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Å While only just under half of Christianssaid their charitable

giving was impacted by the sagging economy, this still

amounted to around 95 million or more Americansand thus

posed an important challenge to churches, missions, and

other religiousorganizationsin the near term.

Å Organizationswhich rely on charitable gifts will need to be

proactive and effective in communicatingthe importance of

their mission and their organizationaleffectiveness to their

donorsand potential donors in order to ensure they continue

to capture a large share of what may become more scarce

donordollars.

Summary of Charitable Giving, May 2008
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Topline Data
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Two-thirds of adults anticipate donating the same or more than 
they have in the past.

Q1. In the upcoming months, do you plan to give more than usual, the same as usual, or less than usual to 
charitable organizations?

More than usual 8%

Sames as usual 58%

DK/Ref 6%

Less than usual 26%



© 2008 Wilson Research Strategies

National Omnibus 5

Salaried adults are slightly more likely than hourly or retired 
adults to donate.

Q1. In the upcoming months, do you plan to give more than usual, the same as usual, or less than usual to 
charitable organizations?

7% 9% 6% 9%

61%
65%

57%
47%

4%
4%

7%

6%

26%
22%

27%
36%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Hourly                                                                                                              
(23%)

Salary                                                                                                         
(27%)

Retire                                                                                          
(26%)

Other                                                                                                         
(17%)

Less than usual

DK/Ref

Sames as usual

Moral than usual



© 2008 Wilson Research Strategies

National Omnibus 6

Nearly half of adults indicate that the current economic situation 
has impacted their charitable donations.

Q2. And has the current economic situation impacted your giving to charity? 

Yes 46%

DK/Ref 3%

No 51%
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Hourly employees are significantly more likely than salaried or retired 
adults to feel that their giving has been impacted by the downturn in the 
economic situation.

Q2. And has the current economic situation impacted your giving to charity? 
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