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CONCLUSION 

So we end this white paper with the question with which we began: are the attitudes and 
preferences of the wired wealthy different in some material way from other online donors and 
engagers, or are they just more important because they give substantially more money? Based 
on other research, we are inclined to agree with Hemingway – the main difference is one of 
quantity and not quality. Moreover, what the wired wealthy are asking for – notably more 
control over their relationship with the charities to which they give – should be equally 
valuable with givers large and small. 

We sincerely hope this study will inspire your organization to develop a creative, strategic and 
responsive online communications strategy for your middle and major donors. They have been 
waiting for you. 

And while we have repeatedly emphasized the fact that each one of these donors is important 
and merits special handling, it is equally important to recognize that online communications 
are still fundamentally experimental. Don’t forget to take some risks along the way. 

Finally, we offer this study as the opening of a conversation with, and among, the philanthropy 
community on how best to employ these new channels of communication to foster a richer and 
more satisfying giving relationship between organizations and their supporters – even if the 
goal in some cases is to give donors their space! Please share with us your own experiences, 
and don’t be shy in offering your critique, concerns and suggestions for the next round of 
research. 
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METHODOLOGY 
 
The Wired Wealthy study of high dollar donors was conducted by Edge Research as part of a 
joint research effort with Convio and Sea Change Strategies.  A total of 23 nonprofit 
organizations participated in the study, spanning seven vertical sectors; Advocacy/Public 
Affairs, Animal Welfare, Christian Ministries, Environment, Health, International Relief and 
Development, and Public Television.   

Participating organizations were asked to provide a list of all those who had donated $1,000 
or more in the past 18 months to their organization, for whom they had email addresses.  All 
combined, the participating organizations contributed a total of 39,381 names from which the 
survey sample frame was constructed.   

The survey instrument was designed by the research team, and participating organizations 
reviewed the contents prior to the study launch.  The main objectives adhered to during the 
instrument design were uncovering best practices for communicating with an organization’s 
best donors, and how to more strategically incorporate Internet communications into major 
donor fundraising plans. 

Data collection began October 12, 2007 and finished November 25, 2007.  In total, 3,443 
individuals completed a survey.  The margin of error for the sample as a whole is +1.5% in 
either direction at the 95% confidence interval, meaning that the results will not vary by any 
more than 1.5% in 95 out of 100 cases.  The margins of error for vertical sectors and 
organizational data sets vary.   Final response rates for each organization varied, but on 
average were 10%. 

The total data are weighted (weighted n size=2759) so that the results are not 
disproportionately skewed toward any one organization.  The data are also weighted by gender 
(50% each).  Vertical sector data are also weighted in this manner; data for individual 
organizations are not weighted.    
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©Convio, Inc. All rights reserved. Convio, the Convio logo, Go!, TeamRaiser, Common Ground  and Constituent360 are trademarks, registered trademarks or service marks of Convio, Inc. 
All other names are trademarks, registered trademarks or service marks of their respective owners.  

 
Convio is a leading provider of on-demand constituent 
relationship management software and services to 
nonprofit organizations to enable nonprofit organizations 
to more effectively raise funds, influence public policy and 
support their missions by leveraging the Internet to build 
strong relationships with constituents. The company’s 
online constituent relationship management, or eCRM, 
solution includes a suite of on-demand software modules 
for fundraising, advocacy, email marketing and Web 
content management complemented by a portfolio of best-
in-class consulting services. 

For more information, please visit 
www.convio.com.  

 

Sea Change Strategies works with nonprofits to help them 
achieve remarkable results in marketing, fundraising and 
communications. We focus on sound strategy, new ideas 
and disciplined execution as building blocks to help our 
clients thrive in the new world of integrated marketing. 

For more information, please visit 
www.seachangestrategies.com. 

Edge Research is a full-service custom research firm that 
helps corporations and nonprofits meet their strategic 
objectives. We forge strong partnerships with a select 
number of clients, learn their business, and continue to 
provide smart, insightful research and analysis over time. 

For more information, please visit 
www.edgeresearch.com. 
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APPENDIX A (see following pages) 



Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Less than $1000 4% 5% 4% 4%
$1000 to <$5k 47% 48% 48% 43%
$5k to <$10k 24% 21% 24% 25%
$10k to <$20k 14% 15% 14% 15%
$20k to <$50k 8% 7% 7% 9%
$50k or more 4% 4% 3% 4%
 
MEAN $10,896 $11,401 $9,212 $12,698
MEDIAN $4,500 $4,000 $4,000 $5,000

Made a gift by check and mailed it in 83% 82% 82% 86%
Responded to a phone call from a charity by making a gift or pledge 23% 27% 23% 19%
Made a gift online using a credit card 80% 86% 80% 75%
Wrote a check or made a pledge at a fundraising event 46% 55% 48% 37%
Other, please specify: 23% 26% 22% 20%
Don't know 0% 0% 0% 0%

BASE: Used more than one method (Q3) 3002 901 1235 866
Made a gift by check and mailed it in 30% 23% 30% 37%

Responded to a phone call from a charity by making a gift or pledge 0% 0% 0% 0%
Made a gift online using a credit card 51% 56% 50% 47%
Wrote a check or made a pledge at a fundraising event 5% 6% 6% 3%
Other, please specify: 14% 14% 13% 13%
Don't know 0% 0% 0% 0%

Made a gift by check and mailed it in 31% 23% 30% 39%

Responded to a phone call from a charity by making a gift or pledge 0% 0% 0% 0%
Made a gift online using a credit card 50% 55% 51% 45%
Wrote a check or made a pledge at a fundraising event 5% 7% 6% 3%
Other, please specify: 13% 14% 13% 12%
Don't know 0% 0% 0% 0%

Q2. Approximately how much do you give in total each year to charitable  or cause-oriented 
organizations, excluding your school and place of worship? 

Q3. Which of the following giving methods have you used in the past two years:

Q4. Which ONE of the methods would you say is your PREFERRED method for giving? (if gave more 
than one response in Q3)

Q3/Q4. Preferred method for giving (Q3 single response or Q4 response)

Q5. Are there particular situations when you specifically choose to give online, as opposed to giving by 
other methods?  Under what circumstances are you most likely to give online?   (open ended 
responses reported out separately)

Q1. What are the 1-3 most important charities OR CAUSES that you donate to regularly?  (open ended 
responses reported out separately)
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Agree strongly 38% 48% 40% 26%
Agree somewhat 33% 30% 36% 34%
Neither agree nor disagree 18% 15% 15% 24%
Disagree somewhat 2% 2% 2% 4%
Disagree strongly 2% 1% 2% 4%
Not sure 6% 5% 5% 8%

Top 2 box 72% 78% 76% 60%
Bottom 2 box 4% 3% 4% 7%

Agree strongly 35% 44% 37% 21%
Agree somewhat 33% 32% 34% 33%
Neither agree nor disagree 23% 18% 21% 30%
Disagree somewhat 3% 2% 3% 5%
Disagree strongly 2% 1% 1% 5%
Not sure 4% 3% 4% 7%

Top 2 box 68% 77% 71% 54%
Bottom 2 box 6% 3% 4% 10%

Agree strongly 11% 15% 11% 5%
Agree somewhat 17% 23% 18% 12%
Neither agree nor disagree 48% 44% 51% 47%
Disagree somewhat 10% 8% 9% 14%
Disagree strongly 12% 8% 9% 19%
Not sure 2% 1% 2% 3%

Top 2 box 28% 39% 29% 16%
Bottom 2 box 22% 16% 18% 33%

Agree strongly 25% 30% 26% 18%
Agree somewhat 23% 25% 25% 20%
Neither agree nor disagree 28% 28% 29% 27%
Disagree somewhat 11% 8% 11% 15%
Disagree strongly 11% 8% 8% 18%
Not sure 2% 1% 2% 3%

Top 2 box 48% 55% 51% 38%
Bottom 2 box 22% 16% 19% 33%

Q6_1. Reasons to give online -- Agree/disagree: Online giving is more efficient and helps charities 
reduce their administrative expenses

Q6_2. Reasons to give online -- Agree/disagree: Online giving lets charities respond more quickly in the 
event of a crisis or emergency

Q6_3. Reasons to give online -- Agree/disagree: There is a feeling of satisfaction that you get after 
donating online

