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Toronto Animal Welfare Donor Demographics & Trends

Raw Data & Baseline Statistics
	How often do you use the internet? (please note: Asterisk * - indicates required question)
	
	

	Answer Options
	Response Percent
	Response Count
	CMS Baseline
	CSGVP

	Several times a day
	87.4%
	388
	 
	na

	Once a day
	9.5%
	42
	90%
	na

	3 – 5 times a week
	2.7%
	12
	 
	na

	1 or 2 times a week
	0.5%
	2
	 
	na

	Less than once a week
	0.0%
	0
	 
	na

	 
	 
	answered question
	444
	444
	

	 
	 
	skipped question
	0
	0
	

	* CMS Claims 90% of individuals surveyed use the internet daily
	
	
	


	How often do you visit the *Organization* Website? 

	Answer Options
	Response Percent
	Response Count

	Several times a day
	0.7%
	3

	Once a day
	4.1%
	18

	3 – 5 times a week
	4.3%
	19

	1 or 2 times a week
	16.0%
	71

	Less than once a week
	68.5%
	304

	I have never visited the “organization” website
	6.5%
	29

	 
	 
	answered question
	444

	 
	 
	skipped question
	0

	* No baseline
	
	


This survey was delivered to supporters of 3 Toronto area Animal Welfare organizations.  Each survey used a unique URL, allowing supporters to see questions using the organizations name.  For instance, if the participating organization was “Laurie’s Cat Rescue” the above question would have stated: 

How often do you visit the Laurie’s Cat Rescue (LCR) Website? http://www.LauriesCatRescue.ca 
For each survey, the organization name and website URL was adapted to reflect the specific referring charity.  Where you see “organization”, I have replaced the actual name used as this summary represents the combined data from each of the 3 participating organizations. 

Each participating organization will receive raw survey data specific to their organization, as well as the combined summary data for their own purposes.

	Please rate the following potential website content to help us provide a better online experience for you.

	Answer Options
	Very Interested
	%
	Somewhat Interested
	%
	Neutral
	%
	Somewhat Uninterested
	%
	Very Uninterested
	%
	Response Count

	Volunteer information
	130
	30%
	199
	45%
	82
	19%
	15
	3%
	14
	3%
	440

	Upcoming events and community news
	143
	32%
	190
	43%
	85
	19%
	17
	4%
	7
	2%
	442

	Cat care tips
	244
	55%
	147
	33%
	37
	8%
	7
	2%
	5
	1%
	440

	Stray/Feral Cat information
	175
	40%
	160
	37%
	84
	19%
	11
	3%
	8
	2%
	438

	Stories & Cat related articles
	160
	37%
	176
	40%
	73
	17%
	20
	5%
	8
	2%
	437

	How you can help information
	167
	38%
	192
	43%
	63
	14%
	13
	3%
	7
	2%
	442

	Communication(blogs, forums,comment areas)
	74
	17%
	153
	35%
	136
	31%
	61
	14%
	15
	3%
	439

	Cat Product & Service information 
	143
	32%
	180
	41%
	81
	18%
	28
	6%
	9
	2%
	441

	For Fun section – screen savers, powerpoint shows, cat related activities
	77
	18%
	111
	25%
	131
	30%
	75
	17%
	46
	10%
	440

	Success stories
	219
	51%
	140
	32%
	56
	13%
	9
	2%
	0
	0%
	432

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Other = 6.1%
	 
	27

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	444

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	0

	* No baseline
	
	
	
	
	
	
	
	
	
	
	
	


	How did you originally hear about *organization*? 

