of the ‘All Eyes on Rafah’ 

campaign highlights the central role of strong visualization and celebrity advocacy in 

reinforcing campaign messages and mobilizing widespread support. These findings not 

only advance our understanding of crisis communication strategies but also underscore 

the value of a holistic and integrated approach to designing impactful social media 

campaigns. 

Moreover, this research lays the groundwork for future studies to explore how 

these elements can be further optimized in different contexts. Investigating the interplay 

between visualization, influencer engagement, and audience dynamics across diverse 

cultural and technological settings will provide deeper insights into how social media 

strategies can be adapted to maximize impact. 
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