Q6_4. Reasons to give online -- Agree/disagree: Online giving makes it easier for you to track your 
donations over time
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Agree strongly 27% 31% 30% 21%
Agree somewhat 25% 26% 24% 27%
Neither agree nor disagree 23% 23% 23% 23%
Disagree somewhat 5% 5% 5% 6%
Disagree strongly 16% 13% 16% 20%
Not sure 3% 2% 3% 3%

Top 2 box 53% 57% 54% 47%
Bottom 2 box 22% 18% 20% 27%

Agree strongly 38% 48% 39% 27%
Agree somewhat 32% 31% 33% 31%
Neither agree nor disagree 15% 11% 15% 18%
Disagree somewhat 7% 5% 7% 8%
Disagree strongly 8% 4% 5% 15%
Not sure 1% 1% 1% 2%

Top 2 box 70% 79% 72% 58%
Bottom 2 box 14% 9% 12% 22%

Online giving is more efficient and helps charities reduce their 
administrative expenses 38% 48% 40% 26%
Online giving lets charities respond more quickly in the event of a 
crisis or emergency 35% 44% 37% 21%
There is a feeling of satisfaction that you get after donating online 11% 15% 11% 5%

Online giving makes it easier for you to track your donations over time 25% 30% 26% 18%
Your credit card gives you frequent flyer miles or other rewards 27% 31% 30% 21%
Online giving lets you make a gift immediately when you are thinking 
about it, which otherwise you might forget 38% 48% 39% 27%

Online giving is more efficient and helps charities reduce their 
administrative expenses 72% 78% 76% 60%
Online giving lets charities respond more quickly in the event of a 
crisis or emergency 68% 77% 71% 54%
There is a feeling of satisfaction that you get after donating online 28% 39% 29% 16%

Online giving makes it easier for you to track your donations over time 48% 55% 51% 38%
Your credit card gives you frequent flyer miles or other rewards 53% 57% 54% 47%
Online giving lets you make a gift immediately when you are thinking 
about it, which otherwise you might forget 70% 79% 72% 58%

Q6_5. Reasons to give online -- Agree/disagree: Your credit card gives you frequent flyer miles or other 
rewards

Q6_6. Reasons to give online -- Agree/disagree: Online giving lets you make a gift immediately when 
you are thinking about it, which otherwise you might forget

Q6sum1. TOP 1 AGREE. Reasons to give online -- Agree/disagree

Q6sum2. TOP 2 AGREE. Reasons to give online -- Agree/disagree
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Agree strongly 17% 13% 19% 18%
Agree somewhat 33% 32% 34% 31%
Neither agree nor disagree 17% 16% 16% 18%
Disagree somewhat 19% 22% 17% 19%
Disagree strongly 14% 17% 14% 13%
Not sure 0% 0% 0% 1%
 
Top 2 box 50% 45% 52% 50%
Bottom 2 box 33% 39% 31% 31%

Agree strongly 19% 14% 18% 27%
Agree somewhat 26% 24% 27% 26%
Neither agree nor disagree 24% 25% 25% 22%
Disagree somewhat 19% 23% 19% 15%
Disagree strongly 12% 15% 12% 11%
Not sure 0% 0% 0% 0%
 
Top 2 box 45% 37% 44% 52%
Bottom 2 box 31% 38% 30% 26%

Agree strongly 3% 2% 3% 4%
Agree somewhat 14% 12% 15% 14%
Neither agree nor disagree 26% 24% 26% 28%
Disagree somewhat 20% 22% 21% 19%
Disagree strongly 28% 33% 28% 24%
Not sure 9% 7% 8% 11%
 
Top 2 box 17% 14% 18% 18%
Bottom 2 box 48% 54% 48% 43%

Agree strongly 19% 14% 19% 25%
Agree somewhat 19% 19% 19% 18%
Neither agree nor disagree 21% 20% 22% 22%
Disagree somewhat 20% 22% 20% 18%
Disagree strongly 20% 23% 20% 17%
Not sure 1% 1% 0% 1%
 
Top 2 box 38% 34% 38% 43%
Bottom 2 box 40% 46% 39% 34%

Q7_1. Reasons NOT to give online -- Agree/disagree: I am concerned about online fraud or identity theft

Q7_2. Reasons NOT to give online -- Agree/disagree: I am generally satisfied with giving by mail or 
other offline methods

Q7_3. Reasons NOT to give online -- Agree/disagree: The charities I support do not accept online 
donations

Q7_4. Reasons NOT to give online -- Agree/disagree: It's easier for me to track my giving if I write 
checks
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Agree strongly 18% 14% 19% 22%
Agree somewhat 35% 37% 35% 35%
Neither agree nor disagree 17% 17% 18% 17%
Disagree somewhat 17% 19% 18% 14%
Disagree strongly 11% 12% 10% 10%
Not sure 1% 1% 1% 1%
 
Top 2 box 54% 51% 53% 57%
Bottom 2 box 28% 31% 28% 24%

Agree strongly 18% 14% 18% 23%
Agree somewhat 33% 31% 33% 35%
Neither agree nor disagree 17% 17% 17% 16%
Disagree somewhat 18% 20% 19% 15%
Disagree strongly 13% 16% 12% 11%
Not sure 1% 1% 1% 1%
 
Top 2 box 51% 46% 51% 57%
Bottom 2 box 31% 36% 31% 26%

Agree strongly 20% 13% 17% 30%
Agree somewhat 35% 33% 38% 32%
Neither agree nor disagree 18% 20% 18% 16%
Disagree somewhat 16% 20% 17% 12%
Disagree strongly 11% 14% 9% 9%
Not sure 1% 0% 1% 1%
 
Top 2 box 55% 45% 55% 63%
Bottom 2 box 27% 34% 26% 21%

I am concerned about online fraud or identity theft 17% 13% 19% 18%
I am generally satisfied with giving by mail or other offline methods 19% 14% 18% 27%
The charities I support do not accept online donations 3% 2% 3% 4%
It's easier for me to track my giving if I write checks 19% 14% 19% 25%
I am concerned that email solicitations may be fraudulent 18% 14% 19% 22%
I am worried that the charity will sell, rent or exchange my email 18% 14% 18% 23%
I am worried the charity will send me too much email 20% 13% 17% 30%

Q7_5. Reasons NOT to give online -- Agree/disagree: I am concerned that email solicitations may be 
fraudulent

Q7_6. Reasons NOT to give online -- Agree/disagree: I am worried that the charity will sell, rent or 
exchange my email

Q7_7. Reasons NOT to give online -- Agree/disagree: I am worried the charity will send me too much 
email

Q7sum1.  TOP 1 AGREE. Reasons NOT to give online -- Agree/disagree: 
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

I am concerned about online fraud or identity theft 50% 45% 52% 50%
I am generally satisfied with giving by mail or other offline methods 45% 37% 44% 52%
The charities I support do not accept online donations 17% 14% 18% 18%
It's easier for me to track my giving if I write checks 38% 34% 38% 43%
I am concerned that email solicitations may be fraudulent 54% 51% 53% 57%
I am worried that the charity will sell, rent or exchange my email 51% 46% 51% 57%
I am worried the charity will send me too much email 55% 45% 55% 63%

You will be making a greater proportion of your charitable gifts online 46% 53% 49% 36%

You will be making a lower proportion of your charitable gifts online 2% 0% 2% 2%
The proportion will stay about the same 37% 33% 34% 44%
Not sure 16% 13% 15% 18%

Very appropriate 19% 32% 20% 6%
Somewhat appropriate 37% 39% 43% 26%
Neither appropriate nor inappropriate 18% 15% 18% 23%
Somewhat inappropriate 17% 12% 15% 25%
Very inappropriate 7% 2% 4% 17%
Not sure 1% 0% 1% 2%
 
Top 2 box 56% 71% 63% 33%
Bottom 2 box 24% 14% 19% 42%

Very appropriate 37% 51% 40% 18%
Somewhat appropriate 37% 35% 40% 35%
Neither appropriate nor inappropriate 12% 8% 11% 17%
Somewhat inappropriate 9% 5% 7% 15%
Very inappropriate 5% 2% 2% 13%
Not sure 0% 0% 0% 1%
 