	Answer Options
	Response Percent
	Response Count

	Referral (friend, colleague, neighbour, veterinarian)
	32.2%
	143

	Print advertising (newspaper, magazines, poster)
	7.4%
	33

	Internet search (google, yahoo etc.)
	33.3%
	148

	Social media (facebook, MySpace etc.)
	8.3%
	37

	Community event (craft shows, community street fair, pet show)
	4.1%
	18

	Unsure
	2.7%
	12

	Other (please specify)
	11.9%
	53

	 
	 
	answered question
	444

	 
	 
	skipped question
	0

	* No baseline
	
	


	Which of the following best describes your relationship with *organization*? (select all that apply)

	Answer Options
	Response Percent
	Response Count

	Donor
	16.7%
	74

	Volunteer
	20.3%
	90

	Adopter
	52.7%
	234

	Supporter
	26.1%
	116

	Member
	7.2%
	32

	All of the above
	3.4%
	15

	None of the above
	9.7%
	43

	Other (please specify)
	7.7%
	34

	 
	 
	answered question
	444

	 
	 
	skipped question
	0

	* No baseline
	
	


	Have you donated funds to any of the following types of charities in the past year?
	
	
	

	Answer Options
	Response Percent
	Response Count
	CMS Online
	CMS Offline
	CSGVP

	Environmental
	28.4%
	126
	50%
	37
	7%

	Animal welfare (humane society, SPCA, PETA etc.)
	61.3%
	272
	48%
	44%
	na

	Human services (homelessness, poverty, mental health etc.)
	36.0%
	160
	74%
	80%
	43%

	Health (cancer, hospital, etc.)
	46.4%
	206
	79%
	67%
	57%

	International (Unicef, Plan, Free the Children, Red Cross)
	27.3%
	121
	68%
	48%
	7%

	I have not donated to a charity in the past year
	12.6%
	56
	 
	 
	na

	Other (please specify)
	8.3%
	37
	 
	 
	na

	 
	 
	answered 
	444
	
	
	

	 
	 
	skipped 
	0
	
	
	


   No baseline

	Have you ever made a charitable donation using the internet (i.e. charity websites, facebook etc.)? 
	
	

	Answer Options
	Response Percent
	Response Count
	CMS
	CSGVP

	Yes
	54.3%
	241
	43%
	na

	No
	44.4%
	197
	na
	na

	Unsure
	1.4%
	6
	na
	na

	 
	 
	answered 
	444
	
	

	 
	 
	skipped 
	0
	
	

	** CMS data Includes 10% political donations
	
	
	
	


Survey logic was used in the above question to allow respondents answering “no” or “unsure” to bypass the internet donation specific survey questions.   This explains the 203 “skipped question” number noted in the following questions.  It is worth noting that although this survey was delivered via email and through websites, more than 50% of the respondents have never made a charitable donation online.

	Of your past online/internet donations, which of the following is closest to your average online donation amount? 

	Answer Options
	Response Percent
	Response Count

	$10 or less
	5.8%
	14

	25
	41.9%
	101

	50
	26.6%
	64

	75
	5.0%
	12

	100
	14.5%
	35

	200
	2.5%
	6

	250
	3.7%
	9

	 
	 
	answered question
	241

	 
	 
	skipped question
	203

	** CMS (USA) claims online givers donate nearly twice as much as offline donors


	Have you ever signed up for monthly donations (with any charity) using the internet?

	Answer Options
	Response Percent
	Response Count

	Yes
	26.6%
	64

	No
	72.6%
	175

	Unsure
	0.8%
	2

	 
	 
	answered question
	241

	 
	 
	skipped question
	203

	** No baseline
	
	


	Did you make more online/internet donations in 2007 as compared to previous years?

	Answer Options
	Response Percent
	Response Count

	Yes
	40.2%
	97

	No
	22.8%
	55

	About the same
	32.0%
	77

	Unsure
	5.0%
	12

	 
	 
	answered question
	241

	 
	 
	skipped question
	203

	* No baseline
	
	


	Do you plan to make more online/internet donations in 2008 than you have in previous years?
	
	
	

	Answer Options
	Response Percent
	Response Count
	CMS Online
	CMS Offline
	CSGVP

	Yes
	20.3%
	49
	52%
	37%
	na

	No
	26.6%
	64
	 
	 
	na

	Maybe
	29.9%
	72
	 
	 
	na

	Unsure
	23.2%
	56
	 
	 
	na

	I do not plan to make donations
	0.0%
	0
	0%
	0%
	na

	 
	 
	answered 
	241
	
	
	

	 
	 
	skipped 
	203
	
	
	

	* CMS asked if individuals intended to donate more, did not specify online donations


Although there is a distinct difference between making more online donations and “donating more”, CMS notes that individuals who donate online – donate almost 2x more than offline donors. 

