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The most common organizations donors have contributed include religious, social or community service,
education or youth service, and animal care organizations. While religious organizations are supported
by the largest proportion of adults across generations, support for these organizations increases with

age. Interestingly, just 13% of donors supported the environment with a charitable contribution to an
organization working on this issue. Younger adults are most likely to donate to both education and
environmental causes compared to other generations.
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While the giving profile of men and women is largely the same, male donors are
more Iik_ely than female donors to support civic, political, professional, or

international organizations (23% vs. 14%), and sport, hobby, cultural or arts
organizations (18% vs. 12%).
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local level.
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methodology

Interviews for this study were conducted on the SSRS Opinion Panel Omnibus from December 2 - 5, 2022, among a nationally representative sample
of 1,002 respondents aged 18 and older. The margin of error for total respondents is +/-3.5 percentage points at the 95% confidence level. The

design effect is 1.28.

The SSRS Opinion Panel Omnibus is a multi-client, probability-based survey that fields twice a month. It delivers a nationally representative sample
of 1,000 adults age 18 or older in English (with Spanish language option). Data collection is conducted online and via phone (for non-internet and
web reluctant respondents) using the probability based SSRS Opinion Panel. Learn more at ssrs.com/ssrs-omnibus-survey.
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