Top 2 box 74% 85% 80% 54%
Bottom 2 box 14% 7% 9% 28%

Q7sum2.  TOP 2 AGREE. Reasons NOT to give online -- Agree/disagree: 

Q8. Overall, would you say that five years from now: 

Q9_R1. Communication with donors: Thinking about your own preferences, how appropriate is each of 
the following?  The charity sends you an urgent fundraising email asking for donations

Q9_R2. Communication with donors: Thinking about your own preferences, how appropriate is each of 
the following?  The charity sends you an email reminding you to renew your annual gift
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Very appropriate 3% 4% 3% 1%
Somewhat appropriate 9% 14% 9% 4%
Neither appropriate nor inappropriate 12% 11% 14% 10%
Somewhat inappropriate 29% 33% 32% 22%
Very inappropriate 45% 36% 39% 62%
Not sure 2% 2% 2% 1%
 
Top 2 box 12% 18% 13% 5%
Bottom 2 box 75% 69% 71% 84%

Very appropriate 1% 3% 1% 0%
Somewhat appropriate 6% 10% 6% 2%
Neither appropriate nor inappropriate 10% 12% 11% 6%
Somewhat inappropriate 30% 39% 34% 18%
Very inappropriate 52% 35% 47% 74%
Not sure 1% 1% 1% 1%
 
Top 2 box 7% 13% 7% 2%
Bottom 2 box 82% 74% 81% 92%

The charity sends you an urgent fundraising email asking for 19% 32% 20% 6%
The charity sends you an email reminding you to renew your annual 
gift 37% 51% 40% 18%

You have mailed in a donation, and the charity looks up your email 
using a commercial service in order to communicate with you online 3% 4% 3% 1%
The charity sends you a message on behalf of another cause or 
charity that might interest you 1% 3% 1% 0%

The charity sends you an urgent fundraising email asking for 56% 71% 63% 33%
The charity sends you an email reminding you to renew your annual 
gift 74% 85% 80% 54%

You have mailed in a donation, and the charity looks up your email 
using a commercial service in order to communicate with you online 12% 18% 13% 5%
The charity sends you a message on behalf of another cause or 
charity that might interest you 7% 13% 7% 2%

Q9_R3. Communication with donors: Thinking about your own preferences, how appropriate is each of 
the following?  You have mailed in a donation, and the charity looks up your email using a commercial 
service in order to communicate with you online

Q9_R4. Communication with donors: Thinking about your own preferences, how appropriate is each of 
the following?  The charity sends you a message on behalf of another cause or charity that might 
interest you

Q9sum1. TOP 1 APPROPRIATE. Communication with donors: Thinking about your own preferences, 
how appropriate is each of the following?  

Q9sum2. TOP 2 APPROPRIATE. Communication with donors: Thinking about your own preferences, 
how appropriate is each of the following?  
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

I would most likely click the donate link and make the donation using 
my credit card 20% 23% 21% 15%
I would most likely navigate on my own to the charity's home page to 
research the charity before clicking the donation link there 48% 51% 49% 43%
I would most likely mail in a check or call in a pledge by phone 11% 8% 10% 15%
Not sure/depends 22% 18% 21% 28%

Makes me a lot more likely to give again 18% 35% 19% 1%
Makes me somewhat more likely to give again 42% 49% 54% 20%
No impact on my giving decisions 32% 15% 25% 58%
Makes me somewhat less likely to give again 5% 1% 1% 13%
Makes me a lot less likely to give again 2% 0% 0% 5%
Don't know 1% 0% 1% 2%
 
Top 2 box 60% 84% 72% 21%
Bottom 2 box 6% 1% 1% 18%

Makes me a lot more likely to give again 33% 51% 38% 10%
Makes me somewhat more likely to give again 41% 38% 45% 38%
No impact on my giving decisions 22% 10% 15% 44%
Makes me somewhat less likely to give again 1% 0% 0% 3%
Makes me a lot less likely to give again 1% 0% 0% 2%
Don't know 2% 1% 2% 3%
 
Top 2 box 74% 90% 83% 48%
Bottom 2 box 2% 0% 0% 6%

Makes me a lot more likely to give again 36% 41% 38% 29%
Makes me somewhat more likely to give again 37% 37% 37% 36%
No impact on my giving decisions 24% 20% 21% 30%
Makes me somewhat less likely to give again 1% 0% 0% 1%
Makes me a lot less likely to give again 1% 0% 0% 2%
Don't know 2% 1% 3% 3%
 
Top 2 box 73% 79% 76% 65%
Bottom 2 box 1% 1% 1% 2%

Q10. Suppose you received an email solicitation from a charity that you then decided to make a 
donation to.  What would be your likeliest course of action:

Q11_1. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity sends me email with news of recent victories and accomplishments

Q11_2. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity tells me by email how my donation was spent, and what happened as a result

Q11_3. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity permits me to tell them how often to email me
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Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Makes me a lot more likely to give again 34% 41% 35% 25%
Makes me somewhat more likely to give again 37% 36% 38% 37%
No impact on my giving decisions 25% 21% 24% 32%
Makes me somewhat less likely to give again 1% 1% 0% 1%
Makes me a lot less likely to give again 0% 0% 0% 1%
Don't know 3% 2% 3% 3%
 
Top 2 box 71% 77% 73% 62%
Bottom 2 box 1% 1% 0% 3%

Makes me a lot more likely to give again 8% 14% 9% 3%
Makes me somewhat more likely to give again 18% 24% 20% 8%
No impact on my giving decisions 63% 56% 60% 74%
Makes me somewhat less likely to give again 3% 2% 2% 5%
Makes me a lot less likely to give again 2% 1% 1% 5%
Don't know 6% 4% 7% 6%
 
Top 2 box 26% 38% 30% 11%
Bottom 2 box 5% 3% 4% 10%

Makes me a lot more likely to give again 13% 24% 13% 3%
Makes me somewhat more likely to give again 32% 39% 35% 20%
No impact on my giving decisions 47% 33% 45% 62%
Makes me somewhat less likely to give again 5% 2% 4% 8%
Makes me a lot less likely to give again 2% 1% 1% 5%
Don't know 2% 1% 2% 2%
 
Top 2 box 45% 63% 48% 22%
Bottom 2 box 7% 3% 5% 13%

Q11_4. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity permits me to control the information I receive, so I only hear about the 
subjects I care about

Q11_5. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity lets me create a customized donor page on their website that lets me see 
content of special interest to me

Q11_6. What effect, if any, do the following have on your inclination to make an additional donation in 
the future?  The charity offers me numerous opportunities to tell them what I think and offer feedback 
online
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Relation. 
Seekers

Casual 
Connect.

All 
Business

The charity sends me email with news of recent victories and 
accomplishments 18% 35% 19% 1%
The charity tells me by email how my donation was spent, and what 
happened as a result 33% 51% 38% 10%
The charity permits me to tell them how often to email me 36% 41% 38% 29%
The charity permits me to control the information I receive, so I only 
hear about the subjects I care about 34% 41% 35% 25%
The charity lets me create a customized donor page on their website 
that lets me see content that is of special interest to me 8% 14% 9% 3%
The charity offers me numerous opportunities to tell them what I think 
and offer feedback online 13% 24% 13% 3%

The charity sends me email with news of recent victories and 
accomplishments 60% 84% 72% 21%
The charity tells me by email how my donation was spent, and what 
happened as a result 74% 90% 83% 48%
The charity permits me to tell them how often to email me 73% 79% 76% 65%
The charity permits me to control the information I receive, so I only 
hear about the subjects I care about 71% 77% 73% 62%
The charity lets me create a customized donor page on their website 
that lets me see content that is of special interest to me 26% 38% 30% 11%
The charity offers me numerous opportunities to tell them what I think 
and offer feedback online 45% 63% 48% 22%

Yes, and I donated online 13% 20% 11% 9%
Yes, and I donated by mailing in a check 9% 10% 8% 10%
Yes, and I donated through another method (please specify) 3% 4% 3% 2%
No 76% 71% 78% 78%
Don't know 0% 0% 1% 0%
Refused 3% 2% 3% 4%

Q11sum1. TOP 1 MORE LIKELY. What effect, if any, do the following have on your inclination to make 
an additional donation in the future? 