	Are you familiar with PayPal?

	Answer Options
	Response Percent
	Response Count

	Yes, I have used it
	80.8%
	194

	Yes, but I have not used it
	16.3%
	39

	No, I've never heard of it
	2.9%
	7

	 
	 
	answered question
	240

	 
	 
	skipped question
	204

	* no baseline
	
	


	If you do not donate online, why?

	Answer Options
	Response Percent
	Response Count

	Don’t use computer often
	0.2%
	1

	Concerned about safety and privacy
	26.6%
	118

	Don’t have a credit card
	7.7%
	34

	No/little access to the internet
	0.2%
	1

	Not Applicable
	52.0%
	231

	Other (please specify)
	13.3%
	59

	 
	 
	answered 
	444

	 
	 
	skipped 
	0

	* no baseline
	
	


	Please rate the following factors in relation to your likelihood of making a donation to an animal welfare charity?

	Answer Options
	Highly influential
	%
	Somewhat influential
	%
	Neutral
	%
	Little influence
	%
	Not at all influential
	%
	Response Count

	Compelling pictures/photo’s
	159
	36%
	165
	37%
	74
	17%
	30
	7%
	16
	4%
	444

	Compelling stories
	204
	46%
	154
	35%
	58
	13%
	18
	4%
	10
	2%
	444

	Strong belief in the charity’s mission and goals
	356
	80%
	64
	14%
	21
	5%
	1
	0%
	2
	0%
	444

	Relationship with people in the organization
	105
	24%
	147
	33%
	145
	33%
	33
	7%
	14
	3%
	444

	Perceived need of the organization
	215
	48%
	170
	38%
	49
	11%
	5
	1%
	5
	1%
	444

	Knowing how my donation will be used
	276
	62%
	119
	27%
	34
	8%
	12
	3%
	3
	1%
	444

	Tax credits
	64
	14%
	127
	29%
	149
	34%
	47
	11%
	57
	13%
	444

	Religious/Spiritual influence
	17
	4%
	36
	8%
	120
	27%
	58
	13%
	213
	48%
	444

	Convenience
	54
	12%
	111
	25%
	146
	33%
	51
	11%
	82
	18%
	444

	 
	Other = 5.8 % 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	26

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	444

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	0

	* no baseline
	
	
	
	
	
	
	
	
	
	
	


	Which ONE of the following best describes your main area of interest when supporting an animal welfare organization?

	Answer Options
	Response Percent
	Response Count

	Stray, homeless, abandoned animals.
	54.1%
	240

	Animal abuse
	22.1%
	98

	Wildlife/endangered animals
	5.4%
	24

	Pet adoption
	8.8%
	39

	Environmental issues related to animals
	3.2%
	14

	I do not support animal welfare organizations
	2.0%
	9

	Other (please specify)
	4.5%
	20

	 
	 
	answered 
	444

	 
	 
	skipped 
	0

	** no baseline
	
	


	Which of the following forms of communication do you prefer to receive from charitable organizations? 
	

	Answer Options
	Strongly Prefer
	%
	Somewhat Prefer
	%
	Neutral
	%
	Somewhat dislike
	%
	Strongly dislike
	%
	N/A
	%
	Response Count
	CMS All

	Mail
	97
	22%
	121
	27%
	88
	20%
	49
	11%
	77
	17%
	12
	3%
	444
	32%

	Email
	216
	49%
	108
	24%
	59
	13%
	31
	7%
	22
	5%
	7
	2%
	444
	11%

	Telephone
	6
	1%
	18
	4%
	33
	7%
	75
	17%
	293
	66%
	19
	4%
	444
	8%

	Text Message
	3
	1%
	15
	3%
	63
	14%
	55
	12%
	204
	46%
	104
	23%
	444
	na

	Other
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	9
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	218
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	0
	

	
	* CMS baseline refers to individuals who responded "comfortable". Emails from "known" persons higher at 35%. No CGSVP data
	


	Which of the following types of information would you be most interested in hearing about through newletters, emails or mail? 

