E Ipsos Public Affairs

Despite Recession, Six in Ten Adults Have Given to Charity
This Year; Eight in Ten Plan to Give Over the Holidays

90% Wish They Were Able to Give More

hbrand PET F0OD

Ipsos Public Affairs

Public Release Date: Tuesday, December 21, 2010

Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up

of seasoned professionals. We conduct strategic research initiatives for a diverse number

of American and international organizations, based not only on public opinion research,
but elite stakeholder, corporate, and media opinion research.

Ipsos has media partnerships with the most prestigious news organizations around the
world. Inthe U.S., UK and internationally, Ipsos Public Affairs is the media polling
supplier to Reuters News, the world's leading source of intelligent information for
businesses and professionals, and the Hispanic polling partner of Telemundo
Communications Group, a division of NBC Universal providing Spanish-language
content to U.S. Hispanics and audiences around the world.
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Despite Recession, Six in Ten Adults Have Given to Charity
This Year; Eight in Ten Plan to Give Over the Holidays

90% Wish They Were Able to Give More

New York, NY — Though the U.S. is still facing tough economic times, six in ten adults
(58%) say that they have already donated to their favorite charity this year, according to a new
survey of over 1,000 adults conducted by Ipsos Public Affairs on behalf of Purina One.

o A dramatic age gap emerges, with just 37% of adults under 35 saying that they have
donated to charity this year compared to 72% of adults 55 and older.

e Household income is also a significant factor. Those with a household income of at least
$50,000 are nearly twice as likely as those who are less affluent to say that they have
donated to their favorite charity this year (72% vs. 38%).

Among those who have not contributed, a majority say that they just don’t have the disposable
income to do so (59%). Few say that they have not donated because there isn’t an
organization that they feel passionate about (9%) or because they haven’t been asked to donate
(7%), and just 1% are confident that others have given so they don’t need to. Nearly a quarter
(23%) blame some other reason.

While a third (34%) say that the recession has made them less likely to donate to charity this
year, 13% say that it has made them more likely to give — perhaps because there are more
people in need. Half (52%) say that the recession has not had an impact on the likelihood that
they will give to charity this year.

Nearly three quarters (72%) say that even when things are tight, they find a way to contribute
to charity. Women are more likely than are men to agree that they find a way to give even in
tough times (77% vs. 68%).

o Midwesterners (77%), those aged 55 and older (78%), married adults (78%), and those
with a household income of at least $50,000 (79%) are also among those who are most
likely to feel this way.

Though most find some way to give, nine in ten adults (90%) agree — including over half who
strongly agree (56%) — that they wish they were able to give more to charity. Perhaps this is
because they believe in the power of giving to others; nine in ten adults across demographic
groups agree with this sentiment (92% overall).

Though six in ten have already given to charity this year, 79% plan to give to charity in some
way during the holiday season, most commonly by donating money (49%), food (38%), toys
or gifts (38%), or their time (23%). Just one in five (21%) say that they do not plan on
contributing to charity in any of these ways over the holiday season.

e Adults aged 35 and older are more likely than those who are younger to give in general
(83% vs. 72%), though they are particularly more likely to give money (56% vs. 32%) or
food (43% vs. 28%).

e \Women are more likely than men to contribute food (47% vs. 30%) or gifts and toys (47%
vs. 28%) during the holidays.
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With so many planning on contributing to charity this holiday season, this mirrors the
sentiment that the holidays are the best time of year to donate. Two thirds (68%) agree with
this statement while just a third (32%) disagree.

These are some of the findings of an Ipsos poll conducted November 22-28, 2010. For the survey, a
national sample of 1,006 adults aged 18 and older from Ipsos’ U.S. online panel were interviewed
online. Quota sampling and weighting were employed to balance demographics and ensure that the
sample's composition reflects that of the actual U.S. adult population according to U.S. Census data
and to provide results that areintended to approximate a probability sample. An unweighted
probability sample of 1,006 respondents, with a 100% response rate, would have an estimated margin
of error of +/-3.1 percentage points, 19 times out of 20.

Thinking about the charities they are most likely to support, there is a strong preference for
local organizations over national charities (85% vs. 15%). On terms of the type of charity
they’d prefer to support, Americans are much more likely to say they would rather donate to a
charity that benefits people (83%) than one that benefits pets (17%). Still, one in six would
opt to support a charity that helps pets over one that helps people, including 20% of women
and adults under 55.

Looking at a range of causes, charities that help children are most popular this holiday season,
with nearly half (45%) saying that they would be most likely to donate money to a children’s
cause. Fewer would be most likely to contribute to a charity that focuses on the homeless
(23%), veterans (14%), pets (10%) or medical research (9%).

While children’s charities are the top pick across demographic groups, some differences do
emerge:

e Adults under 35 (31%) and those with a household income of less than $50,000 (27%) are
more likely than others to say they would give to a charity that helps the homeless.

o Retirees (25%), adults 55 and over (20%) and men (18%) are more likely to support
veterans’ groups while women (12%) and Northeasterners (15%) tend to be more likely to
support charities that help pets.

Regardless of the cause, Americans tend to believe that any contribution can make a
difference. When asked how much a charitable donation needs to be to have an impact, 70%
said that any amount can make a difference. One in six (17%) say that a donation should be at
least $10; 10% say at least $100; and just 2% say a contribution needs to be at least $250 to
have an effect.

HiHH

For more information on this news release, please contact:

Rebecca Sizelove
Senior Research Manager
Ipsos Public Affairs
212.584.9253



E Ipsos Public Affairs

Releases are available at: http://www.ipsos-na.com/news/

About Ipsos
Ipsos is a leading global survey-based market research company, owned and managed by
research professionals that helps interpret, simulate, and anticipate the needs and responses of
consumers, customers, and citizens around the world. Member companies assess market potential
and interpret market trends to develop and test emergent or existing products or services, and
build brands. They also test advertising and study audience responses to various media, and
measure public opinion around the globe.

They help clients create long-term relationships with their customers, stakeholders or other
constituencies. Ipsos member companies offer expertise in advertising, customer loyalty,
marketing, media, and public affairs research, as well as forecasting, modeling, and consulting
and offers a full line of custom, syndicated, omnibus, panel, and online research products and
services, guided by industry experts and bolstered by advanced analytics and methodologies. The
company was founded in 1975 and has been publicly traded since 1999. In 2009, Ipsos generated
global revenues of €943.7 million ($1.33 billion U.S.). Visit www.ipsos.com to learn more about
Ipsos offerings and capabilities.