Q11sum2. TOP 2 MORE LIKELY. What effect, if any, do the following have on your inclination to make 
an additional donation in the future? 

Q12. Have you made a donation to a candidate running for President in 2008? (Check all that apply)
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Relation. 
Seekers

Casual 
Connect.

All 
Business

BASE: Not made a donation to Presidential candidate 2633 713 1123 797
Very likely 15% 19% 14% 13%
Somewhat likely 16% 19% 14% 15%
Neither likely nor unlikely 5% 5% 5% 4%
Somewhat unlikely 9% 8% 9% 9%
Very unlikely 48% 41% 50% 51%
Don't know 5% 5% 5% 6%
Refused 2% 2% 2% 4%
 
Top 2 box 31% 38% 29% 27%
Bottom 2 box 57% 49% 59% 60%

BASE: Likely to make donation 797 270 317 210
Online 57% 65% 55% 49%
By mailing a check 31% 29% 30% 34%
Some other way 5% 5% 6% 4%
Not sure 15% 10% 16% 18%
Refused 0% 0% 0% 1%

None 8% 5% 8% 10%
1 or 2 21% 18% 22% 22%
3 to 5 34% 38% 37% 28%
6 or more 31% 35% 28% 32%
Don't know 6% 4% 6% 8%

BASE: Q15 all but "None" 3189 947 1318 924
Most or all 13% 19% 14% 5%
About ¾ or 75% 13% 23% 13% 4%
About half 22% 27% 26% 12%
Less than half 24% 21% 26% 24%
Hardly any 27% 10% 20% 53%
Don't know/not sure 1% 1% 1% 1%

Q13. How likely are you to make a donation to a candidate running for President in 2008?

Q14. Do you think you will make your donation (check all that apply): 

Q15. Thinking about the emails you receive from charitable organizations that are NOT soliciting funds, 
from how many different causes, groups or charities would you say you receive non-solicitation emails:

Q16. About what percentage of the email you receive from causes and charities do you read? 
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Agree strongly 22% 39% 23% 3%
Agree somewhat 41% 45% 51% 22%
Neither agree nor disagree 24% 13% 21% 37%
Disagree somewhat 9% 3% 4% 23%
Disagree strongly 4% 0% 0% 13%
Not sure 1% 1% 1% 1%
 
Top 2 box 62% 84% 74% 25%
Bottom 2 box 14% 3% 4% 36%

Agree strongly 8% 4% 6% 16%
Agree somewhat 17% 12% 17% 21%
Neither agree nor disagree 44% 38% 46% 46%
Disagree somewhat 18% 24% 19% 10%
Disagree strongly 12% 21% 11% 5%
Not sure 1% 0% 1% 2%
 
Top 2 box 25% 16% 23% 37%
Bottom 2 box 30% 45% 30% 15%

Agree strongly 8% 16% 7% 1%
Agree somewhat 36% 47% 45% 12%
Neither agree nor disagree 41% 30% 38% 54%
Disagree somewhat 10% 6% 7% 18%
Disagree strongly 2% 0% 1% 6%
Not sure 3% 1% 1% 9%
 
Top 2 box 43% 63% 52% 12%
Bottom 2 box 13% 7% 8% 24%

Agree strongly 13% 13% 11% 14%
Agree somewhat 34% 35% 34% 33%
Neither agree nor disagree 33% 27% 37% 32%
Disagree somewhat 14% 19% 13% 11%
Disagree strongly 5% 5% 4% 7%
Not sure 2% 1% 1% 3%
 
Top 2 box 47% 48% 45% 47%
Bottom 2 box 19% 24% 16% 18%

Q17_1. Please indicate if you agree or disagree with each of the statements about emails below: I like 
email updates that show how my money is being spent

Q17_2. Please indicate if you agree or disagree with each of the statements about emails below: I find 
emails from charities that address me by first name to be too familiar

Q17_3. Please indicate if you agree or disagree with each of the statements about emails below: Emails 
I receive from charities are generally well written and inspiring

Q17_4. Please indicate if you agree or disagree with each of the statements about emails below: I used 
to read more of the emails I get from causes and charities than I do now
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Agree strongly 23% 40% 24% 5%
Agree somewhat 42% 43% 52% 28%
Neither agree nor disagree 10% 6% 9% 16%
Disagree somewhat 16% 9% 12% 29%
Disagree strongly 8% 2% 2% 21%
Not sure 0% 0% 0% 0%
 
Top 2 box 65% 83% 76% 34%
Bottom 2 box 24% 11% 15% 50%

Agree strongly 9% 19% 8% 0%
Agree somewhat 37% 53% 46% 10%
Neither agree nor disagree 34% 22% 37% 41%
Disagree somewhat 14% 5% 8% 31%
Disagree strongly 6% 0% 1% 17%
Not sure 1% 0% 1% 1%
 
Top 2 box 46% 72% 53% 10%
Bottom 2 box 20% 6% 9% 48%

Agree strongly 21% 13% 16% 36%
Agree somewhat 35% 33% 37% 33%
Neither agree nor disagree 32% 36% 35% 24%
Disagree somewhat 10% 15% 11% 4%
Disagree strongly 2% 3% 1% 1%
Not sure 1% 1% 1% 2%
 
Top 2 box 56% 45% 53% 69%
Bottom 2 box 12% 18% 12% 5%

I like email updates that show how my money is being spent 22% 39% 23% 3%
I find emails from charities that address me by first name to be too 
familiar 8% 4% 6% 16%

Emails I receive from charities are generally well written and inspiring 8% 16% 7% 1%
I used to read more of the emails I get from causes and charities than 
I do now 13% 13% 11% 14%
I always open and glance at emails from causes I support 23% 40% 24% 5%
Charity emails do a good job of making me feel connected to the 
cause 9% 19% 8% 0%
Most charities send me too much email 21% 13% 16% 36%

Q17_5. Please indicate if you agree or disagree with each of the statements about emails below: I 
always open and glance at emails from causes I support

Q17_6. Please indicate if you agree or disagree with each of the statements about emails below: Charity 
emails do a good job of making me feel connected to the cause

Q17_7. Please indicate if you agree or disagree with each of the statements about emails below: Most 
charities send me too much email

Q17sum1. TOP 1 AGREE. Please indicate if you agree or disagree with each of the statements about 
emails below:

14



Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

I like email updates that show how my money is being spent 62% 84% 74% 25%
I find emails from charities that address me by first name to be too 
familiar 25% 16% 23% 37%

Emails I receive from charities are generally well written and inspiring 43% 63% 52% 12%
I used to read more of the emails I get from causes and charities than 
I do now 47% 48% 45% 47%
I always open and glance at emails from causes I support 65% 83% 76% 34%
Charity emails do a good job of making me feel connected to the 
cause 46% 72% 53% 10%
Most charities send me too much email 56% 45% 53% 69%

Very valuable 31% 53% 33% 7%
Somewhat valuable 36% 33% 41% 31%
Not too valuable 20% 10% 18% 31%
Not valuable at all 12% 3% 7% 29%
Don't know 2% 1% 2% 3%
 
Top 2 box 66% 86% 74% 38%
Bottom 2 box 32% 13% 25% 60%

Very valuable 35% 49% 41% 12%
Somewhat valuable 49% 44% 51% 49%
Not too valuable 12% 6% 7% 25%
Not valuable at all 4% 1% 0% 12%
Don't know 1% 0% 1% 2%
 
Top 2 box 83% 94% 92% 61%
Bottom 2 box 16% 6% 7% 37%

Very valuable 19% 37% 20% 1%
Somewhat valuable 44% 46% 58% 24%
Not too valuable 24% 13% 19% 43%
Not valuable at all 11% 3% 2% 29%
Don't know 1% 1% 1% 3%
 
Top 2 box 64% 83% 78% 26%
Bottom 2 box 35% 16% 21% 72%

Q17sum2. TOP 2 AGREE. Please indicate if you agree or disagree with each of the statements about 
emails below:

Q18_1. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Action alerts that let you send a fax or email to your 
elected officials

Q18_2. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Financial updates that show how the charity has been 
spending donated funds

Q18_3. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Personal stories by people whose lives have been 
transformed by the charity