	Answer Options
	Very Interested
	%
	Somewhat Interested
	%
	Neutral
	%
	Somewhat Uninterested
	%
	Not at all Interested
	%
	Response Count

	Cats/kittens for adoption
	115
	26%
	166
	37%
	100
	23%
	27
	6%
	36
	8%
	444

	Volunteer information
	131
	30%
	195
	44%
	82
	18%
	16
	4%
	20
	5%
	444

	Events and community news
	158
	36%
	176
	40%
	81
	18%
	13
	3%
	15
	3%
	444

	Cat care tips
	187
	42%
	173
	39%
	56
	13%
	13
	3%
	15
	3%
	444

	Stray/Feral Cat information
	132
	30%
	170
	38%
	101
	23%
	21
	5%
	20
	5%
	444

	Stories & Cat related articles
	142
	32%
	168
	38%
	95
	21%
	19
	4%
	20
	5%
	444

	How you can help information
	148
	33%
	196
	44%
	74
	17%
	12
	3%
	14
	3%
	444

	Communication services (blogs, forums, etc.)
	37
	8%
	131
	30%
	164
	37%
	74
	17%
	38
	9%
	444

	Cat Product Service information
	121
	27%
	162
	36%
	103
	23%
	34
	8%
	24
	5%
	444

	For Fun section – screen savers, PowerPoints.
	60
	14%
	93
	21%
	128
	29%
	87
	20%
	76
	17%
	444

	Success stories
	185
	42%
	160
	36%
	70
	16%
	12
	3%
	17
	4%
	444

	 
	Other = 1%
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	4

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	444

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	0

	* No baseline
	
	
	
	
	
	
	
	
	
	
	


	Do you share your home with any of the following companion animals? (select all that apply)

	Answer Options
	Response Percent
	Response Count

	Cat/kitten
	94.8%
	421

	Dog/puppy
	17.3%
	77

	Bird
	2.3%
	10

	Fish
	10.1%
	45

	I do not live with an animal
	1.8%
	8

	Other (please specify)
	11.5%
	51

	 
	 
	answered question
	444

	 
	 
	skipped question
	0

	* No baseline
	
	


	How many companion animals share your home?

	Answer Options
	Response Percent
	Response Count

	1
	23.9%
	106

	2
	33.3%
	148

	3
	16.7%
	74

	4
	9.2%
	41

	5 or more
	14.6%
	65

	0 (zero)
	0.5%
	2

	 
	 
	answered question
	436

	 
	 
	skipped question
	8

	* no baseline
	
	


	How much do you estimate you spend on your pets each month? (food, litter, vets, toys, clothes etc.)

	Answer Options
	Response Percent
	Response Count

	Under $25
	5.2%
	23

	$26 – $50
	26.6%
	118

	$51 – $75
	26.8%
	119

	$76 – $100
	19.8%
	88

	More than $100
	19.6%
	87

	Not Applicable
	0.2%
	1

	 
	 
	answered question
	436

	 
	 
	skipped question
	8

	* no baseline
	
	


	Where do you purchase your pet supplies? (select all that apply)

	Answer Options
	Response Percent
	Response Count

	Department store (i.e. walmart, zellers etc.)
	17.3%
	77

	Grocery store (Loblaws, Dominion, A&P)
	40.1%
	178

	Costco
	4.1%
	18

	Independent pet store
	34.7%
	154

	Pet food supply store (Global, Ryans, Pet Value)
	68.5%
	304

	Other (please specify)
	18.9%
	84

	 
	 
	answered 
	436

	 
	 
	skipped 
	8

	* No baseline
	
	

	Including yourself, how many people live in your household? 

	Answer Options
	Response Percent
	Response Count

	1
	28.2%
	125

	2
	46.8%
	208

	3
	12.4%
	55

	4
	8.3%
	37

	5 or more
	4.3%
	19

	 
	 
	answered question
	444

	* no comparable baseline
	
	


	Please select one of the following:
	

	Answer Options
	Response Percent
	Response Count
	GSGVP

	Male
	13.1%
	58
	82%

	Female
	80.4%
	357
	88%

	Prefer not to say
	6.5%
	29
	na

	 
	 
	answered question
	444
	

	* CSGVP = donor rate
	
	
	


	Marital Status:
	

	Answer Options
	Response Percent
	Response Count
	CSGVP

	Single
	37.2%
	165
	75%

	Married
	29.5%
	131
	90%

	Divorced/separated
	7.7%
	34
	85%

	Widowed
	0.5%
	2
	84%

	Common law
	18.5%
	82
	*Married

	Prefer not to say
	6.5%
	29
	 

	Other (please specify)
	0.2%
	1
	 

	 
	 
	answered question
	444
	

	*CGSVP stat = donor rate.  CGSVP combines married & common-law
	
	


	Age:

	Answer Options
	Response Percent
	Response Count

	18 – 24
	10.8%
	48

	25 – 30
	23.9%
	106

	31 – 35
	14.9%
	66

	36 – 40
	11.7%
	52

	41 - 45
	11.7%
	52

	46 – 50
	9.5%
	42

	51 – 55
	5.0%
	22

	56 – 60
	3.4%
	15

	61 – 65
	3.2%
	14

	66 – 70
	1.1%
	5

	71+
	0.2%
	1

	Prefer not to say
	4.7%
	21

	 
	 
	answered question
	444

	* No reliable baseline
	
	


	Education:
	
	

	Answer Options
	Response Percent
	Response Count
	CMS Online
	CSGVP

	Some high school
	3.6%
	16
	 
	74%

	High school graduate
	6.1%
	27
	17%
	82%

	Some college (but did not finish)
	8.8%
	39
	25%
	84%

	College graduate
	18.5%
	82
	 
	91%

	Some university (but did not finish)
	9.0%
	40
	 
	 

	University undergraduate degree (such as Bachelor’s degree.)
	30.9%
	137
	42%
	93%

	University graduate degree – Master’s degree or PhD.
	23.2%
	103
	48%
	 

	 
	 
	answered 
	444
	
	

	 
	 
	skipped 
	0
	
	

	* CMS = online donation in past year
	
	
	
	

	** CSGVP donor rate  - "some postgraduate" & did not differentiate b/w undergrad and graduate degrees
	


	Annual household income before taxes?

	Answer Options
	Response Percent
	Response Count

	Under $25,999
	9.9%
	44

	$26,000 – $35,999
	7.4%
	33

	$36 – $45,999
	9.0%
	40

	$46,000 – $55,999
	7.9%
	35

	$56,000 – $65,999
	6.5%
	29

	$66,000 – $75,999
	6.5%
	29

	$76,000 – $85,999
	5.9%
	26

	$86,000 – $95,999K
	3.8%
	17

	$96,000 or more
	16.0%
	71

	Prefer not to say
	27.0%
	120

	 
	 
	answered question
	444

	 
	 
	skipped question
	0

	* No reliable baseline
	
	


	Where do you live?

	Answer Options
	Response Percent
	Response Count

	Metropolitan Toronto
	80.2%
	356

	West Toronto Suburbs such as Mississauga, Brampton, Malton, Oakville)
	8.1%
	36

	East Toronto Suburbs such as Uxbridge, Pickering, Oshawa
	3.6%
	16

	North Toronto Suburbs such as Woodbridge, Markham,
	6.5%
	29

	 
	Other (please specify) = 5.1% 
	
	23

	 
	 
	answered question
	444


	Please feel free to make any comments and/or suggestions.  We are eager to hear from our supporters!

	Answer Options
	Response Count

	 
	79 (18.6%)

	 
	answered question
	79

	 
	skipped question
	265


In the interest of brevity, we have not included the many comments included details where respondents offered comments.  This data will be provided to all participating organizations with any identifying information removed.  