15



Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Very valuable 19% 39% 19% 1%
Somewhat valuable 49% 51% 62% 31%
Not too valuable 22% 8% 17% 42%
Not valuable at all 8% 1% 1% 24%
Don't know 1% 0% 1% 2%
 
Top 2 box 69% 90% 81% 32%
Bottom 2 box 30% 10% 18% 66%

Very valuable 71% 81% 75% 57%
Somewhat valuable 21% 14% 19% 28%
Not too valuable 5% 4% 4% 8%
Not valuable at all 3% 1% 1% 6%
Don't know 1% 0% 1% 2%
 
Top 2 box 92% 95% 94% 85%
Bottom 2 box 8% 5% 5% 14%

Very valuable 15% 27% 16% 2%
Somewhat valuable 43% 49% 51% 26%
Not too valuable 27% 18% 25% 38%
Not valuable at all 14% 6% 6% 32%
Don't know 2% 0% 2% 2%
 
Top 2 box 58% 76% 67% 28%
Bottom 2 box 41% 24% 31% 70%

Very valuable 24% 43% 27% 1%
Somewhat valuable 49% 49% 62% 33%
Not too valuable 19% 7% 10% 43%
Not valuable at all 7% 1% 1% 20%
Don't know 1% 0% 1% 2%
 
Top 2 box 73% 92% 88% 34%
Bottom 2 box 26% 7% 11% 64%

Q18_4. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Reviews and summaries of recent news coverage of the 
cause or charity

Q18_5. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? An email tax receipt at year-end showing how much you 
gave

Q18_6. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Personal "news you can use" - consumer and health 
advice, etc.- related to the charity's issues

Q18_7. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Success stories

16



Total
Relation. 
Seekers

Casual 
Connect.

All 
Business

Very valuable 15% 27% 15% 4%
Somewhat valuable 47% 51% 54% 34%
Not too valuable 26% 18% 25% 35%
Not valuable at all 9% 3% 3% 24%
Don't know 2% 1% 2% 3%
 
Top 2 box 62% 78% 70% 38%
Bottom 2 box 36% 21% 29% 58%

Very valuable 2% 4% 2% 0%
Somewhat valuable 9% 13% 12% 2%
Not too valuable 33% 38% 37% 22%
Not valuable at all 53% 42% 46% 72%
Don't know 3% 2% 3% 3%
 
Top 2 box 11% 17% 14% 2%
Bottom 2 box 86% 81% 83% 95%

Action alerts that let you send a fax or email to YOUR elected officials 31% 53% 33% 7%
Financial updates that show how the charity has been spending 
donated funds 35% 49% 41% 12%
Personal stories by people whose lives have been transformed by the 
charity 19% 37% 20% 1%
Reviews and summaries of recent news coverage of the cause or 
charity 19% 39% 19% 1%
An email tax receipt at year-end showing how much you gave 71% 81% 75% 57%
Personal "news you can use" - consumer and health advice, etc. - 
related to the charity's issues 15% 27% 16% 2%
Success stories 24% 43% 27% 1%
Volunteer opportunities 15% 27% 15% 4%
Contests 2% 4% 2% 0%

Q18_8. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Volunteer opportunities

Q18_9. How valuable would you personally find the following kinds of information sent to you in an 
email from a charity you support financially? Contests

Q18sum1. TOP 1 VALUABLE. How valuable would you personally find the following kinds of 
information sent to you in an email from a charity you support financially?
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Action alerts that let you send a fax or email to YOUR elected officials 66% 86% 74% 38%
Financial updates that show how the charity has been spending 
donated funds 83% 94% 92% 61%
Personal stories by people whose lives have been transformed by the 
charity 64% 83% 78% 26%
Reviews and summaries of recent news coverage of the cause or 
charity 69% 90% 81% 32%
An email tax receipt at year-end showing how much you gave 92% 95% 94% 85%
Personal "news you can use" - consumer and health advice, etc. - 
related to the charity's issues 58% 76% 67% 28%
Success stories 73% 92% 88% 34%
Volunteer opportunities 62% 78% 70% 38%
Contests 11% 17% 14% 2%

BASE: Split sample A 1766 448 776 542
Read a blog hosted by a charity or cause group 14% 36% 8% 4%
Posted a message to a blog hosted by a charity or cause group 4% 12% 1% 1%
Participated in a live chat with an expert or representative of the 
charity or cause 3% 8% 2% 1%
Viewed a video online posted or sent by a charity or its supporters 29% 93% 6% 8%
Contributed a video to a Youtube group or directly to a charity 0% 1% 0% 0%
Listened to an audio or podcast offered by a charity 13% 44% 3% 3%
Downloaded wallpaper or a screensaver offered by a charity 3% 8% 2% 1%

Forwarded a message from a cause or charity to a friend or colleague 42% 85% 38% 12%
Joined a group on MySpace, Facebook, Friendster or another social 
network dedicated to a particular cause or charity 3% 8% 2% 1%
None of the above 46% 0% 49% 78%

BASE: Split sample B 1677 547 650 480
Very interested 2% 4% 1% 0%
Somewhat interested 18% 44% 8% 3%
Neither interested nor uninterested 21% 23% 25% 14%
Somewhat uninterested 19% 16% 26% 15%
Very uninterested 39% 12% 40% 67%
Don't know 1% 1% 1% 2%
 
Top 2 box 20% 48% 8% 3%
Bottom 2 box 58% 28% 66% 82%

Q18sum2. TOP 2 VALUABLE. How valuable would you personally find the following kinds of 
information sent to you in an email from a charity you support financially?

Q19A. SPLIT A: Following are some other ways that charities and causes have used to connect online 
with their supporters.   In which, if any, of the following have you personally taken part?

Q19B_1. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Read a blog hosted by a charity or cause group
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BASE: Split sample B 1677 547 650 480
Very interested 1% 3% 0% 0%
Somewhat interested 10% 25% 4% 1%
Neither interested nor uninterested 20% 27% 22% 11%
Somewhat uninterested 20% 23% 23% 14%
Very uninterested 47% 22% 49% 73%
Don't know 1% 1% 1% 1%
 
Top 2 box 11% 28% 4% 1%
Bottom 2 box 68% 45% 73% 86%

BASE: Split sample B 1677 547 650 480
Very interested 3% 8% 1% 0%
Somewhat interested 16% 32% 10% 4%
Neither interested nor uninterested 22% 26% 24% 15%
Somewhat uninterested 18% 20% 23% 11%
Very uninterested 40% 14% 41% 68%
Don't know 1% 0% 1% 2%
 
Top 2 box 19% 40% 11% 5%
Bottom 2 box 58% 34% 63% 79%

BASE: Split sample B 1677 547 650 480
Very interested 5% 15% 0% 0%
Somewhat interested 29% 76% 9% 5%
Neither interested nor uninterested 21% 5% 36% 18%
Somewhat uninterested 16% 3% 26% 17%
Very uninterested 28% 2% 28% 59%
Don't know 1% 0% 1% 1%
 
Top 2 box 34% 91% 9% 5%
Bottom 2 box 44% 5% 54% 76%

Q19B_2. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Post a message to a blog hosted by a charity or cause group

Q19B_3. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Participate in a live chat with an expert or representative of the charity 

Q19B_4. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
View a video online posted or sent by a charity or cause or its supporters
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BASE: Split sample B 1677 547 650 480
Very interested 1% 2% 0% 0%
Somewhat interested 3% 9% 1% 0%
Neither interested nor uninterested 19% 26% 19% 11%
Somewhat uninterested 17% 21% 20% 8%
Very uninterested 58% 39% 59% 80%
Don't know 2% 3% 1% 2%
 
Top 2 box 4% 12% 1% 0%
Bottom 2 box 75% 59% 79% 87%

BASE: Split sample B 1677 547 650 480
Very interested 3% 9% 0% 0%
Somewhat interested 21% 53% 6% 4%
Neither interested nor uninterested 21% 19% 29% 14%
Somewhat uninterested 20% 12% 28% 18%
Very uninterested 34% 6% 35% 62%
Don't know 1% 0% 2% 1%
 
Top 2 box 24% 63% 7% 5%
Bottom 2 box 53% 19% 63% 80%

BASE: Split sample B 1677 547 650 480
Very interested 2% 4% 1% 0%
Somewhat interested 10% 22% 6% 2%
Neither interested nor uninterested 20% 25% 21% 13%
Somewhat uninterested 16% 18% 19% 11%
Very uninterested 50% 30% 51% 72%
Don't know 2% 1% 2% 2%
 