Cross Tabulations
	Education comparison of Online donors and Non-online donors
	 
	
	
	

	Answer Options
	Offline Count
	%
	Online Count
	%

	Some high school
	45
	23.8%
	5
	2%

	High school graduate
	14
	7.4%
	13
	5%

	Some college (but did not finish)
	14
	7.4%
	28
	11%

	College graduate
	10
	5.3%
	34
	13%

	Some university (but did not finish)
	17
	9.0%
	18
	7%

	University undergraduate degree (such as Bachelor’s degree.)
	39
	20.6%
	69
	27%

	University graduate degree – Master’s degree or PhD.
	50
	26.5%
	88
	35%


Note that a higher percentage of online donors have received diplomas, bachelor’s degrees and post graduate degrees.

	Comparison of online and offline supporters and where they donate

	 
	 Online Donors
	%
	Offline Supporters
	%

	Environmental
	86
	40.1%
	34
	17.3%

	Animal Welfare
	157
	73.3%
	100
	51.0%

	International
	92
	42.9%
	28
	14.2%

	Human Services
	99
	46.2%
	56
	28.5%

	Health
	130
	60.7%
	66
	33.6%

	I have not donated to a charity in the past 12 months
	11
	0.5%
	41
	20.9%


Offline supporters are far more likely to have not made a donation at all in the past 12 months.

	Have you made a donation to any charity in direct response to the following types of appeals? (select all that apply

	Answer Options
	Online  Count
	%
	Offlline Count
	        %

	Mail
	80
	37.3%
	52
	26.5%

	Print advertising (newspapers, magazines)
	34
	15.8%
	20
	10.2%

	Brochures &amp; Posters in local businesses
	25
	11.6%
	20
	10.2%

	Internet advertisement
	51
	23.8%
	11
	5.6%

	Television Advertisement
	46
	21.4%
	21
	10.7%

	Radio Advertisement
	11
	5.1%
	9
	4.5%

	Email
	72
	33.6%
	13
	6.6%

	Events (walks, dinners, parties etc.)
	112
	52.3%
	73
	37.2%

	Telephone solicitations
	29
	13.5%
	15
	7.6%

	Direct personal request from charity
	71
	33.1%
	62
	31.6%

	Direct personal request from friends/associates
	113
	52.8%
	82
	41.8%


Offline respondents do not respond to email appeals.  These individuals respond less overall to each type of request.
	Comparison of Offline Supporters and Online Donor responses.
	
	
	
	
	

	Please rate the following factors in relation to your likelihood of making a donation to an animal welfare charity?

	Answer Options
	Highly influential Online
	%
	Highly Influential Offline
	%
	Not at all influential Online
	%
	Not at all influential Offline
	%

	Compelling pictures/photo’s
	88
	41%
	62
	31.6%
	9
	4.2%
	5
	2.6%

	Compelling stories
	113
	52.8%
	83
	42.3%
	6
	2.8%
	2
	1.0%

	Strong belief in the charity’s mission and goals
	197
	92.0%
	141
	71.9%
	0
	0.0%
	1
	0.5%

	Relationship with people in the organization
	48
	22.4%
	46
	23.5%
	9
	4.2%
	2
	1.0%

	Perceived need of the organization
	84
	39.2%
	83
	42.3%
	2
	0.9%
	1
	0.5%

	Knowing specifically how my donation will be used
	112
	52.3%
	110
	56.1%
	1
	0.4%
	1
	0.5%

	Tax credits
	21
	9.8%
	21
	10.7%
	25
	11.6%
	28
	14.3%

	Religious/Spiritual influence
	12
	5.6%
	7
	3.6%
	112
	52.3%
	92
	46.9%

	Convenience
	19
	8.8%
	19
	9.7%
	44
	20.5%
	30
	15.3%


	Comparison of Offline Supporters and Online Donor responses.
	
	
	
	
	

	Which of the following forms of communication do you prefer to receive from charitable organizations? 

	Answer Options
	Online Strongly Prefer
	%
	Offline Strongly Prefer
	%
	Online Strongly dislike
	%
	Offline Strongly Dislike
	%

	Mail
	41
	19%
	45
	23%
	48
	22%
	27
	14%

	Email
	132
	62%
	75
	38%
	5
	2%
	15
	8%

	Telephone
	0
	0%
	5
	3%
	162
	76%
	115
	59%

	Text Message
	1
	0%
	1
	1%
	109
	51%
	86
	44%


Analysis
These organizations appear to have a disproportionate number of supporters aged 40 and under.  However, given anecdotal information from these individuals, this appears to be a lower number than they anticipated.  More than 34% of their donors are aged 41 or over.  Additionally, leaders of these organizations had previously indicated that the vast majority of their supporters were single individuals.  Assuming our survey responses are representative of the entire support base for these organizations, this is not the case.  Almost half (48%) of respondents indicated that they are married or common-law.  

Supporters of these organizations are well educated.  More than 81% of respondents have had some form of higher education, with more than 54% having obtained either an undergraduate or graduate degree.

Like the CMS research paper, the vast majority of participants in this survey are frequent internet users.  The CMS study indicates that 90% of respondents used the internet daily.  Our survey indicates that 95% of their users use the internet daily or more.  In fact, 85% indicated they use the internet several times a day.  Interestingly, 75% of users visit the charity website less than once a week – or never.  With so many active internet users and so few visits to the organizations’ website, one has to ask what more can be done to motivate users to visit websites more frequently and to convert those visits into donations.  It is also important to note that only 54% of the respondents have made a donation via the internet.  With almost all of their supporters using the internet very frequently, these organizations are not converting that web-savvy audience to online donors effectively.
In addition to this, over 30% of respondents indicated that they discovered the organization through a personal referral (friend, neighbour, colleague or veterinarian).  The CMS report indicates that 59% of online givers are willing to urge others to contribute via the internet.  This is particularly notable for volunteer-run organizations whose volunteers have little time and inclination to become involved in fundraising.  The willingness of online givers to use the internet to advocate and fundraise, on behalf of their organizations should become a major focus for these organizations.
Not one of the participating organizations offers the ability to donate via PayPal on their website.  Our survey indicates that more than 80% of the respondents have made an internet transaction using PayPal.  The cost for PayPal transactions is identical to the fee charged by CanadaHelps.  Given that many people are familiar and comfortable with this transaction tool, it makes sense to provide people with the option to make their donations using a vehicle they are familiar with.  While CanadaHelps is an excellent and secure organization, even web-savvy users are cautious about using a transaction tool they aren’t familiar with.  Charities may well see an increase in online donations (and donations in general) simply by adding this familiar option to their webpage.  It is also worth noting that PayPal is usable for individuals who do not have a credit card.
Some very clear distinctions exist between individuals who have made internet donations and supporters who have not made online donations.  Most notable amongst these distinctions is the fact that 99% of these donors have made a donation to charity in the last year.  As the graph below demonstrates, more than 20% of “offline” supporters have not made a charitable donation in the past year.  Additionally, internet donors appear to be much more interested in International charities.
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Internet donors also show a much higher preference for email communications.  Over 62% of internet donors indicated that they strongly prefer email communications, compared to only 38% of offline donors.  Interestingly, both offline and online donors strongly dislike telephone and text message communications.  We are somewhat surprised by the online donor response to text messages.  One might have expected that individuals, who are internet savvy, might also appreciate text messages as an alternative.  Clearly, this is not the case.
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Using the Survey Data:
Due to the data-rich nature of this survey, participating organizations have the ability to use this information in a number of ways.  First and foremost, participating organizations now have a snapshot look at the general demographics of their donors, supporters, adopters, website visitors, and members.  This information should allow them to better target their communications vehicles to more appropriately target their audiences.  The data relating to website, newsletter content and preferred means of contact with charities should allow these organizations to become more effective in reaching their current audience and inspire those supporters to help them reach out and inspire more individuals to become involved in their organization.  
In addition to this, there are some clear shortfalls in donation ranges.  Almost 60% of the respondents to this survey enjoy a household income of more than $66,000.00 (Canada Revenue, 2006) annually, with 16% of those individuals earning more than $96,000.00.  Participating charities should work hard to identify these individuals and express a strong case for support to encourage these parties to upgrade their current donations.  
Methodology and Learning
This survey was conducted online only.  As mentioned earlier, 3 Toronto area animal welfare charities participated in the survey.  A separate, but identical, survey was created for each organization using the Survey Monkey, internet based, software.  Each organization sent email invitations and posted a link on their websites, using their unique survey URL’s, to request that supporters and visitors participate in the survey.  
The initial test survey was conducted with only 1 of the 3 participating organizations and although more than 40 core supporters were asked to participate in the survey, only 10 responded.  Emails were sent to approximately 750 email addresses, while the remaining responses were directed to the survey from website referrals. The full survey received 444 responses.  Although we can not determine the number of individuals who were referred to the survey via websites, more than 85% of the survey responses were received within 3 days of the email invitations sent by each of the organizations.  