Top 2 box 12% 26% 7% 2%
Bottom 2 box 67% 48% 70% 83%

Q19B_5. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Contribute a video to a Youtube group or directly to a charity

Q19B_6. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Listen to an audio or podcast offered by a charity

Q19B_7. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Download wallpaper or a screensaver offered by a charity
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BASE: Split sample B 1677 547 650 480
Very interested 5% 12% 1% 0%
Somewhat interested 27% 51% 23% 4%
Neither interested nor uninterested 21% 15% 28% 20%
Somewhat uninterested 16% 13% 19% 16%
Very uninterested 30% 9% 27% 58%
Don't know 1% 0% 1% 2%
 
Top 2 box 31% 63% 25% 4%
Bottom 2 box 46% 22% 46% 74%

BASE: Split sample B 1677 547 650 480
Very interested 1% 3% 0% 0%
Somewhat interested 8% 18% 4% 1%
Neither interested nor uninterested 16% 20% 17% 9%
Somewhat uninterested 16% 20% 17% 10%
Very uninterested 58% 37% 60% 78%
Don't know 2% 1% 2% 2%
 
Top 2 box 9% 21% 4% 1%
Bottom 2 box 74% 57% 77% 88%

BASE: Split sample B 1677 547 650 480
Read a blog hosted by a charity or cause group 2% 4% 1% 0%
Post a message to a blog hosted by a charity or cause group 1% 3% 0% 0%

Participate in a live chat with an expert or representative of the charity 3% 8% 1% 0%
View a video online posted or sent by a charity or cause or its 
supporters 5% 15% 0% 0%
Contribute a video to a Youtube group or directly to a charity 1% 2% 0% 0%
Listen to an audio or podcast offered by a charity 3% 9% 0% 0%
Download wallpaper or a screensaver offered by a charity 2% 4% 1% 0%
Forward a message from a charity to a friend or colleague 5% 12% 1% 0%
Join a group on MySpace, Facebook or another social network that is 
dedicated to a particular cause or charity 1% 3% 0% 0%

Q19B_8. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Forward a message from a charity to a friend or colleague

Q19B_9. SPLIT B:  In which, if any, of the following would you personally be interested in taking part? 
Join a group on MySpace, Facebook or another social network that is dedicated to a particular cause or 
charity

Q19Bsum1. TOP 1 INTERESTED.  In which, if any, of the following would you personally be interested 
in taking part? 
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BASE: Split sample B 1677 547 650 480
Read a blog hosted by a charity or cause group 20% 48% 8% 3%
Post a message to a blog hosted by a charity or cause group 11% 28% 4% 1%

Participate in a live chat with an expert or representative of the charity 19% 40% 11% 5%
View a video online posted or sent by a charity or cause or its 
supporters 34% 91% 9% 5%
Contribute a video to a Youtube group or directly to a charity 4% 12% 1% 0%
Listen to an audio or podcast offered by a charity 24% 63% 7% 5%
Download wallpaper or a screensaver offered by a charity 12% 26% 7% 2%
Forward a message from a charity to a friend or colleague 31% 63% 25% 4%
Join a group on MySpace, Facebook or another social network that is 
dedicated to a particular cause or charity 9% 21% 4% 1%

Yes, nearly every time 49% 61% 48% 40%
Yes, often 17% 16% 18% 16%
Yes, sometimes 19% 17% 20% 21%
No, rarely or never 13% 6% 12% 21%
Not sure 1% 1% 2% 2%

Very useful 34% 46% 36% 22%
Somewhat useful 46% 45% 46% 48%
Not too useful 11% 6% 11% 15%
Not useful at all 5% 2% 3% 11%
Don't know 3% 1% 4% 5%

CharityNavigator 20% 23% 20% 18%
Guidestar 10% 11% 10% 11%
The Better Business Bureau Wise Giving Alliance 14% 16% 13% 13%
Network for Good 5% 7% 5% 4%
Other [please specify] 6% 6% 6% 5%
None of the above 57% 55% 57% 60%
Don't know 6% 5% 7% 6%

Once a month or more 7% 16% 6% 1%
Once every 2-3 months 16% 26% 16% 5%
Once or twice a year 38% 37% 41% 35%
Less than once a year 23% 14% 23% 31%
Never 12% 4% 9% 24%
Don't know 4% 3% 5% 3%

Q19Bsum2. TOP 2 INTERESTED.  In which, if any, of the following would you personally be interested 
in taking part? 

Q20. Before thinking about donating to a charity for the first time, do you ever visit their website?

Q21. In general, how useful is a charity's website in helping you make your decision whether to give? 

Q22. Which if any of the following online resources have you consulted when deciding whether to make 
a donation? (Select all that apply)

Q23. Once you have made a donation to a charity, how often would you say you visit that organization's 
website?
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Regularly done 10% 21% 7% 2%
Occasionally done 43% 55% 47% 25%
Rarely/ Never 47% 24% 45% 72%
Not sure 1% 0% 1% 1%

Regularly done 18% 22% 18% 15%
Occasionally done 46% 51% 48% 38%
Rarely/ Never 35% 26% 34% 46%
Not sure 1% 1% 1% 0%

Regularly done 14% 29% 11% 3%
Occasionally done 34% 38% 38% 24%
Rarely/ Never 51% 32% 50% 72%
Not sure 1% 1% 1% 1%

Regularly done 5% 10% 4% 1%
Occasionally done 26% 36% 27% 14%
Rarely/ Never 68% 53% 67% 83%
Not sure 1% 1% 2% 1%

Regularly done 2% 4% 1% 1%
Occasionally done 3% 4% 3% 3%
Rarely/ Never 11% 6% 11% 17%
Not sure 13% 11% 13% 13%

Visit to check the progress of an issue or read about recent 
accomplishments 10% 21% 7% 2%
Visit to renew my gift or make an additional donation 18% 22% 18% 15%
Visit to take action on a political or advocacy issue 14% 29% 11% 3%
Visit to get information I can use in my everyday life, such as health, 
lifestyle or consumer tips 5% 10% 4% 1%
Some other reason [please specify] 2% 4% 1% 1%

Q24_1. Reasons for visiting websites -- do you: Visit to check the progress of an issue or read about 
recent accomplishments

Q24_2. Reasons for visiting websites -- do you: Visit to renew my gift or make an additional donation

Q24_3. Reasons for visiting websites -- do you: Visit to take action on a political or advocacy issue

Q24_4. Reasons for visiting websites -- do you: Visit to get information I can use in my everyday life, 
such as health, lifestyle or consumer tips

Q24_5. Reasons for visiting websites -- do you: Some other reason [please specify]

Q24sum1. DO REGULARLY. Reasons for visiting websites -- do you:
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Agree strongly 11% 18% 11% 4%
Agree somewhat 43% 49% 47% 31%
Neither agree nor disagree 27% 19% 26% 37%
Disagree somewhat 10% 10% 8% 13%
Disagree strongly 1% 0% 1% 3%
Not sure 7% 3% 7% 12%
 
Top 2 box 53% 67% 58% 35%
Bottom 2 box 12% 10% 9% 16%

Agree strongly 19% 24% 19% 12%
Agree somewhat 43% 47% 46% 37%
Neither agree nor disagree 17% 13% 16% 23%
Disagree somewhat 11% 11% 9% 13%
Disagree strongly 2% 2% 2% 4%
Not sure 8% 4% 7% 11%
 
Top 2 box 62% 71% 65% 49%
Bottom 2 box 13% 12% 11% 16%

Agree strongly 28% 35% 30% 18%
Agree somewhat 44% 46% 45% 43%
Neither agree nor disagree 14% 9% 14% 20%
Disagree somewhat 6% 6% 5% 7%
Disagree strongly 1% 0% 1% 2%
Not sure 7% 4% 6% 11%
 
Top 2 box 72% 81% 74% 61%
Bottom 2 box 6% 6% 5% 8%

Agree strongly 8% 14% 8% 2%
Agree somewhat 32% 43% 38% 14%
Neither agree nor disagree 41% 32% 39% 53%
Disagree somewhat 9% 7% 7% 15%
Disagree strongly 2% 0% 1% 6%
Not sure 7% 3% 6% 11%
 
Top 2 box 40% 57% 47% 16%
Bottom 2 box 12% 8% 8% 20%

Q25_1. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites make it easy to get the information I 
need to decide whether to give.