The goal of this survey is to establish a broad understanding of animal welfare supporter demographics, motivations, and trends.  Although we have achieved that goal, I believe a more narrow focus would have made data management and analysis a much more manageable (albeit less data rich).  In addition to this, the survey creators did not review related demographic surveys prior to creating the survey.  CSGVP & CMS surveys had many similar questions which can not be used as comparative data due to differences in age, income, wording and other parameters.  Had we reviewed those surveys prior to creating this one, we would have aligned those parameters to match the baseline surveys to allow for a more precise and reliable comparison.  
Data management and analysis was made even more difficult due to the need to conduct separate surveys for each organization.  In reality, very few of the questions required organization specific information.  The process of combining this data for a reliable summary is tedious.  Where possible, I would avoid conducting surveys in this manner and attempt to have all responses delivered to the same survey/data source.  While this information will be immensely valuable to each organization as they compare their specific data to the aggregate data, the process of combining the data using the survey monkey platform is challenging and time consuming.
Finally, the process of enlisting charities to participate in the survey was surprisingly difficult.  In one instance a charity responded that “data and information are of no use to us”.  Larger animal welfare organizations were either unwilling or unable to respond.  One large animal welfare organization was “unable” to determine who had the ability to give permission to a 3rd party to conduct the survey.  

As a result of the very narrow focus of the participating organizations the target audience of this survey is very narrow.  The organizations have an almost exclusive focus on GTA residents and they are all small, volunteer-run organizations.  Additionally, due to the online delivery of the survey there is a clear bias towards internet users.  It would be ideal if these organizations could deliver this survey in written format to their full support base to determine what (if any) differences might become apparent.
Revisions

Changes made as a result of the initial test survey were minimal.  Survey instructions were altered to make “required” questions more clear and additional instructions were added for “check all that apply” questions.  Additionally, the “paypal” question was added to the survey.

Although the test-run produced some helpful information for changes, the full rollout provided much more information that would result in the following changes:

· Fewer “range” questions.  While the data is helpful, it can become very difficult to manage and compare to baseline data.
· Ask specifically whether they donated to the participating organization.  We did this in a “roundabout” way on question 5, however, we also offered them the option of choosing supporter, adopter etc.  A specific donor question would have allowed for easier filtering of data – and possibly reminded individuals who have not donated that financial supporter is helpful and needed.

· Aligned question wording, options and parameters with baseline surveys to be used as comparative data.

· Asked whether or not they’ve made any donations in the past year (in addition to internet donations only).

· Avoided use of “other” option when asking respondents to choose one main area of interest when supporting an animal welfare organization.  22 respondents used this as an opportunity to indicate all of the above or multiple choices.  The goal was to force individuals to choose 1 area as their highest priority.
· Add rabbits, rodents and reptiles to the list of pets when asking how many companion animals individuals owned.  A very high number of individuals responded with those animals.  

· Add Veterinarian to the list of places respondents purchased pet food.  Again, a very high number of individuals purchase their pet food from their veterinarian.

· Remove consumer information from survey and ask more fundraising/donor questions.  I feel those questions have value for potential sponsorship and corporate donations; however, given the high response rate, I believe that those questions could be included in surveys offered later, when more in-depth donor information is gathered. 

Finally, the single most important change I would’ve make and would highly encourage partner charities to pursue on their own, is to ask more specifically if respondents had made any donation to their organization and to ask donors how much they donated (using a range).  This specific information would allow organizations to better identify which individuals are being engaged to donate to their full potential and which areas are in need of more focus for improvement.  While the questions in this survey allow us some insight into these areas, more specific information is needed to fully identify and maximize potential in this area.