Q25_2. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites make it easy to find contact 
information like mailing address and phone number.

Q25_3. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites make it easy to donate.

Q25_4. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites are inspiring.
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Agree strongly 7% 13% 6% 1%
Agree somewhat 33% 47% 38% 13%
Neither agree nor disagree 40% 29% 40% 53%
Disagree somewhat 11% 7% 8% 17%
Disagree strongly 3% 0% 2% 6%
Not sure 6% 3% 6% 10%
 
Top 2 box 40% 61% 45% 15%
Bottom 2 box 13% 8% 10% 23%

Agree strongly 9% 13% 11% 3%
Agree somewhat 39% 45% 41% 29%
Neither agree nor disagree 33% 27% 30% 43%
Disagree somewhat 9% 10% 9% 9%
Disagree strongly 2% 1% 1% 3%
Not sure 8% 4% 7% 12%
 
Top 2 box 48% 58% 52% 33%
Bottom 2 box 11% 11% 10% 12%

Most charity websites make it easy to get the information I need to 
decide whether to give. 11% 18% 11% 4%
Most charity websites make it easy to find contact information like 
mailing address and phone number. 19% 24% 19% 12%
Most charity websites make it easy to donate. 28% 35% 30% 18%
Most charity websites are inspiring. 8% 14% 8% 2%
Most charity websites make me feel personally connected to their 
cause or mission. 7% 13% 6% 1%
Most charity websites are well-designed. 9% 13% 11% 3%

Q25_5. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites make me feel personally connected to 
their cause or mission.

Q25_6. Please indicate if you agree or disagree with each of the following statements about the 
websites of charities to which you donate. Most charity websites are well-designed.

Q25sum1. TOP 1 AGREE.  Please indicate if you agree or disagree with each of the following 
statements about the websites of charities to which you donate.
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Most charity websites make it easy to get the information I need to 
decide whether to give. 53% 67% 58% 35%
Most charity websites make it easy to find contact information like 
mailing address and phone number. 62% 71% 65% 49%
Most charity websites make it easy to donate. 72% 81% 74% 61%
Most charity websites are inspiring. 40% 57% 47% 16%
Most charity websites make me feel personally connected to their 
cause or mission. 40% 61% 45% 15%
Most charity websites are well-designed. 48% 58% 52% 33%

5 or fewer 5% 4% 6% 5%
6-10 41% 37% 44% 41%
11-15 42% 47% 39% 41%
More than 15 12% 12% 11% 14%
 
MEAN 11.975 12.17125 11.67468 12.19503
MEDIAN 12 12 10 12

Fewer than 5 12% 8% 13% 14%
5-9 18% 17% 18% 18%
10-14 21% 18% 21% 23%
15-19 11% 12% 11% 11%
20-24 15% 16% 15% 14%
25-39 12% 16% 11% 10%
40 or more 11% 14% 11% 10%
 
MEAN 17.69 20.15192 16.8707 16.44546
MEDIAN 14 15 14 12

Yes, regularly 96% 98% 96% 94%
Yes, but infrequently 3% 2% 3% 4%
Rarely 0% 0% 1% 0%
Never 0% 0% 0% 0%
Not sure 0% 0% 0% 0%

Q25sum2. TOP 2 AGREE.  Please indicate if you agree or disagree with each of the following 
statements about the websites of charities to which you donate.

Q27. How many years have you been using the Internet?

Q26. If you had to give the charitable community one piece of advice about how to improve their 
websites, what would it be?   (open ended responses reported out separately)

Q28. Approximately how many hours a week on average do you spend accessing the Internet or other 
online services?  

Q29_1. Which of the following activities do you engage in online? Emailing
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Yes, regularly 20% 35% 18% 7%
Yes, but infrequently 31% 35% 32% 27%
Rarely 23% 17% 25% 26%
Never 25% 12% 24% 39%
Not sure 0% 0% 0% 0%

Yes, regularly 76% 83% 74% 71%
Yes, but infrequently 20% 15% 21% 22%
Rarely 3% 2% 3% 5%
Never 1% 0% 1% 2%
Not sure 0% 0% 0% 0%

Yes, regularly 36% 45% 32% 33%
Yes, but infrequently 29% 29% 29% 28%
Rarely 21% 18% 23% 20%
Never 14% 8% 15% 19%
Not sure 0% 0% 0% 0%

Yes, regularly 66% 72% 66% 61%
Yes, but infrequently 12% 11% 12% 14%
Rarely 6% 5% 8% 6%
Never 15% 13% 14% 19%
Not sure 0% 0% 0% 0%

Yes, regularly 58% 64% 56% 53%
Yes, but infrequently 32% 28% 35% 33%
Rarely 8% 6% 7% 11%
Never 2% 1% 2% 3%
Not sure 0% 0% 0% 0%

Yes, regularly 9% 13% 8% 6%
Yes, but infrequently 16% 23% 14% 12%
Rarely 32% 36% 31% 28%
Never 43% 28% 47% 54%
Not sure 0% 0% 0% 0%

Q29_2. Which of the following activities do you engage in online? Taking political action

Q29_3. Which of the following activities do you engage in online? Surfing the web to research an issue

Q29_4. Which of the following activities do you engage in online? Reading magazines and newspapers 
online 

Q29_5. Which of the following activities do you engage in online? Banking/bill paying online

Q29_6. Which of the following activities do you engage in online? Buying products or services online

Q29_7. Which of the following activities do you engage in online? Reading blogs 
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Yes, regularly 10% 16% 10% 5%
Yes, but infrequently 10% 11% 10% 7%
Rarely 18% 23% 18% 16%
Never 61% 50% 61% 72%
Not sure 1% 0% 1% 0%

Yes, regularly 18% 26% 17% 14%
Yes, but infrequently 25% 28% 26% 21%
Rarely 24% 26% 23% 24%
Never 32% 21% 34% 41%
Not sure 0% 0% 0% 0%

Yes, regularly 11% 18% 8% 7%
Yes, but infrequently 28% 38% 26% 21%
Rarely 33% 31% 34% 32%
Never 28% 13% 31% 40%
Not sure 0% 0% 0% 0%

Yes, regularly 2% 4% 2% 2%
Yes, but infrequently 6% 11% 4% 5%
Rarely 20% 27% 19% 13%
Never 71% 58% 74% 80%
Not sure 0% 0% 0% 0%

Emailing 96% 98% 96% 94%
Taking political action 20% 35% 18% 7%
Surfing the web to research an issue 76% 83% 74% 71%
Reading magazines and newspapers online 36% 45% 32% 33%
Banking/bill paying online 66% 72% 66% 61%
Buying products or services online 58% 64% 56% 53%
Reading blogs 9% 13% 8% 6%
Sending or receiving mobile phone text messages 10% 16% 10% 5%
Listening to or downloading music 18% 26% 17% 14%
Watching or downloading videos 11% 18% 8% 7%
Writing a blog or commenting on a blog 2% 4% 2% 2%

Q29_8. Which of the following activities do you engage in online? Sending or receiving mobile phone 
text messages

Q29_9. Which of the following activities do you engage in online? Listening to or downloading music

Q29_10. Which of the following activities do you engage in online? Watching or downloading videos

Q29_11. Which of the following activities do you engage in online? Writing a blog or commenting on a 
blog

Q29sum1. DO REGULARLY. Which of the following activities do you engage in online?
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Use it regularly 3% 6% 2% 1%
Use it, but not regularly 6% 7% 5% 5%
Heard of it, but never use it 71% 72% 69% 74%
Never heard of it 20% 15% 23% 19%
Not sure 0% 0% 0% 0%

Use it regularly 0% 1% 0% 0%
Use it, but not regularly 3% 4% 3% 2%
Heard of it, but never use it 31% 37% 30% 27%
Never heard of it 66% 58% 67% 70%
Not sure 0% 0% 0% 1%

Use it regularly 0% 0% 0% 0%
Use it, but not regularly 0% 0% 0% 0%
Heard of it, but never use it 10% 11% 10% 9%
Never heard of it 90% 89% 90% 90%
Not sure 0% 0% 0% 1%

Use it regularly 2% 5% 2% 1%
Use it, but not regularly 12% 17% 12% 7%
Heard of it, but never use it 83% 76% 84% 87%
Never heard of it 3% 2% 3% 4%
Not sure 0% 0% 0% 0%

Use it regularly 1% 1% 0% 1%
Use it, but not regularly 2% 3% 2% 2%
Heard of it, but never use it 17% 20% 15% 15%
Never heard of it 80% 76% 82% 81%
Not sure 1% 0% 0% 1%

Use it regularly 8% 15% 7% 4%
Use it, but not regularly 44% 53% 42% 39%
Heard of it, but never use it 44% 30% 47% 53%
Never heard of it 3% 2% 4% 4%
Not sure 0% 0% 0% 0%

Q30_1. Following are some online publications, social networks and other online services.  Do you use: 
Facebook

Q30_2. Following are some online publications, social networks and other online services.  Do you use: 
Friendster

Q30_3. Following are some online publications, social networks and other online services.  Do you use: 
Eons

Q30_6. Following are some online publications, social networks and other online services.  Do you use: 
YouTube

Q30_4. Following are some online publications, social networks and other online services.  Do you use: 
MySpace

Q30_5. Following are some online publications, social networks and other online services.  Do you use: 
Digg
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Use it regularly 2% 2% 2% 1%
Use it, but not regularly 10% 12% 8% 9%
Heard of it, but never use it 30% 34% 30% 27%
Never heard of it 58% 52% 60% 62%
Not sure 0% 0% 0% 1%

Use it regularly 0% 0% 0% 0%
Use it, but not regularly 0% 0% 0% 0%
Heard of it, but never use it 10% 13% 9% 9%
Never heard of it 89% 87% 90% 90%
Not sure 0% 0% 0% 1%

Use it regularly 1% 2% 0% 1%
Use it, but not regularly 2% 4% 2% 1%
Heard of it, but never use it 11% 13% 10% 9%
Never heard of it 86% 80% 87% 88%
Not sure 1% 0% 0% 1%

Use it regularly 1% 1% 0% 0%
Use it, but not regularly 1% 2% 1% 1%
Heard of it, but never use it 15% 19% 12% 14%
Never heard of it 83% 78% 86% 83%
Not sure 0% 0% 0% 1%

Use it regularly 4% 7% 4% 2%
Use it, but not regularly 12% 15% 12% 11%
Heard of it, but never use it 15% 17% 15% 14%
Never heard of it 68% 61% 70% 72%
Not sure 0% 0% 0% 1%

Use it regularly 1% 2% 1% 1%
Use it, but not regularly 5% 7% 5% 3%
Heard of it, but never use it 73% 75% 75% 69%
Never heard of it 21% 16% 19% 27%
Not sure 0% 0% 0% 1%

Q30_10. Following are some online publications, social networks and other online services.  Do you 
use: Delicious

Q30_9. Following are some online publications, social networks and other online services.  Do you use: 
Care2

Q30_8. Following are some online publications, social networks and other online services.  Do you use: 
Gather

Q30_7. Following are some online publications, social networks and other online services.  Do you use: 
Flickr

Q30_12. Following are some online publications, social networks and other online services.  Do you 
use: Match.com

Q30_11. Following are some online publications, social networks and other online services.  Do you 
use: LinkedIn
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Use it regularly 0% 0% 1% 0%
Use it, but not regularly 5% 6% 6% 3%
Heard of it, but never use it 42% 47% 41% 39%
Never heard of it 52% 46% 52% 58%
Not sure 0% 0% 0% 1%

Facebook 3% 6% 2% 1%
Friendster 0% 1% 0% 0%
Eons 0% 0% 0% 0%
MySpace 2% 5% 2% 1%
Digg 1% 1% 0% 1%
Youtube 8% 15% 7% 4%
Flickr 2% 2% 2% 1%
Gather 0% 0% 0% 0%
Care2 1% 2% 0% 1%
Delicious 1% 1% 0% 0%
LinkedIn 4% 7% 4% 2%
Match.com 1% 2% 1% 1%
iVillage 0% 0% 1% 0%

Q32. What is your gender?
Male 50% 49% 49% 51%
Female 50% 51% 51% 49%

Q33. What is your age?
18-24 1% 1% 1% 1%
25-44 32% 42% 32% 24%
45-54 30% 29% 32% 30%
55-64 24% 21% 24% 27%
65+ 13% 8% 12% 19%
 
MEAN 50.5 47.71935 50.3901 53.26553
MEDIAN 50 47 50 53

Q31. Are there any other online publications or social networks that you visit regularly?   (open ended 
responses reported out separately)

Q30sum1. USE REGULARLY. Following are some online publications, social networks and other online 
services.  Do you use: 

Q30_13. Following are some online publications, social networks and other online services.  Do you 
use: iVillage
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Grade school 0% 0% 0% 0%
Some high school 0% 0% 0% 0%
High school graduate 2% 1% 2% 2%
Some college, no degree 8% 9% 8% 6%
Vocational training/2-year college 3% 3% 4% 2%
4-year college/bachelor's degree 26% 29% 25% 24%
Some postgraduate work, no degree 10% 10% 11% 8%
2 or 3 years' postgraduate work/master's degree 29% 28% 30% 28%
Doctoral/law degree 22% 19% 20% 29%
Not sure/refused 0% 0% 0% 1%

Professional/Technical 38% 39% 38% 39%
Administrative/Managerial 16% 17% 17% 13%
Legal/lawyer 5% 5% 4% 5%
Sales/Service 5% 6% 6% 3%
Teacher/Educator 7% 6% 6% 9%
Law Enforcement 0% 0% 0% 0%
Clerical/White Collar 2% 2% 2% 1%
Craftsman/Blue Collar 0% 0% 1% 0%
Student 1% 1% 1% 1%
Homemaker 5% 4% 6% 6%
Retired 15% 12% 14% 19%
Unemployed, looking for work 0% 0% 1% 0%
Other 5% 7% 5% 4%

Strong Democrat 33% 41% 31% 29%
Not very strong Democrat 6% 7% 6% 5%
Independent/lean Democrat 19% 20% 19% 18%
Strictly independent 5% 5% 4% 6%
Independent/lean Republican 10% 7% 13% 10%
Not very strong Republican 6% 4% 7% 7%
Strong Republican 10% 7% 11% 11%
Other 3% 3% 2% 3%
Not sure/nothing 1% 1% 1% 2%
Prefer not to answer 6% 4% 6% 8%

Protestant (includes Baptist, Lutheran, Methodist, Episcopal, etc.) 30% 29% 31% 28%
Catholic 25% 23% 27% 25%
Jewish 6% 7% 6% 6%
Other 8% 8% 8% 8%
None 21% 24% 19% 22%
Not sure 1% 2% 2% 1%
Prefer not to answer 8% 6% 7% 10%

Q36. Generally speaking, do you think of yourself as a Democrat, a Republican, an independent, or 
something else?  

Q35. Which of the following categories best describes your occupation, or what you do for a living? 

Q34. What is the last grade that you completed in school? 

Q37. What is your religion?
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White 90% 92% 91% 88%
Black 1% 1% 1% 1%
Asian 2% 1% 2% 2%
Other 2% 2% 2% 1%
Not sure 0% 0% 0% 0%
Prefer not to answer 5% 3% 4% 8%

Yes 3% 3% 3% 2%
No 93% 94% 93% 91%
Prefer not to answer 5% 3% 4% 7%

Less than $50,000 4% 5% 5% 4%
$50,000-$99,999 17% 18% 18% 15%
$100,000-$199,999 30% 33% 29% 27%
$200,000-$299,999 13% 14% 14% 13%
$300,000-$499,999 8% 7% 8% 8%
$500,000 or more 6% 6% 6% 7%
Not sure 0% 0% 0% 0%
Prefer not to answer 21% 16% 20% 26%

Q39. For statistical purposes only, would you please indicate which of the following categories best 
represents your total household income?  

Q38B. Are you Hispanic or of Spanish descent?

Q38. What is your race?
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